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## 4280236222 : MAJOR ENGLISH-THAI TRANSLATION

KEYWORD: TERMINOLOGY / ELECTRONIC COMMERCE
KHWANCHANIT SUTHISARNSUNTHORN: TERMINOLOGY ON ELECTRONIC
COMMERCE. THESIS ADVISOR: ASST. PROF. WIROTE AROONMANAKUN,
Ph.D., 309 pp. ISBN 974-17-3599-5.

This thesis is aimed at studying the process employed in terminography in order
to find an appropriate method to produce a terminology on electronic commerce and to
obtain a terminology which is beneficial as a reference document for translator and

those who are interested in electronic commerce.

The terminological processing can be divided into 5 major steps which are: (1)
the preparation of data and corpus building, (2) term extraction, (3) conceptual relations
establishment, (4) extraction records and (5) terminological records. As for term
extraction, three additional methods are experimented to find the most effective
extraction: using keywords and collocations; using only word frequency; and using word
frequency and specialists’ judgements. The result shows that extracting terms by
keywords and collocations obtains more appropriate and complete terms than other

methods.

There are 157 terms in this terminology on electronic commerce, analyzed by
conceptual relations and information in extraction record, and presented according to
conceptual networks.  Each record consists of English entry, Thai equivalent,
grammatical category, subject field, definition, illustration, note, linguistic specification

and cross-reference.

Field of study  Translation and Interpretation  Student’s signature............ccoooviiiiiiiiinnnn,

Academic year 2003 Advisor's signature...........ococviiiiiiiiii,
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ARANTIEaRasTinn (class) 14deialyl lild@aTiantzianzas uay muumﬂmﬂgimﬂ
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o g o

11 called, known as WAL The term LAY Uraziiludnyt drusuinositadanndnyiaas

Cabré (1999: 137) {3 aaziasinsail

o fusnizafitunanauene i first price sealed bid auction

o lusuirounanasmlsznaunianimnaglillunanmdudnwiils g Cost

per thousand 3¢ cost per a thousand

o lignunsaufunlAsudoulndaumitdlundiulglnedass 1w business-
to-consumer ‘sl business-to-consumers ¥i7a businesses-to-consumer

o fniRnTuansnsaldAiesunld i ad click rate faanumane
msarfu Click-through rate sieluds=tanil

“ad click rate

Sometimes referred to as "Click-through rate,” this is the number of ad

clicks as a percentage of ad views.” (E170.txt)

[

o dwiiudAinsedanluaandeaty  wu  ENCIyption  meedau
decryption TudseTam “Encoding the contents of the message in such a way that hides
its contents from outsiders is called encryption. The encrypted message is called the

ciphertext. The process of retrieving the plaintext from the ciphertext is called

decryption.” (E110.txt)

o fufluAdszan  WeuanuAazAeenun  asiAuumiesnely e
search engine danunafallsunsudmsudumndaya 1y Most Web sites of any size and
complexity need both a search engine, which allows searching by keyword, and a set of

. )y o . . o o =< A o p A -
categories. (E164.txt) Duenlan1an engine ALAEIRCUNIEDILATRIANTVTRLATRIEI LB

Ientinusatuilidnaeisine - Aanannvesindnniangnnldmniuaos

1 =2 a ¥ o rai o Y I
8% ENPASEY Tﬂﬁl@:ﬁﬂ@q'gﬂﬂiqﬂ@&’ﬂﬂmﬂ'}ﬂﬁLL@ZN@@WﬁV}imUﬁQﬂIBMﬂiﬂ

mum'aum'mum”ﬂma'anﬁww

o

o ai %3 1 % I =2 6 o o ] o rai dl 4
Q\lel,ﬁﬂ@’mlﬂLLZ\]Q')’]T’]W?@\WTWV] NNABNITUINANNNLNEITBAIADNNIANN
o ry Yo & Y ¥ o o A a ¥ = pry (% ' | e el o >
AR @H@mm LN@1®ﬁ‘WV]LLZ\]') RTANUNNIAALARNBNTUNUS LW@GLﬂLLuSL@QWﬁWVW]VLﬁm’]uu

@ o oA =2 o a a o o -
WIUANA ‘1/1m:Nfﬁlwﬂfmummm?ﬂﬂ’w\uwm?\‘l N17ASANY LANEN NS RLTL VL@ﬂmﬂm"Vl

' 1
a 1 o ol

UUNUNNNENIed Pearson (1998) Whuinousiudn  tilesannuihdana fiayed AT
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8

datau daunnsinisdneiiena lltiuazinuafiansansaniunuid i en = nana

Y KX a

TaedraAalfinmusidty yramnenisilunosiuen LAIAINANTUNARELNUTIN19E19D

[

nhiflunoeingss  wananldldinneinisdredainliilunusiusnasin Pearson (1998:

1
o A

128) i Warniiulidndunmusiusnuazidunmusiddyiign Wasaininusisinaaie

o

1 Qs 6

dndmfazanglugUAdAnihutihunauunliienizianzas iy a vie an du Ada digital
signature TudseTam The encrypted message digest is what is commonly referred to as a
digital signature. (EBo1.txt) widalaidAninutiwnaaeu Spam ludlszTaa Spam is the
cheapest system when you take into account how many people you reach. (E093.txt) %\‘1
Wunausndenn mﬂﬁmmeﬁﬁﬁmamﬁﬁﬁ%\‘mummﬂﬂﬁﬁmﬂ@mm azpaald
Ay uazanailfeiianannld esannAsssuanffigndiuiiunuie ldAvhuiunsy
18 wiu Thus, a user that clicks on the hypertext link at one site may "jump" to another
site. (EBO1.txt) #5@ Advice can also be seen as a comfort factor. (EB02.txt) ﬁdﬁummﬁﬁ
Fahagianfiflensageuanududmimaeanniineiniaanius mummﬁﬁﬁlujﬁ
VN uR LN e Pearson (1998) Aainnaes Cabré (1999) Tildasune1ddnedu

a M & a 1 =X % dl dl [<1 o O d’lj dlaa/
LL@ﬁﬂi’ﬂUWWm%ﬂ’ﬂL@ﬂmﬁ‘@uﬂﬁ(ﬂf\ﬁ')ﬂ\iLL@fﬂuUV}V} 3) FUTUAININUATA LA LLAUNIRE

¥
el o =

2802 REATUNTASLATARLABNANYIN AGTL
1. Mo nunianisasdnisanainadsdeyanis as
AU luldsunsn Concordancer for Windows Version 2.0 (July 1996)1 G’Tqaﬁﬁﬁ Pearson
(1998: 130-134) wuald 1éun denote, called, known as, ie., e.g., the term, “...”, This
process, This method wag This device smdm iUl uRuENLANTIA a9
Fudryanamennsnldiduiu Aeddn referred to as uay defined as @ldtian1ddne

wazlinasiiee] aanunAsil

denote - & 7 Anfihanidudnet  arnmanissine Anseanunld
wudAfazuiwag diriauAn9n denote LAntae W We prefer to USE DUSINESS-t0-
business (be) to denote dynamic systems relationships between business partners.
(EB02.txt) LLﬁif"iﬁmqmﬂjﬁﬁwﬁ@fﬂuﬂiziﬂﬂﬁ@wﬁﬁﬂ@ﬂﬂﬂ‘ﬁ'ﬁﬁﬁdﬁ denote 11 BUSINESS-

t0-CONSUMer, therefore, does not mean volume business. Rather, it denotes a type of

TsunInduFAAIZAN MNDIRIRdauAnEY Toengnd waznisld anunsanniiuan len

http://www.ifs.tu-darmstadt.de/linglittwconcord.htm
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customer relationship: one oriented to individuals acting in a personal or family capacity.
(EBO2.txt) LNAKANLAN denote IRATNFLANALTILaLanEAaEludwsT i A control
risk is a term used to denote a situation in which the expected benefits of additional
controls may not exceed their implementation and maintenance costs. (EBO1.txt) WEIAN
31 denote lailftisueneimiiianel unapssfiflunnsesunefdeviedndnunld
Let PAdikt denote the event that consumer i is exposed to the passive ad for sponsor k
during visit t. (E143.txt)

called - & 280 Anfvinazifludind Wudﬁquulumgué’qﬁﬁﬁmwﬁﬂ
called azLfludnyl 1 Another form of authentication called DIOMEriCS requires that
some physically unique characteristics of the user be used for identification. (EB01.txt)
WAR TN sl lad g uihudelanzathadateunioanuisenaniost El!
Furthermore an initiative of the nine regional governments called APTA (Austrian Platform
for Telematics Applications) is organising awareness events in electronic commerce,
EDI, Telework, Multimedia and other areas of the Information Society. (E105.txt) 199
uwnadl  Anfhanidudnifanaegieunindndn  caled gu  E-squared (as  its
affectionately called) permits making changes to programs, increasing the SmartCard's
flexibility but also exposing it to various types of nasty security attacks. (E045.txt)

> DA ' > \ . .
UNATNNLINUENNDEYNAUNUN called i The process of determining that a trading

partner is indeed who he or she claims to be is called authentication. (EBO1.txt)

uananitanud filddn “also” agjfaenil also called Afiagdnavtinazidudmiiguiu
IngaziduAIWed (synonym) 1w A fourth member of this category is the second price
sealed bid auction, also called the Vickrey auction. (£146.txt)

known as - i 71 Afiiaziudni Wudﬁﬁﬁ‘ﬂ'ﬂmﬂgmwﬁwz
WA 1w Transactions in amounts between 25 cents and $10, typically made in
order to download or access graphics, games, and information, are known as
micropayments. (E100.txt)  wazaziiudntsrlaadnemiin known as dnifluAiasunevise
Anamesiniiinuan wenaniganuindndand “also” agfaenili also known as A1l
agfdnamihazidudnsiduiy lnaazfluadas i Digital marketplaces, also known as
exchanges, have hit full speed in the past nine months. (EQ70.txt)

Le. - 7 52 Afihandlud’ dnwudiAfiegud ie. Wi uay

Uselamnmnunda ie. fulenuviianasune Wy Aggregate counts of Clickthroughs or
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click rates (i.e., the ratio of passive ad clicks to passive ad impressions) are actually

preferable, since they measure actual exposure to passive ads and a commitment by
the consumer to view the active advertising content. (E143.txt) WARRUNINTENLTILLNE

ngrEngANLsleA 1Tu By model checking, access to E-tier objects must be done

through the proper gateway, i.e. G-tier objects can be verified. (E160.txt)
= o dl 1 [~1 o o = 1 [ all 1 v |
e.g. - # 33 AMazidudAnyl wensainudnAnemiin e.g. lu
ANy uazAaviseadszlaaimunas e.g. flusaedne Wiu The Client Help Desk even
mentions "horizontal portals" (e.g. Yahoo!, see above) adding that these are "all-purpose
portals." (E055.txt) wadauluninudniunisesunailsclapviraansadnainii Tnafludd
ﬁwﬁﬂgﬂﬁﬁ e.g. la8l U Other possible system of collecting fees (for using someone

else's idea) may depend on the value created by using that idea (e.g. instead of

charging copyright or patent rights on a tractor, but on the value of crop each year

raised by the tractor), or a flat fee for unlimited use, etc. (E099.txt)

the term - & 64 Afvrazidudni TneAnsiarlsnmunas u
The term €lECtrONIC PUISE is used to refer to monetary value that is loaded onto the
smart card's microprocessor and that can be used by consumers for purchases.
(EBO1.txt) Lmzwudﬁﬁﬂ%ﬁmﬂﬁudﬁLﬂuﬁwﬂmﬂf’ﬁm"?‘@wmﬂﬁ”ﬁgﬂ@xmm’wé’qm i
The term "electronic COmMmerce’ has evolved from its meager notion of electronic
shopping to mean all aspects of business and market processes enabled by the Internet
and the World Wide Web technologies. (E099.txt)

«.. - ldanunsaldldsunsa Concordancer for Windows Auulé
Lwiwwmmmmiﬁ'Lﬁméquﬁuﬁmmﬂmmqmmﬁﬁ'uﬂ] i A governing party called
«certification authority" issues the certificate. (E155.txt) Llax While these sites facilitate E-
commerce, the term "E-COMMEICE" has been used more with regards to web sites that
actually directly buy and sell merchandise. (E114.txt)

This process - i1 3 Anfitnazidudn TnenuInNazag ATNUAIANT
111 Authorization. This process checks whether funds are available for purchases.

(E115.tx0)  uidaulnnaziflunisnannianszuaunievia process 1 tnedlaiiisiadnyd

11 As each page is explored, theoretically the program generating the site can create

more. This process can continue ad infinitum, and the robot is lost. (E138.txt)
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This method - lainuAtasfudnilupdedayanimil  dou

Tunjazwuaniuaneuzusseaus dlsAnwyd 1y Requests for file access may be

authenticated here or may be passed directly to the appropriate FTP or Telnet server on

the DMZ. This method has the advantage of being able to mask the host name of the
DMZ server; the user only has to name the proxy server/gateway's host name. (EB01.txt)
This device - § 1 Amaziludnd Taeaztlsnglulsyluanen

N 191 Let's start with the intelligent toaster. This device has become part of the

mythology of the high-tech world. (EB02.txt)
referred to as - # 50 ATIAzuAN Tneazilsngndaniil uas

s lepdnausinduiiennmizaniaiung i The encrypted message digest is what is

8

commonly referred to as a dlglta| signature. (EBO3.txt) LL[ﬁiﬁWUfiﬁﬁﬂ?tﬁﬁﬁﬁﬁLﬂuﬁWW@ﬂ
WiNEN e 1 Spam is referred to as "postage due marketing" because the thousands
of messages (even millions) sent reside on the recipients' host computers until they are
deleted, and the storage of such messages cost businesses money. (EB0O1.txt)

defined as - i 25 ATnaziuing TaevialUAnTiinazdudnyias
ﬂmﬂg@fgm’iﬁﬁﬁﬁ m'qu‘ﬁ'ﬂmnguﬁqﬁwﬁﬁﬂwzlﬂuﬁmu wiw Electronic  signature' s

defined as "electronic sound, symbol or process attached to or logically associated with

an electronic record by a person or an electronic agent and executed or adopted by a

8

person with the intent to sign the electronic record." (E021.txt) WAANLNINIENNANITD

e®_

[ %

ANNUAY Bazdounatnauntniluleny W The time between the consumer entry and

KTl

exit from a Web site is defined as the VISt duration (or session duration if only one site
was visited during the session). (E143.txt)

2. A TElRan s daennauinnsinsdeinliaes  Pearson
(1998) wazinouaiuad Cabre (1999) wudﬁmummeﬁﬁwm wrRdaA79 S9N s LA %'q
aztauase (U ludivaatlymuaziuaniaud la

3. fansuselldnsnseundireBidnnaetingfiandly  wudnihis
ﬁwﬁﬁ@gu@ﬂm@ummﬁﬁmum Wy mobile commerce  @wanfeniewidng

edniipaaud luilszlem The term mobile commerce has been used to refer to

standards efforts in this area, but the salient value to the potential user is not so much
mobility as its corollary: freedom from physical network attachment. (EB02.txt) WAZANTN

anndNueLANAIMUA 1w SSL handshake @iflunszununisuanilasudayanes SSL
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el 1 = 9 ' o‘dl 17 ¥ 5% M v 1 dl ° dgjrz ¥ v A
NANNATINTULNACHIULNIUNAUT] AR LmeﬁiuvLm@qium@ummwmuumuﬂmmmmmiﬂ

AaiuANdn SSL handshake @awuluilszleim An SSL session always begins with an

exchange of messages called the SSL handshake. (E132.txt) Lﬁ‘mﬂm@@ﬂum’iﬂﬂ
anansndiuilaswidaunsnnlar adllf Wy lietaidu SSL handshakes v SSL for
handshake waziflausnAudailinnsmsnesinglife handshake wilasnnissuile luaousd
SSL handshake ﬁ@mmmmﬂ'&‘mu%uﬂmm sl usilesannifludniiannziianifundn

dl o 4 o
WALLARNNIVUA NABAIAABRN

= e o .4 o X o Y o o 4
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geneAifanfiusenisiiAndn denote agfnawintiy  usazliuansanisniaign
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dseTan Budlamadudifadaaznaisieiu inaliwdladnasliddwivgnsanlil
tlywaniseniauilszesidsunsuiipaliaunsnAunsae
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Electronic commerce allows a marketplace to exist where buyers and sellers can "meet"
and transact with one another. (EBO1.txt) 1/1"'5*@Lﬂum%mmaﬁmﬂi:mﬁﬁummﬁmmfﬁﬂ
Tadldnnsudiudndudned @ "You can spend a lot of money on systems redundancy for
the days you have huge [trading] volumes, but the question is, how much are you willing
to spend and how much risk are you willing to take that you'll have an outage?" said

Octavio Marenzi, research director at Meridien Research Inc. in Newton, Mass.

¥ 1

(EBO1.txt) satiuludladryunaumneniEnaniin liinaauanduazLauanAwy L6l

1% =< 1 o ¥ 1o | v o ¥y o o e a :j/ o A o o
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au N4 15ua
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u

UNNLLLLANIZLIANZAY (the) W1 The Merchant's Bank, sometimes called the Acquiring
Bank, opens a Merchant Credit Card Account for the merchant, allowing deposits based

on credit card transactions. (E077.txt) @n8atnausisananail A1qn acquiring bank fazla
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2542. AUAW 28 NINIAN 2544,

THRO7

ALETNNUNN LT EBLANNTBRNA. AaaUN8I1INITE BLanNnsating 1, 3.

a

[@@ui@ﬂ]. WAAITINA: http://www.ecommerce.or.th/newsletter/sep1999.html

2542, AUAW 28 NINYIAN 2544,

THRO8

AusWmuIntigdaannseting. aanunadanitiadaiannsaiing 1, 4.
[@@ui@ﬁ]. WAAITINA: http://www.ecommerce.or.th/newsletter/oct1999.html

2542, AUAW 28 NINYIAN 2544,

THRO9

AusimuInlatalannselind. aavanadianaizedaiannseiing 1, 5.

[@ﬂuvl,@ﬁ]. WAAITINA: http://www.ecommerce.or.th/newsletter/nov1999.html

2542. AUAW 28 NINIAN 2544,

THR10

ALTNENUNNI LT EBLANNTBRNA. AaaUN8I1IN e BLaNNTating 1, 6.

a

[aaulal]. urasnun:
http://www.ecommerce.or.th/newsletter/dec1999.html 2542. AuAu 28

nINyHIAN 2544,

THR11

AusWmWInIiTdaannseting. aanunsdianitindaiannsaiing 2, 1.

[@ﬂuvl,@ﬁ]. WAAITINA: http://www.ecommerce.or.th/newsletter/jan2000.html

2543. AUAW 28 NINIAN 2544,
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THR12

AusimuInlstalannselind. aavanadnanaisedaiannseiing 2, 3.
[aaulail]. wiaenun:
http://www.ecommerce.or.th/newsletter/march2000.html 2543. AUy 28

NINJHIAN 2544,

THR13

ALTNENUNN LT EBLANNTBRNA. AaAUN8I1IN I ITE BLANNTANNE 2, 4.

a

[aaulal]. unasnun:
http://www.ecommerce.or.th/newsletter/april2000.html 2543. AUy 28

NINJHIAN 2544,

THR14

ALTNENUNNI LT EBLANNTBRNA. AaAUN8I1IN e BLANNTaNNE 2, 6.

a

[aaulail]. wnasnun:
http://www.ecommerce.or.th/newsletter/june2000.html 2543. AuAu 28

nINyHIAN 2544,

THR15

AusVmWInIiTdalannseting. aanunadanitindaiannsaiing 2, 7.

[@ﬂuvl,@ﬁ]. WAAITINA: http://www.ecommerce.or.th/newsletter/july2000.html

2543. AUAW 28 NINIAN 2544,

THR16

AusimuInAlsdalannselind. aavanadnanadisedaiannsaiing 2, 9.

[aaula]. WAaINNN:

http://www.ecommerce.or.th/newsletter/sep2000/sep2000.html 2543.

a4 &

AUAU 28 NINJHIAN 2544,

THR17

AusimuInfladalannIetind. annunaiianalsdaiannsaiing 2, 10.

[aaulal]. uiasnun:
http://www.ecommerce.or.th/newsletter/oct2000/index.html 2543. AuAu

28 NINJHIAN 2544,

THR18

ALTNENUNNI LT EBLANNTBRNA. AAUNI8T1INITEBLANNTANNS 2, 11.

a

[aaulal]. uiasnun:
http://www.ecommerce.or.th/newsletter/nov2000/index.html 2543. AuAu

28 NINJHIAN 2544,
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THR19

AusWmWInItiTdalannseting. aanunadanitindaiannsaiing 3, 1.
[aaulal]. uiasnun:
http://www.ecommerce.or.th/newsletter/jan01/index.html 2544. AuMu 28

FIANAN 2544,

THR20

ALTNENUNNI LT ERLANNTBRNA. AaaUN8I1INITE BLanNTating 3, 3.

a

[aaulal]. unasnun:
http://www.ecommerce.or.th/newsletter/march01/index.html 2544, AUy

28 AANAN 2544,

THR21

ALETNENUNNI LT ERLANNTBRNA. AaaUN8I1IN I ITE BLanNsating 3, 9.

a

[aaulal]. uiasnun:
http://www.ecommerce.or.th/newsletter/sep01/index.htm| 2544. AuAu 28

AANAN 2544,

THR22

AutRRBWInTdaansating. “Initladaidnnsetindiiossiu.” [aaulat].
WARNNN: http://www.ecommerce.or.th/fags/fag1-1.html 2545. AU 10

W AANEIL 2545.

THR23

AugimwnigBannseting. “2laseainaiugu (szuuiATene
NIATIIU YAAINT N1TINLUATHRILN).” [aaulail]. WHAINNA:
http://www.ecommerce.or.th/fags/fag2-1.html 2545. AuAu 10 Wqﬁamﬂu

2545.

THR24

AudimuInlagalannseiing. “3. nsinmanulaends (Fupnay uay
walulaginnstlaadu).” [aewlail]. wasiun:
http://www.ecommerce.or.th/fags/fag3-1.html 2545. AU 10 ‘Wqﬂamﬂu

2545.

THR25

AN TTaANNIatNg. “4. NM9RY (SLUUTTERU NFAUIINNE
U a2 6- 1 dl

wazuMAIRUNY).” [aaulat]. unasniun:

http://www.ecommerce.or.th/fags/fag4-1.html 2545. AuA 10 ‘Wqﬂamﬂu

2545.

THR26

Authimuniindaidnnsaiind. “5. 95Na (NAELNT LATNITLIUNITAIY
ﬁqﬁ"ﬁ@).” [aaulail]. wiaenun: http://www.ecommerce.or.th/fags/fag5-1.html

2545. AUAL 10 WoAANIEW 2545,
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THR27

AugimwInidRannseting. “6.ngunnauazulaune.” [aaula].
WAAIANA: http://www.ecommerce.or.th/fags/fag6-1.html 2545. Auu 10

WEAAN"eIU 2545.

THR28

AusWmUInIniTdaIannseling. “e-Commerce lugsnasass [e-Commerce
Case Study].” [eaulasl]. wnasiu:
http://www.ecommerce.or.th/casestudy.html 2545. Aupu 21 ﬁqu’]f;lu

2545.

THR29

Autimunirdaianynsatind. “Egghead.com, Inc.
(FruansduAnaznaalszyadusnaidnnsatindssndneiuaniugising).”
[@ﬂuvl,@ﬁ]. WAAITINA: http://www.ecommerce.or.th/case/case-

Egghead.htm 2545. AuAu 21 Agune 2545

THR30

AueRRWINTgaansating. “Yahoo! (Buvinilun ngaunianiie).”
[@ﬂuvl,@ﬁ]. WAAITINA: http://www.ecommerce.or.th/case/case-Yahoo.htm

2545, RUAW 21 AQuIe 2545,

THR31

AN UNNI T ERLANNTBTNE. “e-Commerce Starter Guide for SMEs.”

a

[@@ui@ﬂ]. WAAININA: http://www.ecommerce.or.th/e-guide/index.html

2545, RUAW 21 AQuIeu 2545,

THR32

Autimunirdaiannsatind. “welan 10 nalnanieduwmasiiln (Internet
Fraud).” [aaulasl]. wuasnun:
http://www.ecommerce.or.th/fraud/index.html 2545, AUAU 16 LB

2545.

THR33

BYTR DYTAIYNA WAy ANNEIR fanannfad. “Fudidnnsetindiuulaune
msanRuuaznisanitu.” [eewlal]. uwasiun:
http://www.ecommerce.or.th/doc/tdri/e-money.pdf 2544. AUAU 8 LuBENE

2544.

THR34

saiindineaniy. Animatulatansauma. ngamne : Smindinsaniu,

2542.

THR35

PR anIuL. Aninasiunes. NuWATIN 4. NgaUnne ;

IITUNFYANN, 2540.
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THR36

a aa o a Qs 6 a dl 9/&'/
aqwAANL NAYIN, 1.9.9. Aasunatlsvaiadnyigsnanidvialillu
NEAINGE. WHWATIA 3. Nganne : Atinfuiuiaginainsaiuminende,

2540.

THR37

yiRdnG NAtiuANA. “A01UNIIIAUNNIRENWY ICT Bavilszmalne.”
[aulail]. unasnun;
http://www.nitc.go.th/masterplan/workshop1/summary/05-workshop1-

main.pdf 2545. A&UAY 18 NINJIAN 2546.

THR38

“anprninndes.” [aewlail]. WAINNA: http:/truehits.net/fag.php#fag9

2542, AUAW 8 NINYIAN 2546,

THR39

a0im atALAT. “Electronic Payments in Thailand.” [aaulail]. unasisn:
http://mif.bus.tu.ac.th/documents/chapterd_payment.pdf 2545. AuAu 15

nINyHIAN 2546.

THR40

annANgINAgunasite e, “udnnissnudaemif.” [aeulail]. unaenu:

http://www.atii.th.org/html/ecom.html 2545. AUAY 8 FaunAN 2545,

THR41

2950uNs aNTANEDL “CRM: nAllAn1snaingaluddiAyetsls?.”
[aaulail]. WIAINNN: hitp://202.28.71.61/review/CRM.htm 2546, AUAL 14

nINyHIAN 2546.

THR42

UUNA WALUNITRUN. “BunaFiinuLanaiuauIAsing.” [aaulal].

unaeiuN: http://64.124.193.94/2001/kit/2001kit/0215/kit1509.html 2544.

A g

AUAL 28 Anunew 2544,

THR43

UOUNA NAUNITUN. “iaan ity iRunsuaaulail” [aaulail.

UVASNN: http://64.124.193.94/2001/kit/2001kit/0517/kit1714.html 2544.

a4 g

AUPY 28 WU 2544,

THR44

UOUNA NAUNITRIUN. “DIna1RuAdNNIatnd.” [aaulaul]. wiaenun:
http://64.124.193.94/2001/kit/2001kit/0412/kit1229.html 2544. ALA 28

NDUNL 2544,

Q

THR45

“nainadenete inunu s [aeulad]. waeinn:
http://216.122.89.134/2001/kit/2001kit/1101/kit0125.html 2544 AUFU 17

NINJHIAN 2545,
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THR46

“n193mLsAninnldae lnenneeulariduwmnesiannn.” [aaulal).
UVRINNN: http://www.bangkokbiznews.com/2002/kit/2002kit/0523/10.html
2545, AUAW 16 NINJIAN 2546.

THR47

“D-unfianad walu weuuuanwing 45,7 [aaulail]. uwasnu:
http://www.bangkokbiznews.com/2002/kit/2002kit/0103/index.html 2545.

AUAU 20 L3181 2545,

THR48

“BndgIniaien | nguNiegnssnaidnnsatindlaidn.” [aaulatl]. uwnashian
: http://168.144.151 236/ftpe/detail asp?id=99 2545. RUAW 17 nangAx
2546.

THR49

Tnyad ansicyloyness. “delamuiuiloyidengunne.” [eaulail.
WWASTINA: hitp://168.144.151.236/ftpe/detail.asp?id=29 2544. AUAL 12

AYUNAN 2546.

THR50

Tnyae ansioyloyinesh. “dangunnafnmosiineaiunisyindulas.”
[aaulail]. wiaenun:
http://www.tradepointthailand.com/e_guru/e_regulation.html 2546. AUAU

14 A9UNAN 2546.

THR51

TRADE POINT THAILAND. 213413 TRADE POINT 1, 49. [aaulasi].
WAIANA: http://www.tradepointthailand.com/newsletter/49.html 2545.

AUAL 12 RIMNAN 2546.

THR52

Fagwsed azlane. “szdeqnuanaasnisdnuuy B2B.” [aaulail]. uiashun:
http://www.siamglobe.com/rescenter/ecomerce.php?id=448&rid=0003

2544. AUAL 9 WEHNIAN 2544,

THR53

“E-Commerce %18 Nimasialanynsating Aaazls.” [aaulail]. unaanu:

http://www.acerclub.in.th/ecom/whatis.htm 2544, AUAU 12 RPN 2544,

THR54

“anailediananea (Digital Signature).” [aaulail]. unasiu:
http://www.acerclub.in.th/ecom/digital.htm 2544. AuAu 15 nIngIAN

2544.

THR55

“E-Commerce.” [aaulatl]. uwiasnun:
http://titan.spaceports.com/~layman02/ecomm_main.html 2543. AuAu 12

AYUNAN 2544,
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“Co-Location - 1i3n175UenieTas@siings.” [aawlail]. wiasnun:

THR56
http://www.porar.com/colocation.aspx 2546. AUAY 12 RIMNAN 2546.
THR57 | “3a8n191413n17 Banner Exchange.” [2aulatl]. wiaanun:

http://www.thaile.com/d1/how_be.htm 2545. AUAYU 12 RIMAN 2546.
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AO
AP

cC
CM
CT

GS
HO
MC
MF
MP
MT
OB
OF

0G
OM

Administrator - Object
Administrator - Place

Cost - Criteria

Process - Measurement

Cost - Target
Generic - Specific
Holder - Object
Method - Cost
Method - Form
Method - Purpose
Method - Tool
Object - Problem
Object - Form
Object - Target
Object - Method

ON
00
oP
oT
PC
PD
P|
PM
PO
PS
PT
SM
SO
WP

Owner - Business
Owner - Object
Object - Property
Object - Tool
Payee - Condition
Process - Standard
Protector - Intruder
Process - Method
Provider - Object
Provider - Service
Process - Tool
Subject - Measurement
Service - Object

Whole - Part
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G 1 L L4 @ 2 ¥ L ¢ & b
Lﬂs'amzlu‘lﬁuwﬁuumuuwnm@gaﬁwmummu

electronic business

WP

electronic commerce

AT A2 A3 A4
WP WP WP WP
v
Web site payment security marketing
main chart

o oo o o

A1 wTwiAidnius i annNasmlsznausiws s
A2 AW AIANAUS LA N R9ALZNDLAIWNN TN T2 R
A3 Wl AN US LA N R9AUIENaLAUNNTFNIEANLaB A

A4 1TTATA N US LUANNRIA LT N LA UNNTAANA
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electronic business

WP

electronic commerce

NWO01
WP = Whole - Part

ANBBUNE: electronic commerce LlWAaUMTNU849 electronic business

ERO001 | Eng: electronic business (EB01.txt) Th: - Abbr: EB

Concept: electronic business Grammatical Category: n

Feature: N13¥ingsnauulAsatngnanfiames uazuenain EC udndesaniisnisuaniauudayaill

S 9 o =1 = v |
Nendaslpensiun1s e e uAn 11 ﬂ'ﬁ"ﬂ’ﬂﬂi‘].l@‘léﬂal’]ﬁl

Conceptual Relation: 5 NW01

Extraction: 1. Electronic business (e-business) is any process that a business organization conducts

over a computer-mediated network. (E113.txt)

2. The term electronic business also includes the exchange of information not directly related to the

actual buying and selling of goods. (EB01.txt)
3. Examples of EB that are not EC include registration and licensing processes, student enrolment,

and court administration. (E104.txt)

ER002 | Eng: e-business (EBO1.txt) Th: gsnadiannsaiind (THR18) | Abbr: EB

Concept: electronic business Grammatical Category: n

 oAd o 5 = = ' o = o
Feature: ‘VmLNHN‘V]LH?;I’JH‘LIHWﬁ‘l“]]mﬂiut@ﬂ@’]?@umﬂluﬁﬁ‘ﬂ‘ﬂ Taddrazifluniaiiunanan veanis

dl ¥ ! o
LL@ﬂLﬂ@ﬂuﬂl’ﬂNﬂﬂi‘Z‘WﬁQ’a\iﬂﬂi‘

Conceptual Relation: 5 NWO01

Extraction: 1. E-business is a wider concept that embraces all aspects of the use of information
technology in business. (E165.txt)

2. According to Lou Gerstner, IBM's CEO: "E-business is all about time cycle, speed, globalization,
enhanced productivity, reaching new customers and sharing knowledge across institutions for

competitive advantage." (EB04.txt)
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online merchant

) ) electronic marketplace
business-to-business GS
1.1 ON ,
online stock
business-to-consumer GS trading
electronic commerce
) S online store
business-to-government
S
online auction
GS
consumer-to-consumer
content provider
portal electronic publishing

NwWQ02
1.1 - A NANAUS LA A A
1.2 - A uduRusuLNm N el n A Tasoun
1.3 - AuduiusuLm N e lfanANauEnuaz A s TN
1.4 - puduiusuLmuselfanAduAuaziiznig
ON - Owner - Business
GS - Generic - Specific
ANBBLNY: electronic commerce wiNaaNLIWALszINNAMNANNANTUSTzUIN9AAN Aun business to
business, business-to-consumer, business-to-government Wae consumer-to-consumer uanaNEaR
o a 1 d“' 1 % v a [~3 = v o da’

sUuuunaingsnanuusne) deutseen inueald uazunsganafianaisgliuananiasail portal waz
electronic publishing Hmelfananlason portal Lag electronic publishing aunsalselfannen
ANNINUAzANETINHENAQELTUNL 29074 content provider WaNANNT electronic publishing kAL

. @ al 3 a [ a vl Y 1’/ a 2 ] . .
content provider ﬂmmimmﬂmmumumzmmﬂmnma mumgmmmuj 1®LLﬂ online auction,

online store, online trading Wa< electronic marketplace Zﬁ'%uéﬁ‘ﬁﬁ electronic commerce (3¢1N91 online

merchant

ER003 | Eng: electronic commerce (EBO1.txt) Th:  wilggaLanynsating | Abbr: EC
(THRQ9)

Concept: electronic commerce Grammatical Category: n

Feature: N19%828A1A1 L3N17 visedayan1edumefidnuwiy sandeanislawun n1snann waznis

F72R1 LA
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Additional Feature: waniggiaiannsatindurislfiilunisfnanasenineesdnggsna szudwasdnagsnaiy

¥ a

HU3lnA 3vMI 9 TnNNIiuedAnsgana kazsyndegLFinafaeiu

(http://www.cecc.org.nz/Default.asp?article=794)

Conceptual Relation: § NWO1 waz NW02

Extraction: 1. Electronic commerce is defined as buying and selling of product, services or

information via computer networks, mainly the Internet. (E157.txt)

2. Electronic commerce is the set of products and processes facilitating the secure purchase of

goods and services over the Web, including such functions as:

® Advertising
® Marketing
®  Shopping

® Purchasing
® Paying

® Shipping/delivery (E062.txt)

ER004 | Eng: e-commerce (EB01.txt)/ eCommerce | Th: AN (THR34) Abbr: EC
(EBO1.txt)) ecommerce (EBO02.txt)/ E-
commerce (E037.txt))  E-Commerce

(E049.txt)/ e-Commerce (E139.txt)

Concept: electronic commerce Grammatical Category: n

Feature: N15T@218AUAMATLINIMNBWmMeSITANwEaf loMAy wleldifludszinnsng idu

business-to-business LAY business-to-consumer éﬁﬁ’]@iﬁﬂﬂt, #1191 online merchant

Conceptual Relation:  NW01 wag NW02

Extraction: 1. In its most basic definition, e-commerce means buying and selling on the Internet.
(E056.txt)

2. And e-commerce can be divided into a number of categories: business to consumer, business to
business, "tool vendor" to business and perhaps even "yard sale" where consumers periodically sell
to each other. (E056.txt)

3. Of course, most online merchants won't be able to do what Beyond.com did. But there are quick,
inexpensive steps they can take while they ponder the small, but growing, selection of fraud
detection services now available. For many, the answer is to extend to the e-commerce world the
same fraud-prevention techniques developed for telephone-based transactions. (E081.txt)

4. eCommerce is essentially a mix of business vision and enabling technologies. (E134.txt)
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5. First, and most fundamentally, ecommerce allows businesses to build new aggregate markets
from dispersed individuals, which may rival geographical markets in value, loyalty, and cross-
marketing opportunity. (EB02.txt)

6. Whether it's business-to-business or business-to-consumer E-commerce, e-checks can speed up,
simplify, and protect your investment without requiring large new investments or any major changes
to your commerce site. (E037.txt)

7. Recently, however, due to the WWW's surge in popularity and the acceptance of the Internet as a
viable transport mechanism for business information, the definition of E-Commerce has broadened
to encompass business conducted over the Internet and includes individuals and companies not
previously known to each other. (E095.txt)

8. With security awareness high as a result of major Internet security disasters like the Chernobyl
and W32/ExploreZip.worm viruses (Markoff, 1999), managers may be more ready to invest in the

considerable time and expense involved in securing the firm for B2C e-Commerce. (E139.txt)

ERO005 | Eng: Internet commerce (EBO1.txt) Th:  WadTdn198umasiim | Abbr: -

(THR27)

Concept: electronic commerce Grammatical Category: n

Feature: NN9ANINEILUBLINATILA IAEIAZAF19F WA LWS LT VN A LA AIT1ENITRUANLAZLIZNNT FINTNH
shopping cart UAa¥N19192RUANe waranallun1sAuuL business-to-business 1138 business-to-

< v
consumer f 6

Conceptual Relation:  NW01 wag NW02

Extraction: 1. Internet commerce enables vendors to extend their Web presence, by creating Web

stores that display product and service catalogs, shopping cart functionality, and a variety of secure

payment options. Internet commerce is growing rapidly, and many technology analysts predict an

explosion in Internet shopping in both business-to-business and business-to-consumer sales.
(E106.txt)

2. The threat of computer security is one of the main barriers to Internet commerce. With the current

popularity and the potential profits of e-commerce, many executives face a conflict situation. That is,

connecting to the Internet and expanding their business would risk the threat of intrusion. (E155.txt)

ER006 | Eng: business-to-business  (EBO1.txt)/ | Th: §snariugsna, Ty Abbr: B2B
business to business (E102.txt)/ Business- | (THR40)

to-Business  (E056.txt)/ Business to

Business (E104.txt)

Concept: business-to-business Grammatical Category: n
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Feature: N19vingsnasendnggilsznaunis Aevisiaeuavdanssiiailuessnagsia

Conceptual Relation: 5 NW02

Extraction: 1. For one thing, the customers are different - B2B (business-to-business) customers are
other companies while B2C customers are individuals. (E002.txt)

2. Business-to-business electronic commerce implies that both the sellers and buyers are business

corporations, while business-to-consumer electronic commerce implies that the buyers are
individual consumers. (EB04.txt)
3. We reviewed the referrer log files for two catalogue sites, both of which were rather specialised

business to business sites. (E138.txt)

4. The Extended Enterprise business pattern (aka Business-to-Business or B2B) addresses the

interactions and collaborations between business processes in separate enterprises. (E056.txt)

5. B2B (Business to Business)

This kind of marketspace involves one business enterprise selling to another. (E104.txt)

ER007 | Eng: business-to-consumer (EBO1.txt)/ Th: g9fanugu3lna (THR10), | Abbr: B2C
business to consumer (E056.txt)/ 9374 Vué%@ﬂﬁﬂ, iy
Business-to-Consumer (E127.txt)/ (THR40), BaANsgsNAML
Business to Consumer (E114.txt) gu3lna (THR52)

Concept: business-to-consumer Grammatical Category: n

Feature: N9vingsnaszudneesdnagananuguding ganeiiluesinegsnia doudaeiluyaraiialy

Conceptual Relation: 5 NW02

Extraction: 1. Business-to-consumer is a term that stresses the direction of delivery: business-to-

consumer ecommerce is supposedly something done by businesses to consumers. (EB02.txt)

2. While the term e-commerce refers to all online transactions, B2C stands for "business-to-
consumer" and applies to any business or organization that sells its products or services to
consumers over the Internet for their own use. (E002.txt)

3. And e-commerce can be divided into a number of categories: business to consumer, business to

business, "tool vendor" to business and perhaps even "yard sale" where consumers periodically sell
to each other. (E056.txt)

4. Unlike retailing, which is mostly a Business-to-Consumer (B2C) industry, B2B deals with working

with vendors, distributors, and other businesses. (E127.txt)

5. * B2C (Business to Consumer)

The term B2C is commonly used to refer to sale by a business enterprise to a person (or
‘consumer'). The term is misleading, in that a business enterprise may also be a consumer.

(E104.txt)
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ER008 | Eng: business-to-government (E173.txt)/ | Th: gsfiariuiguna, A Abbr: B2G
business to government (E104.txt) (THR40)
Concept: business-to-government Grammatical Category: n

Feature: N13%1195Na3endNesAnIgsnanuigLna

Conceptual Relation: 5 NW02

Extraction: 1. * B2G / G2B (Business to Government / Government to Business)

Some authors identify a separate category of B2G. In some cases, it is used to refer to sales by
business enterprises to government. (E104.txt)

2. Although business-to-government isn't likely to eclipse the overall size of the business-to-business

market--estimated at anywhere from $3 trillion to $50 trillion annually by 2005--government e-

commerce is a potentially large market. (E173.txt)

ER009 | Eng: consumer-to-consumer (EBO2.txt)/ | Th: fudtnanugu3ina, &y | Abbr: C2C

Consumer to Consumer (E104.txt) (THR40)

Concept: consumer-to-consumer Grammatical Category: n

Feature: N19%1199Na9e1dNKLTINA

Conceptual Relation: 5 NW02

Extraction: 1. Consumer-to-consumer (C2C). In this category consumer sells directly to consumers.

(EBO4.txt)
2. At first sight, eBay has gone beyond business-to-consumer ecommerce: it seems actually to be

facilitating consumer-to-consumer ecommerce. (EB02.txt)

3. C2C (Consumer to Consumer)

An often overlooked category of marketspaces is the use of electronic tools to support transactions

between individuals. (E104.txt)
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1.2.2
GS
portal
. GS .
search engine vertical portal
1.21 GS
e #
directory horizontal portal
NWO03

1.2.1 - ANl m LUy

1.2.2 - ANANRUTULNA NN

GS = Generic - Specific

o o R & | | X H PR

ANBBLNY: portal WLNIAABILULAS uilemngLuuLwazuisnnNten Tl portal MuLiaINgULLL

#un search engine uaz directrory d@au portal Nutansiiiaméun horizontal portal Laz vertical

portal

ERO10 | Eng: portal (EBO1.txt) Th: Wuvin (THR30), Tasvin Abbr: -
(THR47)

Concept: portal Grammatical Category: n

Feature: VivlasiniduuvasdoyaluGessine Inefinnaimenlasllgiivlosfauy nlideyariu {l4ldde

Ananng TaeavinlilaziasldannnisunanuinluwnvrazanniuAtassdibana v lainaanloeld

=

N

Conceptual Relation: § NW02 wag NW03

Extraction: 1. A portal is referred to a site that serves as the "port of entry" onto the web. Portals are
designed to give web users the information they need as they first enter the WWW. (EBO1.txt)

2. Whereas online shopping sites provide information on products, a portal or destination location
contains information, products, games, or other features that provide people with information not tied
to a specific product. (EB03.txt)

3. As a gateway to services, it may not seek direct revenues from users; instead, a portal is likely to

support itself by selling advertising space or by taking a fee from services to which it links. (EB02.txt)

ERO011 | Eng: search engine (EBO1.txt) Th: 1ATR9AUAL (THR30) Abbr: -
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Concept: search engine Grammatical Category: n

T T
ANy o =

Feature: portal Uszinnuiieiiilunianunniign uunaslunisduniivlasfou

Conceptual Relation: 5 NW03

Extraction: 1. Search engines are the best-known portals. These are the sites that people use as
their launch point for web activities. (EB03.txt)

2. Certainly, today's users are pampered compared to the true pioneers who navigated the Web with
text-based browsers, such as Lynx, and searched the Internet's resources with tools such as
Gopher, Archie, and Veronica--all now consigned to the history books by search engines such as
AltaVista, Excite, and Hotbot. (EB02.txt)

ER012 | Eng: directory (EBO.txt) Th: ladnnes (THR30), 4130 | Abbr: -
(THR34)

Concept: directory Grammatical Category: n

Feature: WivlasldisnisAumdeyaluivlofow lneasdsiuiumasne dranassazsandanly

= Ly | , o gy a o = o A 9 a
el udauiadunuoauy MnlAdunfianaesdldiesaniinisdniaendayadanou

Conceptual Relation: 5 NW03

Extraction: 1. Directories such as Yahoo, are more selective in the Web pages that they list, and all
Web pages listed are evaluated before being included. This means that it is more difficult to be
listed in a directory, but the tool is more selective, and therefore often favoured by searchers.
(E164.txt)

2. The correct choice of a category is important because the user navigates through the directory

and may not find the site if it is categorized differently than expected by the visitor. (EBO1.txt)

ERO13 | Eng: Web directory (EB02.txt) Th: - Abbr: -

Concept: directory Grammatical Category: n

Feature: portal ainszasdAdniuAumdayas1e) vuguinasiln

Conceptual Relation: 5 NWO03

Extraction: 1. Increasingly, all manner of online services, search engines and Web directories are
vying to become the all-purpose portal to the Internet -- the one-stop shop. (E102.txt)
2. Locating specialist suppliers using search engines and Web directories has become simple and

initial enquiries can be handled efficiently by email. (EB02.txt)

ERO014 | Eng: Internet directory (EB03.txt) Th: - Abbr: -

Concept: directory Grammatical Category: n

Feature: unadayaungumesinnedniivinasiie idumnanmny
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Conceptual Relation: 5 NWO03

Extraction: 1. This title is essential if you are going to register your page with Internet directories,

since some directories use the title to categorize pages. (EB03.txt)
2. Here are examples of the ways someone can collect private information through the Internet:
* Reading your newsgroups postings.

« Finding you in the Internet directory. (EBO4.txt)

ERO015 | Eng: online directory (EB02.txt) Th: - Abbr: -

Concept: directory Grammatical Category: n

‘é ‘é % k7 ' a & &
Feature: portal ﬂﬁ‘%Lﬂ‘V]‘Mu\‘isﬂ\ﬂﬂuﬂ’]ﬁ‘ﬂuﬁ'ﬁ‘ﬂ@%ﬂ@ﬁ]'N"'] UUAUENDTLUR

Conceptual Relation: 5 NWO03

Extraction: 1. The publishing intermediation approach can be thought of as an online directory for
news services. Publishing intermediation is an attempt to help people locate goods, services, and
products online. (EB04.txt)

2. The portal is a logical development for online directory services such as Yahoo and Excite, but not

so obviously a way forward for any other kind of business. (EB02.txt)

ERO016 | Eng: horizontal portal (E055.txt) Th: - Abbr: -

Concept: horizontal portal Grammatical Category: n

Feature: \iulasinlviuannsdeyaluiessine Ganlédniu portal awntlszasd

Conceptual Relation: 5 NWO03

Extraction: 1. The Client Help Desk (www.clienthelpdesk.com/dictionary/internet_terms.html) offers a
more up-to-date definition of a portal:

A Web site (that) offers a great amount of content and services, either on many subjects (a
"horizontal portal," such as Yahoo! or About.com) or on a specific subject (a "vertical portal," or
"vortal," such as women.com or WebMD). (E055.txt)

2. The Client Help Desk even mentions "horizontal portals" (e.g. Yahoo!, see above) adding that

these are "all-purpose portals." (E055.txt)

ERO17 | Eng: vertical portal (EB02.txt) Th: IUYILLLWIIEN (THR30) | Abbr: -

Concept: vertical portal Grammatical Category: n

Feature: \iulasin lviuannadeyaianizizes

Conceptual Relation: 5 NW03

Extraction: 1. The Client Help Desk (www.clienthelpdesk.com/dictionary/internet_terms.html) offers a

more up-to-date definition of a portal:
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A Web site (that) offers a great amount of content and services, either on many subjects (a
"horizontal portal," such as Yahoo! or About.com) or on a specific subject (a "vertical portal," or
"vortal," such as women.com or WebMD). (E055.txt)

2. Few companies as yet have made the transition to the new thinking about intermediary roles that
we explore in the section "Role Types," though vertical portals (or vortals) are starting to address the

directory needs of specific industries and interest groups. (EB02.txt)

ERO018 | Eng: vortal (EB02.txt) Th: - Abbr: -

Concept: vertical portal Grammatical Category: n

Feature: HAdNuusneiduiAeaiy vertical portal Wlwiduls portal N lvidayauazunasdayaianizanig

AALIAUBIAYINABINITRNITANUTDIGNAT

Conceptual Relation: 5 NW03

Extraction: 1. One of the newer creations is "vortal" or "vertical portal" which by definition (from
Webopedia) is

A portal Web site that provides information and resources for a particular industry. Vortals are the

Internet's way of catering to consumers' focused-environment preferences. (E055.txt)
2. Few companies as yet have made the transition to the new thinking about intermediary roles that

we explore in the section "Role Types," though vertical portals (or vortals) are starting to address the

directory needs of specific industries and interest groups. (EB02.txt)

ERO19 | Eng: electronic publishing (EB01.txt) Th: - Abbr: -

Concept: electronic publishing Grammatical Category: n

Feature: N9dpindana1N doya gUnn @es wisededszanuwivlafinesnavizassnig

Conceptual Relation: 5 NW02

Extraction: 1. Electronic publishing is usefully defined as:

electronic commerce in digital goods and services that are intended for

consumption by the human senses
It encompasses a range of formats, including text, structured data, image, both raster/bit-map and
vector, moving image (animation and video), sound, and combinations of the above ('multi-media’)
(E121.txt)

2. We also need to consider the impact of electronic publishing on the cyber book retailing business

with a long-term perspective. (EB04.txt)

ER020 | Eng: content provider (EB02.txt) Th: glsiisnadeya (THR17) | Abbr: -

Concept: content provider Grammatical Category: n
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Feature: ul@snanadnaansdeyavsannaianiin

Additional Feature: ElHUFN191leUIEYW N19919UHURATNNIAFI0NA HTML  vigaudaidulasfiiu

MuEENLszmna (http://www.biztob.com/en/info_glossario.html)

Conceptual Relation: 5 NW02

Extraction: 1. Yet, it is notoriously difficult to sell "content" on the Web. Web users expect information

to be free and have frustrated the attempts of content providers to charge them for it. (EB02.txt)

2. Texas taxes not only Internet access charges, but also all the money collected when content

providers sell online subscriptions, as well as the fees charged by Web developers for building

sites. (E100.txt)

104 sealed bid auction

1.2.3

online auction
GS

. Yankee auction
forward auction
GS GS
# GS
English auction
reverse auction Dutch auction

NWO04
1.2.3 - Ao NdNAug L ugLuuy
1.2.4 - ANNANRUTULNAINAN WY
GS - Generic - Specific
ANBBLNY: online auction Haa431uLLAS forward auction WAL reverse auction WATWLNANNANETUY

Aansuiinudes lfiudilszinnAe Dutch auction, Yankee auction, English auction Uag sealed bid

auction

ER021 | Eng: online auction (EB02.txt)/ on-line | Th:- Abbr: -
auction (EBO1.txt)

Concept: online auction Grammatical Category: n

o = v = c @ AWy = oo o H ° Y o
Feature: 7an17118 @A LUALINafIRT IFFUANNTanR uile IQEWQVLTJ@?JMQ?WVWMW@?W LL@’JQJ}TJ?%N”@"QZ

dg( nﬂl % ‘ﬂl 1 ¥ ¥ % v o d‘ < v
L@u@ﬁ"]ﬂ’]“ﬂum"ﬂﬂ“‘] auldamninala rgmu%muWimﬁmmmmg@”l,mmmﬁmwwmmmmlmﬂim

ANNLATBIADNAILADS

Conceptual Relation: 5 NW02 waz NWO04
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Extraction: 1. On-line auctions are a popular method for selling items on the Internet. Low minimum
prices are typically set, with bidders typically bidding the prices up to a fair price. (EBO1.txt)
2. For one thing, online auctions allow participation in multiple auctions simultaneously at any time

from the desktop while eliminating travel expenses. (E004.txt)

ER022 | Eng: e-auction (E116.txt) Th: - Abbr: -

Concept: online auction Grammatical Category: n

. = A . d’ 3| d’j a % . d’ 3|
Feature: e-auction Ha849LULAR reverse auction LHaLWN13TaAWAN La forward auction tHaLilunng

Y AUAN

Conceptual Relation: 5 NW02 waz NW04

Extraction: 1. Where an e-auction is used to buy something, (and this is the most common use for e-
auctions), it is called a "reverse" auction. Where an e-auction is used to sell something, (and this is
still more unusual in e-auctioning today), it is called a "forward" auction. (E116.txt)

2. There is no doubt that the far-reaching effects of the e-revolution are remaking the world of the e-

auction, into one of the New Economy's most popular tools of trade. (E116.txt)

ER023 | Eng: electronic auction (EB04.txt) Th: - Abbr: -

Concept: online auction Grammatical Category: n

17
v a v ' o

Feature: Viulasinliigunennasdeysdusnideinisane warligiedundssyadudimaniiu Inadou

'
o o v 1 ¥

Tngjaziismnilszyatusiu Gailusaimganduneasaeniuls dayanaaiu@udisiie aunsndnng

Toaaulail

Conceptual Relation:  NW02 waz NWO04

Extraction: 1. Electronic auctions have been in existence for several years...Host sites on the

Internet act like a broker, offering services for sellers to post their goods for sale and allowing buyers
to bid on those items. Most auctions open with a starting bid, which is the lowest price the seller is
willing to accept. Detailed information on every item for sale is available online. (EB04.txt)

2. A business buys office supplies on-line or through an electronic auction. (E113.txt)

ER024 | Eng: Internet auction (EBO4.txt) Th: N13UszyaRuAnIg Abbr: -

Aumasiin (THR32)

Concept: online auction Grammatical Category: n

Feature: Anwouznavingsnanumiuudune idanldiuasufionliuiuuuau

Conceptual Relation: 5 NW02 waz NWO04
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Extraction: 1. The popularity of Internet auctions goes hand in hand with other business trends
observed for the Internet. (E146.txt)

2. The Internet auction industry is projected to reach $52 billion in sales by 2002. (EB04.txt)

ER025 | Eng: forward auction (E116.txt) Th: - Abbr: -

Concept: forward auction Grammatical Category: n

Feature: e-auction Al lunsaneduii Gefanasdinaziludraldanig

Conceptual Relation: 5 NW04

Extraction: 1. Where an e-auction is used to sell something, (and this is still more unusual in e-
auctioning today), it is called a "forward" auction. (E116.txt)
2. Competitive bidding usually gets more advantageous prices for the seller on forward auctions and

for the buyer on reverse auctions. (E133.txt)

ER026 | Eng: reverse auction (E057.txt) Th: - Abbr: -

Concept: reverse auction Grammatical Category: n

Feature: Tugtluuull fiasevilsazilszniadisiasnistedusnviasinisle udaligunevaiasadgon
dszya ilunsdseyanddaiudaniuau Askdiiluiiousesinnataeas andudnfaefugnime

Tuny

Conceptual Relation: 5 NW04

Extraction: 1. In a reverse auction, a single buyer posts a description of needed goods or services
on a marketplace for multiple sellers to bid on. (E133.txt)

2. Reverse auctions (or buyer controlled auctions) are particularly unpopular with suppliers. While
they might grin and bear it for their largest customers (e.g. Fortune 50), they do hesitate in

participating in reverse auctions sponsored by small to mid-size buyers. (E066.txt)

ERO027 | Eng: Dutch auction (E004.txt) Th: - Abbr: -

Concept: Dutch auction Grammatical Category: n

Feature: 3utiunisszyanans) wuunis dnldluntsred@udmieniainems ganiiunislszyaazea

'
a v

snilszyaiBusuligeauliinaciifilszys udransaasuniastas iunisilsyyansnianzay

Z o A A Ay
augaiuniedfilvaa

a al

Conceptual Relation: 5 NW04

Extraction: 1. The introduction presented already the main versions: English auction, first price

sealed bid auction, and Dutch auction. (E146.txt)
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2. In a Dutch auction, the auctioneer begins with a high starting price at which level no one is
expected to bid and then lowers the bid gradually until someone buys (See "Bidwords," above.)
(E004.txt)

3. The Dutch auction is typically used for selling agricultural products. It is fast since it ends with the
first bid from a bidder, and thus in particular appropriate for markets that have to negotiate a high

volume of transactions in a short period of time. (E146.txt)

ER028 | Eng: English auction (E004.txt) Th: - Abbr: -

Concept: English auction Grammatical Category: n

Feature: N91/szyaun@umesiinfiGusiassangauds udasanasgeauizes ) §usvyannauainism
tutlszyalinaaniian aunsevivtlanisdseya drushadiulszyalusmangegn Ingluszudnenislszya

AzUBNANIZINANL Ty AgIgA LU nieiy

Conceptual Relation: 5 NW04

Extraction: 1. An English auction starts the bidding at the lowest acceptable price and solicits
successively higher bids until the auction is closed. The highest bidder wins. (E133.txt)

2. The English auction has the simple bidding rule that every bidder can make a bid at every time,
the market clearing rule that the highest bid wins and has to pay this bid, and the information
disclosure rule that the highest bid is known...In English auctions done on the Internet, only the price

of the current high bid may be announced. (E146.txt)

ER029 | Eng: Yankee auction (EQ04.txt) Th: - Abbr: -

Concept: Yankee auction Grammatical Category: n

Feature: Jluuunisdszyaundumesidatlszinmuileanadnaiu English auction usiiluw@udvanaaiin

| > o = o o o a
ﬂ’]ﬁ'ﬁ]ﬂﬁuL@@ﬂamuiﬂ?za@@xmm@u@qﬂ?qﬁqLﬂu’ﬂuﬂ’]_ll.l,‘iﬂ ANNAY TN LL@zLQ@WWﬂuﬂ?zH@

Conceptual Relation: 5 NW04

Extraction: 1. Other auction forms, particular to the Internet, are also being developed including a
"Yankee Auction." This form has been tailored to suit the selling of large numbers of lots of
moderately priced items in small lot sizes. The highest bidder wins the available merchandise at
their bid price. Bids are ranked in order of price, then quantity sought, then time of the initial bid.
(E116.txt)

2. The Yankee auction is a multi-item version of the English auction, where winners are determined

by ranking bids according to highest price, then by largest quantity, then by earliest time. (E004.txt)

ERO30 | Eng: sealed bid auction (E133.txt) Th: - Abbr: -

Concept: sealed bid auction Grammatical Category: n
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Feature: nsilszyatlszinnuilanfidnilseyaastiulszyaduaiune uazdrusAadniuilszyagegn &

U A a9

mmgﬂumuﬁ'ﬂ first price sealed bid auction LAz Vickrey auction

Conceptual Relation: 5 NW04

sealed bid auction

first price sealed second price sealed

bid auction bid auction

NWO05

GS = Generic - Specific

ANRTELNY: sealed bid auction ﬁm\igmmuﬁ@ first price sealed bid auction Wa¥ second price sealed

bid auction

Extraction: 1. In a sealed bid auction, each bidder makes a single, secret bid and the highest bidder

wins once all bids are received. (E133.txt)

2. The sealed bid auction knows two versions: the first price sealed bid auction, and the Vickrey

auction in which the price is that of the second highest bid. (E146.txt)

ERO31 | Eng: first price sealed bid auction | Th:- Abbr: -
(E146.txt)
Concept: first price sealed bid auction Grammatical Category: n

Feature: sealed bid auction giluuumilsngauznistlszyaazsinsinszRuaunnutiutlszya

Conceptual Relation: 5 NWO05

Extraction: 1. The sealed bid auction knows two versions: the first price sealed bid auction, and the

Vickrey auction in which the price is that of the second highest bid. (E146.txt)

2. The introduction presented already the main versions: English auction, first price sealed bid

auction, and Dutch auction. (E146.txt)

ER032 | Eng: second price sealed bid auction | Th: - Abbr: -
(E146.txt)
Concept: second price sealed bid auction Grammatical Category: n

Feature: n1stlseyatlszinnuiffauznislszyaasdnseRunusmaiilssyagegaduduans Ganan

A8i1471 Vickrey auction

Conceptual Relation: 5 NWO05
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Extraction: A fourth member of this category is the second price sealed bid auction, also called the

Vickrey auction, in which the winner has to pay only the second highest bid price. (E146.txt)

ERO033 | Eng: Vickrey auction (E133.txt) Th: - Abbr: -

Concept: second price sealed bid auction Grammatical Category: n

Feature: sealed bid auction guutLMTsFIUlIvyaazd1siunINIANLseyaggnduiuany &

ANNNTRNEILAEINAL second price sealed bid auction

Conceptual Relation: 5 NW05

Extraction: 1. The sealed bid auction knows two versions: the first price sealed bid
auction, and the Vickrey auction in which the price is that of the second highest bid. (E146.txt)
2. A fourth member of this category is the second price sealed bid auction, also called the Vickrey

auction, in which the winner has to pay only the second highest bid price. (E146.xt)

electronic broker electronic distributor
v&s Gy'
WP
electronic store | ¢—— electronic mall
NWO06

WP = Whole - Part
GS = Generic - Specific
A18BLNE: electronic store W wALLBWIMaiin wazaziludiunilaaes electronic mall §1x18g

sauiuldulaMiRen waz electronic mall thsanalily electronic broker %138 electronic distributor 7 k81

ER034 | Eng: e-store (EB04.txt) Th: - Abbr: -

Concept: electronic store Grammatical Category: n

Feature: S1ufundumnefildnteunnsinsainuinase] uazanasaduennavizestsuiulu e-mall

Conceptual Relation: 5 NW02 waz NW06

Extraction: 1. E-stores differ from traditional bricks-and-mortar stores in that there is a loss of
personal contact, the tactile browsing experience, and the immediacy of getting your merchandise
on the spot, but consider the other benefits of the e-store. (E010.txt)

2. In this chapter, we will adopt the number of independent stores as the default criterion of

distinguishing the e-mall from the e-store. (EB04.txt)
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ERO035 | Eng: virtual store (EBO1.txt) Th: - Abbr: -

Concept: electronic store Grammatical Category: n

Feature: S1udundumasiin Tsanantisaniulu shopping mall il

Conceptual Relation: ) NW02 waz NWO6

Extraction: 1. Regarding product selection, virtual stores such as Amazon.com offer consumers with
a choice of over 2.5 million titles; physical stores do not have the physical retail space, nor is it
feasible, to stock that many titles in each physical retail establishment. (EB01.txt)

2. Thus, we suggest that an e-servicescape should be designed as a three-dimensional virtual world

depicting a shopping mall comprising of several virtual stores. (E163.txt)

ERO036 | Eng: online store (EB02.txt)/ on-line store | Th: - Abbr: -
(EBO1.txt)
Concept: electronic store Grammatical Category: n

Feature: \iulasidmiuAaneuugumefidn Gegnitaimnsoniaente@udnls

Conceptual Relation: 5 NW02 waz NW06

Extraction: 1. Just like their physical counterparts, online stores must provide the means to search
for and compare products, to select products, to place and confirm orders, to pay for products, to
verify credit, to process orders, to verify shipments, and to provide postsales support. (EB0O4.txt)

2. One of the most popular Internet myths claims that building an online store is easy: All the
customer has to do is point, click, and buy! (E115.txt)

3. The obvious requirement is an on-line store, or commerce-enabled Web site where goods or

services can be described and selected. (E122.txt)

ER037 | Eng: electronic store (EBO4.txt) Th: - Abbr: -

Concept: electronic store Grammatical Category: n

Feature: S1uANRUMU YL electronic distributor B93AN19ALAN 1145114184

Conceptual Relation: 5 NW02 waz NW06

Extraction: 1. So we can define an electronic store as an electronic distributor whose dealing items
are handled by a single management. (EB04.txt)
2. There are innumerable companies that will help you build and put up your electronic store.

(E136.txt)

ER038 | Eng: electronic storefront (EB04.txt) Th: i uldsaIdannsatind | Abbr: -

(THR35)

Concept: electronic store Grammatical Category: n
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Feature: S1UANULAWMNBSEAT LHLFNNTUULASA LS 1WANA3

Conceptual Relation: ) NW02 waz NWO6

Extraction: 1. An electronic storefront must support the same steps and tasks that a physical store
must support. (EB04.txt)
2. To date, online retailers have had mixed results: Many businesses have failed to meet revenue

expectations, and setting up an electronic storefront is more complicated and costly than many

predicted. (E051.txt)

ERO039 | Eng: e-storefront (E012.txt) Th: - Abbr: -

Concept: electronic store Grammatical Category: n

Feature: ulgsmiiluirusndmiuligniunsevesliuuuesula

Conceptual Relation: 5 NW02 waz NWO6

Extraction: 1. Web Development: Where is the web evolving - and is your e-storefront evolving with
it? Does your website offer the kind of functionality to 'close the deal'? (E012.txt)
2. If you frustrate your clients, or if your e-storefront sporadically drops off the online radar, then you

are turning away the next generation of savvy online shoppers. (E012.txt)

ER040 | Eng: online storefront (EBO1.txt) Th: - Abbr: -

Concept: electronic store Grammatical Category: n

Feature: SufuuBumeiiinngnAraiunsnaeuasiuauan 16

Conceptual Relation: 5 NW02 waz NWO6

Extraction: 1. Since the National Science Foundation opened up the Internet for commercial activity

in 1992, consumers have seen a phenomenal growth in the number of online storefronts selling

goods directly to consumers.(EBO1.txt)

2. All purchases are made through their online storefront and shipped directly to the customer.

(EBO2.txt)
ER041 | Eng: e-mall (EBO4.txt) Th: - Abbr: -
Concept: electronic mall Grammatical Category: n

Feature: LU la6N3911a18 on-line merchant W 18&qa1 anan1utin iy electronic distributor %79

electronic broker

Conceptual Relation: 5 NWO06

Extraction: 1. An e-mall hosts many on-line merchants. (E156.txt)
2. If the e-mall takes responsibility for order fulfillment, it is an electronic distributor-for example,

Amazon and Online JCPenney. In contrast, electronic brokers only help the search process-for
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example, Internet Mall. (EB04.txt)

ER042 | Eng: electronic mall (EBO1.txt) Th: AudnisA@saidnnsating | Abbr: -

(THR35)

Concept: electronic mall Grammatical Category: n

Feature: WivlasMsnnane) Frudn1aeiu e1afiumuanidly electronic broker fild@gazyinuriiy

Aonananfulseiunmun nea&uA

Conceptual Relation: 5 NW06

Extraction: 1. In the physical world, a shopping mall is a collection of stores, and the stores in the
mall are independent distributors. In this sense, the role of electronic directory broker along with the
associated e-stores matches with that of electronic mall. (EB04.txt)

2. Although wholesalers and retail outlets may not be needed, other types of intermediaries appear
to be essential for the electronic market to function adequately (e.g. certification authorities,
electronic malls who guarantee product quality, mediators for bargaining and conflict resolution,

etc.). (E099.txt)

ER043 | Eng: online mall (EBO2.txt)/ on-line mall | Th: - Abbr: -
(E114.txt)
Concept: electronic mall Grammatical Category: n

Feature: \iulasinsnnanes Fudnl3faeiu isere@udaingnanvanese

Conceptual Relation: 5 NWO06

Extraction: 1. "In sheer size of shopping visits, shopping aggregators such as the Yahoo!, AOL and
MSN online _malls are neck-and-neck with well-known virtual department stores in attracting
consumers," said Lisa Strand, director and chief analyst at New York-based NetRatings. (E022.txt)
2. Arguably, the online mall is being reborn as the Web portal, a mechanism that offers guidance
and comparison as well as co-location. (EB02.txt)

3. Similar to a shopping mall, the on-line mall sells several company's products in one central web

site, called the on-line mall. (E114.txt)

ER044 | Eng: virtual mall (EBO4.txt) Th: - Abbr: -

Concept: electronic mall Grammatical Category: n

Feature: iulassumane) Srudnlddaeiu

Conceptual Relation: 5 NW06

Extraction: 1. As with a traditional mall, a virtual mall is a collection of storefronts. (E010.txt)

2. To overcome this barrier, Visa and MasterCard are developing a technology called Secure
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Electronic Transfer (SET) which would make credit card transaction safer on the virtual mall than

they are in the physical world. (E166.txt)

ERO045 | Eng: electronic shopping mall (EB0O1.txt) Th: - Abbr: -

Concept: electronic mall Grammatical Category: n

Feature: VI lsidli electronic distributor VEG electronic broker TIRUAINIANNNAFU

Conceptual Relation: 5 NW06

Extraction: 1. An electronic shopping mall is an electronic distributor or broker whose dealing items

are handled by more than a single electronic store. (EB04.txt)
2. The available technology, however, used in electronic commerce and Internet sites makes it
perfectly feasible for data to be recorded about every item "clicked-on" by a user browsing through

an electronic shopping mall or visiting a web site. (EB01.xt)

ER046 | Eng: electronic distributor (EB04.txt) Th: - Abbr: -

Concept: electronic distributor Grammatical Category: n

Feature: AUNANIRSURATAL NN MUNE RUANAREAEN9BLANNIATNE

Conceptual Relation: 5 NW06

Extraction: 1. Among electronic intermediaries, let us distinguish the electronic distributors from

electronic brokers depending upon whether an electronic intermediary is responsible for order
fulfillment and guarantee. (EB04.txt)

2. As briefly defined in section 2.4, an electronic distributor takes full responsibility for fulfilling orders

and collecting payment. (EB04.txt)

ER047 | Eng: e-distributor (E066.txt) Th: - Abbr: -

Concept: electronic distributor Grammatical Category: n

Feature: f{Ana e @UALUEUNES IR

Conceptual Relation: 5 NW06

Extraction: 1. A classic example of an e-distributor model is Chemdex (now part of Ventro), which
offers a range of supplies for the life-sciences industry. (E066.txt)
2. In the most simplistic terms, an e-distributor is to Amazon.com as a brokered exchange is to

eBay. (E066.txt)

ER048 | Eng: online distributor (E097.txt) Th: - Abbr: -

Concept: electronic distributor Grammatical Category: n

Feature: fanvinaduAnanguanuuueaulal
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Conceptual Relation: 5 NWO06

Extraction: 1. Amazon.com doesn't publish books, after all, and Virtual Vineyards doesn't make wine.

They are simply online distributors. (E100.txt)

2. NECX Direct, an online distributor of retail computer products, saw online sales double a day after

they moved to a secure server (Electronic Buyers News, 09/04/95, p.56). (E097 .txt)

ER049 | Eng: electronic broker (EB04.txt) Th: - Abbr: -

Concept: electronic broker Grammatical Category: n

T o
o ]

dl 1 9_/915 o Y dlda % L v
Feature: ﬂunm\‘mmﬂuQsﬂﬂwunugﬁmﬂmmuﬂergl RIZININE)

Conceptual Relation: 5 NWO06

Extraction: 1. Electronic brokers only introduce suppliers who deal with the items that the customers

are looking for. (EB04.txt)

2. In contrast, an electronic _broker just assists the search for the appropriate product and its

vendors. (EB04.txt)

ER050 | Eng: e-broker (EB04.txt) Th: - Abbr: -

Concept: electronic broker Grammatical Category: n

Feature: \{1 electronic shopping mall Uszinnuils wazidanlallels e-store sialan

Conceptual Relation: 5 NW06

Extraction: 1. We can observe two types of electronic shopping malls:
electronic distributors and electronic brokers (e-broker). (EB0O4.txt)

2. Also, e-brokers can link many e-stores worldwide. (EB04.txt)

ERO051 | Eng: online broker (EB02.txt) Th: - Abbr: -

Concept: electronic broker Grammatical Category: n

Feature: Lilugdnniansvinganssnsendnegaeiugans

(http://www.millenn.co.uk/Reports/BusModels.pdf)

Conceptual Relation: 5 NW06

Extraction: 1. Online brokers have faced criticism for the occasional unavailability of their services
and have had to compensate customers for trades made at unfavorable rates once the systems
returned to life. (EB02.txt)

2. For this reason many of the company's clients continue their trusted relationship and do not move

to the less expensive online broker. (EB04.txt)
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ERO52 | Eng: online stock trading (EB02.txt) Th: - Abbr: -

Concept: online stock trading Grammatical Category: n

Feature: g1 EC Uszinnuilaidunisisunaznesusunisdumefidn Gsgniaiuisnsinasis

£ ‘i/ U 8
dayauaraennaliuuueanlad

Conceptual Relation: 5 NW02

Extraction: 1. Online stock trading has become a popular use of the Internet. Financial institutions

that sell stocks and bonds over the Internet provide customers with stock and bond tracking
services and the ability to trade online. (EB03.txt)

2. Some EC applications, such as auctions and online stock trading, are growing at a rate of 15

percent to 25 percent per month, and the number of Internet users worldwide is predicted to reach

750 million by 2008. (EBO4.txt)

ERO053 | Eng: online trading (EB04.txt) Th: - Abbr: -

Concept: online stock trading Grammatical Category: n

Feature: N19AnTun1dumasiinngnAnainisadnllldusnisldsaenues uwenansuudadazaeie

TfsmsAnsanseniug audnlalufs neausn uazaw]

Conceptual Relation: 5 NW02

Extraction: 1. How does online trading work? Let's say you have an account with Schwab. You
access Schwab's Web site (www.schwab.com), enter your account number and password, and
click on stock trading. Using a menu, you enter the details of your order (buy, sell, margin or cash,
price limit, or market order). The computer tells you the current "ask" and "bid" prices, much as your
broker would do over the telephone, and you can approve or reject the transaction. (EB04.txt)

2. In addition to stocks, online trading is expanding to include financial derivatives, commodities,

mutual funds, and more. (EB04.txt)
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technology provider

e-marketplace
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marketplace

sell-driven e-

marketplace

buyer-driven e-

marketplace

A18BLNE: electronic marketplace wLtlFiugtluuusine dutpndnsnrduiiasldseswuune

horizontal marketplace Wa¥ vertical marketplace LL‘]_i\imwjﬁﬁmﬁaﬂm\iLmuﬁ@ public marketplace

WaE private marketplace 13081 LLﬂqmwéﬁfmﬁw:”ﬁ?ﬁLmuﬁ@ buyer-driven e-marketplace, sell-driven

e-marketplace, independent e-marketplace WAL technology provider e-marketplace

ER054

Eng: e-marketplace (E058.txt)/ e-
Marketplace (EQ57.txt)

Th: FAIANANNBLANNTARNE

(THR28)

Abbr: -

Concept: electronic marketplace

Grammatical Category: n

marketplace

Feature: Viulasgmauazganmhenaiesaninuiiiefnsegsna uveenandie) idaeslszinmae
horizontal e-marketplace Waz vertical e-marketplace wazutigeslaaniiudilszinnase buyer-driven

e-marketplace, sell-driven e-marketplace, independent e-marketplace wag technology provider e-

Conceptual Relation: 5 NW02 wagz NW0O7




155

Extraction: 1. In broad terms, an e-marketplace is a website at which multiple suppliers and multiple
buyers can undertake business transactions via the Internet. (E172.xt)

2. At the highest level, e-marketplaces can be segmented into two types:

* Horizontal e-marketplaces...* Vertical e-marketplaces (E058.txt)

3. There are four types of e-marketplace:

i. buyer-driven e-marketplaces...ii. sell-driven e-marketplaces...iii. independent e-marketplaces...iv.
technology provider e-marketplaces (172.txt)

4. An e-Marketplace is an electronic gathering place that brings together multiple buyers and
sellers. An e-Marketplace provides its members with a unified view of goods and services and lets

its members perform transactions in the e-Marketplace. (E058.txt)

EROS5 | Eng: electronic marketplace (EB02.txt) Th: - Abbr: -

Concept: electronic marketplace Grammatical Category: n

o

Feature: aanduiuligaeuazgunevasse ldfnseiuuuumasia

Conceptual Relation: 5 NW02 wag NW0O7

Extraction: 1. Electronic marketplaces are specifically designed to enable multiple buyers and

multiple sellers to interact and to collaborate. (E159.txt)

2. The electronic marketplace refers to the emerging market economy where producers,

intermediaries and consumers interact electronically or digitally in some way. (E099.txt)

ERO056 | Eng: digital marketplace (EQ70.txt) Th: - Abbr: -

Concept: electronic marketplace Grammatical Category: n

Feature: W&IN19ANIEMI N TAUATEUNENA Y

Conceptual Relation: 5 NW02 wag NW0O7

Extraction: 1. Enter digital marketplaces - the latest wave in business-to-business commerce - where

buyers and sellers trade money for goods over a secure procurement network. (EQ70.txt)
2. Official decision makers must respect the unique nature of the medium and recognize that
widespread competition and increased consumer choice should be the defining features of the new

digital marketplace. (E098.txt)

ER057 | Eng: hub (EBO2.txt) Th: - Abbr: -

Concept: electronic marketplace Grammatical Category: n

Feature: electronic marketplace Nithiauazfunevaiesenimnsazennsiu

Conceptual Relation: 5 NW02 waz NWO7

Extraction: 1. Hubs: B2B electronic marketplaces. Hubs, which bring together multiple buyers with




156

multiple sellers, are proliferating across many industries (for specific B2B hub examples and
characteristics see Archer, 2001). (E152.txt)
2. At its most basic, a B2B exchange (also called a marketplace or hub) is a website where many

companies can buy from and sell to each other using a common technology platform. (E003.txt)

ER058 | Eng: exchange (EB02.txt) Th: - Abbr: -

Concept: electronic marketplace Grammatical Category: n

Feature: anundmivgensuuueenla f4enafiudnisaw] iuiindwiugnin i deyatnnans

Y909110AE

Conceptual Relation:  NW02 waz NWO7

Extraction: 1. Many exchanges also offer additional services, such as payment or logistics services
that help members complete a transaction. Exchanges may also support community activities, like
distributing industry news, sponsoring online discussions and providing research on customer
demand or industry forecasts for components and raw materials. (E003.txt)

2. Digital marketplaces, also known as exchanges, have hit full speed in the past nine months.

(EQ70.txt)
ER059 | Eng: horizontal marketplace (E141.txt) Th: - Abbr: -
Concept: horizontal marketplace Grammatical Category: n

Feature: WWANNIANTIETBUAZHUNEUANT AT AR UAVERLEN S IMA NIATE

Conceptual Relation: 5 NWO7

Extraction: 1. Horizontal marketplaces sell a diverse collection of goods or services. (E141.txt)

2. Horizontal marketplaces may offer the largest community of sellers and buyers and the greatest

cross-section of goods. A veterinary supplier, for example, would prefer a vertical marketplace

targeted at the veterinary industry over a horizontal marketplace aimed at indirect goods. (E141.txt)

ER060 | Eng: horizontal e-marketplace (E058.txt) Th: - Abbr: -

Concept: horizontal marketplace Grammatical Category: n

Feature: e-marketplace Ussinnniledaguanisdaduauaziidnislusmeian

Conceptual Relation: 5 NWO7

Extraction: 1. At the highest level, e-marketplaces can be segmented into two types:

* Horizontal e-marketplaces typically focus on reducing the inefficiencies of spot purchasing. Often

these marketplaces extend enterprise software or services. The primary value proposition of a

horizontal e-marketplace is the delivery of goods and services at reduced prices. (E058.txt)
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ER061 | Eng: horizontal digital marketplace | Th: - Abbr: -
(EQ70.txt)
Concept: horizontal marketplace Grammatical Category: n

Feature: digital marketplace Nuna@uAnsialyl

Conceptual Relation: 5 NW07

Extraction: While your company today would need to join two separate digital marketplaces - a

horizontal one to procure office supplies and a vertical one to buy raw materials - expectations are

that these two worlds will soon merge. Horizontal digital marketplaces have begun to set themselves

up to offer vertical exchanges as a subset of their existing sites. (EQ70.txt)

ER062 | Eng: vertical marketplace (E141.txt) Th: - Abbr: -

Concept: vertical marketplace Grammatical Category: n

Feature: UiaNaM&UANMTALENNRNI AN LN EAMFLAUAMTRUTNNINAMUTRRUAN MW PR AL

ol :
grauargunasiniduselug

Conceptual Relation: 5 NW07

Extraction: Vertically focused marketplaces are formed around a particular product or service, a
given industry, the needs of a large supplier or buyer, or some other interest group... Vertically
focused marketplaces may be best for specialty products or services, raw materials or industry-

specific goods... A veterinary supplier, for example, would prefer a vertical marketplace targeted at

the veterinary industry over a horizontal marketplace aimed at indirect goods. (E141.txt)

ER063 | Eng: vertical e-marketplace (E058.txt) Th: - Abbr: -

Concept: vertical marketplace Grammatical Category: n

Feature: LASTAUNERUAIMTDLENTLANIZAUNILNBUNASITIR

Conceptual Relation: 5 NW07

Extraction: Vertical e-marketplaces facilitate the exchange of manufactured inputs to specific vertical

industries, utilizing the Internet's connectivity to eliminate an industry's "pain points." (E058.txt)

ER064 | Eng: vertical exchange (E070.txt) Th: - Abbr: -

Concept: vertical marketplace Grammatical Category: n

Feature: Wias@a11e3nnALMTaRUANRNIZA

Conceptual Relation: 5 NWO7

Extraction: Plus, vertical exchanges have cropped up for virtually every industry. Some sites, such

as Verticalnet.com, even host numerous vertical exchanges. (EQ70.txt)
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ER065 | Eng: public exchange (E003.txt) Th: mananagaLanynsating | Abbr: -

LULANE190UE (THR4T)

Concept: public marketplace Grammatical Category: n

Feature: Aannuanilasuniessnsgnainssusizatinaaudassiluidnaes daliusEmausonldeoe 15

TnaAnssstlon uumnasteaa@udsaign

Conceptual Relation: 5 NW07

Extraction: 1. Public exchanges are owned by industry consortia or independent investors and have

their own boards of directors. Though each exchange sets its own rules, they are generally open, for
a fee, to any company that wants to use them. (E003.txt)

2. If you are buying and selling commodity products, public exchanges can be a good venue in

which to find low prices or identify new customers. They're also becoming a popular way for a

company to unload excess inventory. (E003.txt)

ERO066 | Eng: public marketplace (E141.txt) Th: - Abbr: -

Concept: public marketplace Grammatical Category: n

1
[ =y

Feature: Aaanasimanzdmiugaeuaranenanlaguduaziznigion

. Aol o o =< Ny o o <o
Additional Feature: W@qﬂﬂQWQWNNsﬁﬂaﬁlqﬂﬁﬂqﬂ?’]ﬂ Lﬂum’]ﬂ@q\iaﬁ\ﬂwﬂa"lﬁﬂﬁﬁ‘ﬂasﬁ@?qﬂiﬂﬁ'qﬂﬁu\?Lﬂu

al

A2 BIUTRAIL ANRANA (http://www.ecommstrategies.com/insights/ebizgloss.html)

Conceptual Relation: 5 NWO7

Extraction: Decide whether a public or private marketplace is the better forum, and whether a broad

or narrow focus is more appropriate. Public marketplaces are good choices for sellers and buyers

interested in ordinary, non-production goods and services. (E141.txt)

ERO67 | Eng: private marketplace (EQ70.txt) Th: - Abbr: -

Concept: private marketplace Grammatical Category: n

Feature: Aananatsiiiuuasmean e @udanzngy Ainan@n uazil market maker \ugAaunn

Conceptual Relation: 5 NW07

Extraction: 1. Private marketplaces may offer sellers access to more targeted buyers, and buyers

access to sellers with specialized goods. (E141.txt)

2. In a private marketplace, the market maker decides who gets to join. Private marketplaces restrict

membership to preserve some affinity around a particular product or service or an industry.

(E141.txt)
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ER068 | Eng: private exchange (E003.txt) Th: AanALanilae Abbr: -
fiannaaiindiannzipsadng
NANFINAVBIAILD, AR

nangBLannIatindd1uiu

LRWIZAIANT (THR47)

Concept: private marketplace Grammatical Category: n

o

Feature: AalAuanilasuLUUAUYARANHUTEMAETWEATWNNS Tneingsnanug

U

o o

AU LAY

gnénanizane dpnnntlaesiadiudayanisduinndiuuy public tasanniiunismngsianunigly

nga

Conceptual Relation: 5 NWO7

Extraction: 1. Private exchanges are run by a single company for doing business exclusively with

established suppliers and customers (although the systems that support it may be outsourced).
(E003.txt)

2. They also think private exchanges are more secure, because data about their trades are at less

risk of being exposed to competitors if there's a security breach. Companies use private exchanges

to trade proprietary information like supplier performance metrics and sales forecasts in addition to

orders and invoices. (E003.txt)

ER069 | Eng: buyer-driven e-marketplace Th: - Abbr: -
(E172.txt)
Concept: buyer-driven e-marketplace Grammatical Category: n

17
g a ¥ ¥ !

Feature: e-marketplace Uszinnuiilansisaulnenguiiaivedntodudiaingananiunisgumesiin

al

Conceptual Relation: 5 NW0O7

Extraction: 1. i. buyer-driven e-marketplaces - established by a consortium of buyers in order to

procure products from their suppliers via the internet (E172.txt)

2. Of the four types of e-marketplace, buyer-driven e-marketplaces are purely business-to-business

(B2B). The other three types are currently primarily B2B, but have the potential to also be B2C.

(E172.txt)

ER070 | Eng: buyer-oriented marketplace Th: - Abbr: -
(EBO4.txt)

Concept: buyer-driven e-marketplace Grammatical Category: n

Feature: electronic marketplace Nidgaaiiuidnaes uazlidnnaneefidnuntseyaaedudi

al

Conceptual Relation: 5 NW07

Extraction: 1. Therefore, such big buyers would prefer to open their own marketplace, which we call
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the buyer-oriented marketplace, as depicted in Figure 6.3. Under this model, a buyer opens an

electronic market on its own server and invites potential suppliers to bid on the announced RFQs, as
the GE case illustrates. (EB04.txt)

2. To implement B2B EC from the procurement management's point of view, the buyer-oriented
marketplace (or customer-oriented marketplace) can be used in this model--where the buyers

announce the RFQs to potential suppliers for competitive purchasing. (EB04.txt)

ERO71 | Eng: customer-oriented marketplace Th: - Abbr: -
(EBO4.txt)
Concept: buyer-driven e-marketplace Grammatical Category: n

13
@y |

Feature: marketplace Nigaailuidnaeas TazAgafanasalugdiuinnismadulininieane

Conceptual Relation: 5 NW07

Extraction: To reengineer the purchasing process, establish a customer-oriented marketplace if the
sales volume is big enough to attract the concern of major vendors. Otherwise, join the third-party

intermediary-oriented marketplace. (EB04.1xt)

ERO72 | Eng: sell-driven e-marketplace (E172.txt) | Th: - Abbr: -

Concept: sell-driven e-marketplace Grammatical Category: n

< o X e Sy = o -
Feature: e-marketplace ﬂizmwmmmwuimﬂﬂ@ugﬁu’m‘wmmmwwmumuum'ﬂu%u

Conceptual Relation: 5 NWO7

Extraction: ii. sell-driven e-marketplaces - established by a consortium of suppliers/sellers that are

looking to sell their products on-line via the e-marketplace (E172.xt)

ERO73 | Eng: supplier-oriented marketplace Th: - Abbr: -
(EBO4.txt)
Concept: sell-driven e-marketplace Grammatical Category: n

Feature: electronic marketplace Uszlnvuilfgueazanss e-store ivedaidiunisane InangnAnidu

N1 AAAIINAUATBIANIINA

Conceptual Relation: 5 NWO7

Extraction: 1. Architectural Models of B2B EC. Three typical architectural models are supplier-

oriented marketplace, buyer-oriented marketplace, and intermediary-oriented marketplace.

(EBO4.txt)

2. Characteristics of supplier-oriented marketplace. A supplier offers an e-store to promote sales.

The customers are both consumers and business buyers. This is a popular type of initial electronic

marketplace. (EB04.txt)
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ERO74 | Eng: seller-oriented marketplace Th: - Abbr: -
(EBO4.txt)
Concept: sell-driven e-marketplace Grammatical Category: n

Feature: marketplace Uszinvuilagagagunefluman

Conceptual Relation: 5 NW07

Extraction: Since most commercial sites are seller-oriented marketplaces, integration with the

buyer's back-end information systems is a challenging issue to be resolved for effective

procurement management. (EB04.txt)

ERO75 | Eng: independent e-marketplace Th: - Abbr: -
(E172.txt)
Concept: independent e-marketplace Grammatical Category: n

d’ d‘ i// 5 o a IS ¥ o a |
Feature: e-marketplace sznnuileinaaulnaesdnsaase Ameldainnisaniiuanunainlinady

o Ystj v
AINULBIHTRUASEH UL

Conceptual Relation: 5 NW07

Extraction: iii. independent e-marketplaces - established by independent organisations, whose main

motivation is to obtain revenues through operating the marketplace on behalf of buyers/sellers.

(E172.txt)

ERO76 | Eng: intermediary-oriented marketplace Th: - Abbr: -
(EBO4.txt)

Concept: independent e-marketplace Grammatical Category: n

Feature: 31uuy marketplace ALAsmAunafuwdzes Wideuazdanauinuiu

Conceptual Relation: 5 NW07

Extraction: The third business model is establishing an electronic intermediary company, which runs
a marketplace where business buyers and sellers can meet as depicted in Figure 6.4... Let us call

these sites the intermediary-oriented marketplace. (EB04.txt)

ERO77 | Eng: technology provider e-marketplace | Th: - Abbr: -
(E172.txt)
Concept: technology provider e-marketplace Grammatical Category: n

< o X Y = = =~ @ = o
Feature: e-marketplace ﬂﬁ‘%LﬂV]‘VILL\‘WIﬁ]ﬂ‘ﬂut@ﬂmﬁﬂﬁ‘ﬂ%‘mﬂtut@ﬁﬁ]@’]@ﬂ@’]\?@l,@ﬂ%?’ﬂuﬂ@( nanne

AA"EL independent e-marketplace wswigRdlalun1sdnsvanasiaiuy

Conceptual Relation: 5 NW07
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Extraction: iv. technology provider e-marketplaces - established by an e-marketplace technology

provider. These are very similar in principal to independent e-marketplaces, but the motivation for
the technology provider to set up the e-marketplace can be quite different to those of a company

establishing an independent marketplace. (E172.txt)

ER078 | Eng: market maker (EBO4.txt) Th: éﬂﬁmimmm (THR28) Abbr: -

Concept: market maker Grammatical Category: n

Feature: §ARGAILAYALANTIMINGINA LU electronic marketplace TANHwwhlldaeinganiisu wu fnu

ThsaaF1aiugnu nsamziden n19L3019 waznsatiuaALuEY

Conceptual Relation: 5 NWO7

Extraction: 1. The e-Marketplace is created and maintained by a "market maker" who brings the
suppliers and vendors together. The market maker assumes the responsibility of e-Marketplace
administration and performs maintenance tasks to ensure that the e-Marketplace is open for
business. (E058.txt)

2. There are three primary players in a B2B marketplace: buyer, seller and market maker... The
market maker is the sponsor of the marketplace and performs the necessary administrative functions
from operating the marketplace to supplying the infrastructure, registering members and servicing

and supporting them. (E141.txt)

ERO79 | Eng: Web merchant (EBO4.txt)/ web Th: - Abbr: -

merchant (E020.txt)

Concept: online merchant Grammatical Category: n

Feature: tﬁm?wm@m"mﬁuma electronic storefront WWATNNNITAN LWL

Conceptual Relation: 5 NW02

Extraction: 1. Like traditional merchants, Web merchants have a number of options for creating and
operating their electronic storefronts. (EB04.txt)

2. In other words, Web merchants must have products that customers want, and they must be able
to convince customers that the Web is the best place to buy them. (E017.txt)

3. It can also shield you from less-reputable providers seeking to profit from novice web merchants.

(E020.txt)

ER080 | Eng: online merchant (EBO1.txt)/on-line Th: - Abbr: -

merchant (EBO1.txt)

Concept: online merchant Grammatical Category: n

Feature: f7vN19ALIUBWMASTER T9a1119098 merchant account Wa3LITN sz RudaeiTnsLATAR




163

Additional Feature: §ilsznauniswniigdaiannsatindinenisnadudvisatznislae ldeumnasidaiu

Aana9 (WAmT HAANE)ANNT)

Conceptual Relation: 5 NW02

Extraction: 1. Many on-line _merchants, such as Amazon.com and Virtual Vineyards, keep their

customers informed on the status of their orders and send messages to the customer informing them
when the items are actually shipped and when they can expect to receive them. (EB01.txt)

2. Once a merchant account and third party processor have been selected and established, an
online merchant can begin to accept credit card payments. (E030.txt)

3. This is good for online merchants because it reduces online transaction risk and increases

customer confidence. (E115.txt)

ER081 | Eng: Internet merchant (EBO1.txt) Th: - Abbr: -

Concept: online merchant Grammatical Category: n

Feature: {7vinn1sAnundumaiidanieian iy

Conceptual Relation: 5 NW02

Extraction: 1. In its initial growth phase, the uses of the WWW were primarily for business-to-

consumer applications, and the emergence of well-known Internet merchants, such as Amazon.com
and e-bay.com, was seen.(EB01.txt)

2. "Doing business on the Internet is the equivalent of having someone walk into your store wearing a
ski mask without any ID and offering a bank counter check to purchase a $2,000 stereo system,"

said Cameron. "While no brick-and-mortar store would make such sale, Internet merchants have to

do it all the time." (E016.txt)
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Webmaster

N
Web hosting

shopping cart

domain name

A1.1 - AHANAUSuUIPNBIALTzNa L

WP = Whole - Part

OP = Object - Property

SO = Service - Object

AO = Administrator - Object

NWO08

ANBBLNE: B9ALITNaURENaUiNTaY electronic commerce AaLALlms FailugnnunlunisuansduAuas

Anstegenne nelwdulosiiesdilsznaundns Aa navigation bar, search engine, online catalog WAz

shopping cart Fadulaseatisl domain name (uiATasuans § Webmaster Wlugauadayauazpainu

Feufesnaluwdulas wazn1mindulaididaumesidnnamaunsuiuaraauiuindaniing Web

hosting

a

ER082

Eng: navigation bar (EB02.txt)

Th: -

Abbr: -

Concept: navigation bar

Grammatical Category: n

Feature: &siuansgluuuiugiureaivlasinimisdn uartielWifiganan dwmdman iasazaon

Additional Feature: gaLAzasiatimaumivlgmisesaaenninindenlasdaaztingaanludedous1e

TuFu sy (http://www.netlingo.com/inframes.cfm)

Conceptual Relation: 5 NW08

Extraction: 1. The basic commercial Website pattern has established itself and can be summed up

by the typical navigation bar: home | products | services | jobs | about | contact. (EB02.txt)

2. To make it easier for visitors to find popular pages, they should have direct access from a
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navigation bar. (EB03.txt)

ER083 | Eng: search engine (EBO1.txt) Th: LATRINAAUAU (THR30), | Abbr: -
TsunsNAUMN (THR34)

Concept: search engine Grammatical Category: n

17 T
o K

Feature: &7 14 lunnsdundeyaludulasiim dsdumddaanisldawiiomenanss Aasly

Conceptual Relation: 5 NW08

Extraction: 1. This simple search engine allows visitors to input a word or a string of words. The
search engine finds any reference to a given word on that site. (EB03.txt)
2. Most Web sites of any size and complexity need both a search engine, which allows searching by

keyword, and a set of categories. (E164.txt)

ER084 | Eng: site search engine (EB03.txt) Th: - Abbr: -

Concept: search engine Grammatical Category: n

d’ A o o Y k7 =3 c Y o o o o |d| =3 o‘ij/
Feature: memmmmuﬂumm@a@hnuiﬂmmﬂmm 3! ﬂ@gw‘lﬁaumwmmuhmuu

Conceptual Relation: 5 NW08

Extraction: 1. Use a site search engine. It is a great tool for visitors to find information and an

excellent tool for you to find the keywords people are searching. (EB03.txt)

2. Another tool for identifying customer patterns through your site is a site search engine. Located on

your home page, this tool provides visitors a way to put in a keyword and get a listing of all

documents on your site that contain this keyword. (EB03.txt)

ERO085 | Eng: on-site search engine (E117.txt) Th: - Abbr: -

Concept: search engine Grammatical Category: n

QI d’ ] ¥ Y d’ ¥ ¥ ' =3 o‘i// ¥ 1 ]
Feature: &g Wiidiantudumdayasine lwiulosmiuldadieiiens

Conceptual Relation: 5 NW08

Extraction: Providing your visitors with an on-site search engine is a relatively easy way to ensure

that your products, ideas, designs, and content are easy to find. (E117.txt)

ER086 | Eng: electronic catalog (EB04.txt) Th: - Abbr: -

Concept: online catalog Grammatical Category: n

Feature: LARZADNAUANLLLBLANNIDDNANMNAUAULARLRBNNILANEHADNIINTNLAZAILITIUEIFINI

o o A o a o - 1 v 3 v
LRHANTTUEBUT] INLINLNARNDNUU Lngﬂmmma‘muuﬂmmmmﬂim

Conceptual Relation: 5 NW08

Extraction: 1. Electronic catalogs are the virtual equivalents of traditional product catalogs. Like its
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paper counterpart, an electronic catalog contains written descriptions and photos of products along

with information about various promotions, discounts, payment methods, and methods of delivery.
(EBO4.txt)

2. The on-line/transactional strategy invariably provides an electronic catalog of products for sale.

Visitors can browse through the catalog and order products on-line. (E156.txt)

ERO087 | Eng: online catalog (EBO1.txt) Th: - Abbr: -

Concept: online catalog Grammatical Category: n

a %

Feature: LARNZAANAUALA zu?rmumumui@u(%q paneLLARZRaNNTZANEUARNAN Uzl

NN wazapm e lusunduAuazLinig

Conceptual Relation: 5 NW08

Extraction: 1. For merchants, the objective of online catalogs is to advertise and promote products
and services, whereas the purpose of catalogs to the customer is to provide a source of information
on products and services...The majority of early online catalogs were online replication of text and
pictures of the printed catalogs. However, online catalogs have evolved to be more dynamic,
customized, and integrated with selling and buying procedures. (EB04.txt)

2. They generally include templates for online catalogs and databases, so it's easy to change items

and prices. (E100.txt)

ER088 | Eng: shopping cart (EBO1.txt) Th: 50U (THR24), Aznia Abbr: -
AUAN (THR31), AEni15unig

o

39 (THR53)

Concept: shopping cart Grammatical Category: n

T T
v A o

Feature: ginsnfunivlasidwiuldaudnngninseinisdsae uazamnsnauvizeiasuulassnanig

a % :l/ v ¥
AuATiuldmudaenig

Conceptual Relation: 5 NW08

Extraction: 1. Suppose Tom has selected a PC from JCPenney. Tom can then place the items in the
shopping cart and click the checkout button to order. (EB04.txt)
2. Within the shopping cart, she can delete items or change the quantity and characteristics (color,

size, etc.) of the items she is purchasing. (EB03.txt)

ERO89 | Eng: electronic shopping cart (EB04.txt) Th: - Abbr: -

Concept: shopping cart Grammatical Category: n

Y v

Feature: gUnsnfuniulasidwiniududngnAdesnisteiieaziinluAnsaisell gnAranunsoiiia

a

AuAndnldvizawndudasnldeanund e
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Conceptual Relation: 5 NW08

Extraction: 1. Electronic shopping carts that enable consumers to gather items of interest until they

are ready for checkout. (EB04.txt)
2. However on larger sites the customer will flag products during this browsing session to be added

to an electronic 'shopping cart'. At any point the customer can review the contents of the cart, the

cost and so on. (E138.txt)

ER090 | Eng: virtual shopping cart (EB03.txt) Th: - Abbr: -

Concept: shopping cart Grammatical Category: n

Feature: 9unsnfuwivlafdniuligninldduinsesnisie

Conceptual Relation: 5 NW08

Extraction: 1. Customers browse for merchandise on an online shopping site; when they see
something of interest, they click on a shopping cart icon located on that screen. This action adds the

item to a virtual shopping cart. (EB0O3.txt)

2. As the buyer moves, he or she selects various items for purchase from the various pages, each

time placing the selected item(s) in a virtual shopping cart. (EB04.txt)

i cybersquatter
domain name OB y q

1

top-level domain

> N

generic top-level country code top-level

domain domain

NWO09
WP = Whole - Part
GS = Generic - Specific
OB = Object - Problem
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ANBELNE: domain name UsznaufaadiunandAtyAe top-level domain Tell@asilszinnaa generic

top-level domain Lae country code top-level domain LLﬁiadﬁLﬂuﬁmuﬂuﬁm domain name A@

cybersquatter

ER091 | Eng: domain name (EBO1.txt) Th: Ay (THRO8), Ay | Abbr: -
\H (THR32), TaL16 (THR34)

Concept: domain name Grammatical Category: n

Feature: TNuanunasngaadAzasaoNiamefvseldulafuudumesidn i domain name wiiflu

dausiner) TneiAusaeqm 11U top-level domain

Conceptual Relation: 5 NW08 waz NWO09

Extraction: 1. Names like www.microsoft.com, which reference particular computers on the Internet,

are called domain names. Domain names are divided into segments separated by periods.

(EBO4.txt)

2. To make it easy for customers to find the site it is important to establish a site's "Domain Name".
(E014.txt)

3. In the domain name alston.com, the ".com" portion is the top-level domain, and the "alston" portion

is the second-level domain. (E150.txt)

ER092 | Eng: top-level domain (EBO1.txt)/ Top | Th:  Imwnuiuanluseauuu | Abbr: TLD
Level Domain (EB02.txt) (THR32), analmiui (Wi
HAANGHNT)
Concept: top-level domain Grammatical Category: n

Feature: €9u719¢N192914A293 domain name TqUANAINATEIABNAILARTIATEIL HABILLLAD

generic top-level domain Wag country code top-level domain

Additional Feature: #3190 ldinaszymiinaaaiiulas

(http://www.emakina.com/functions/glossary.cfm#)

Conceptual Relation: 5 NWO09

Extraction: 1. There are currently only three top-level domains available for registration by anyone,
regardless of their country of origin or the nature of their business: .com, .net and .org. These

domain names are referred to as "generic" top-level domains, or "gTLDs." Other top-level domains

popularly advertised for registration by anyone, such as ".tv" and ".md," are actually top-level
domains assigned to particular countries as country code top-level domains (".tv" is the country
code for Tuvalu, and ".md" is the country code for Moldova). (E150.txt)

2. Domain names are divided into segments separated by periods. The part on the very left is the

name of the specific computer, the part on the very right is the top-level domain to which the
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computer belongs, and the parts in between are the subdomains. (EB04.txt)

3. The fundamental categorization scheme of Top Level Domains (TLDs) is also being revised to

yield more potential names. (EB02.txt)

ER093 | Eng: generic top level domain (EBO1.txt)/ | Th: mq@‘immm:ﬁumﬂa Abbr: -
generic top-level domain (E150.txt) (Wil taAngAnng)
Concept: generic top-level domain Grammatical Category: n

. < A P =~ 2 Lo =
Feature: top-level domain ﬁﬁ‘gmmﬁu\i‘ﬂﬂﬂ’]\ﬁ]'ﬂ@’]w’]?ﬂ@\TV]?JL‘UEHVL@I@E»LNﬂquﬂ'}qﬂq@’]ﬂﬂixLVlﬁﬂgiﬁ‘

A ° a
m@mqmmmulm

o o

Additional Feature: top-level domain NXsa8nusaenatiaga1nsa (http://www.icann.org/tids/)

dwiunsldanluszivaing (el saanginig)

Conceptual Relation: 5 NWO09

Extraction: 1. There are currently only three top-level domains available for registration by anyone,
regardless of their country of origin or the nature of their business: .com, .net and .org. These

domain names are referred to as "generic" top-level domains, or "gTLDs." (E150.txt)

2. So far, at least seven new generic top level domains have been set. (EBO1.txt)

ER094 | Eng: country code top-level domain Th: analauszAvlszma Abbr: -
(EBO1.txt) (Wil eamngAnng)
Concept: country code top-level domain Grammatical Category: n

Feature: top-level domain Uszinnuilefinnuun Wusiazssinalagldiataessumaine ilusia

o o

Additional Feature: top-level domain NfFadnwsantsia derinmunliilszmesiig

(http://www.icann.org/tlds/)

Conceptual Relation: 5 NW09

Extraction: 1. Other top-level domains popularly advertised for registration by anyone, such as ".tv"

and ".md," are actually top-level domains assigned to particular countries as country code top-level

domains (".tv" is the country code for Tuvalu, and ".md" is the country code for Moldova). (E150.txt)

2. Foreign country code top-level domains are defined in ISO 3166. Some examples are:

ES Spain (Espana)
UK United Kingdom...(EB01.txt)

ERQ09S | Eng: cybersquatter (E128.txt)/ Th: - Abbr: -

cyber-squatter (E029.txt)

Concept: cybersquatter Grammatical Category: n
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a ~ . o A4 & o ] LA & o o Ao ~Na
Feature: qﬂﬂ@wﬂm‘wxmﬂu domain name bLQLWﬂLﬂQﬂ’]VL‘j (512 Tqilm'ﬂﬁﬁ"ﬂﬂ.ﬁﬂﬂui‘lﬂﬁqﬁl'ﬂ\jﬂﬁﬂiuﬂﬁ'mw

o o @ Hy = v A g A Sad o
m@mm‘ﬂuwmuﬂwmml,mmmm@wm@mm

Conceptual Relation: 5 NWO09

Extraction: 1. In less than two years, WIPO has received more than 3,000 complaints from people
and companies concerning cybersquatters, who are usually accused of registering their sites under
names to which they have no legitimate claim and trying to make big profits by selling them.
(E128.txt)

2. According to this policy, individuals and companies with legitimate trademark interests may file a
complaint with WIPO demonstrating that the cybersquatter monopolizing the domain name in
question acted in bad faith, for example by snapping up the domain name with the express intention
of selling it back to the trademark holder. (E129.txt)

3. Yesterday, the U.S. House of Representatives joined the Senate in passing a bill that would
prevent cyber-squatters from holding a company's trademark hostage... | believe that celebrities
deserve the same protection that corporations will get, because individuals who cyber-squat on a
celebrity's name do it for the same reasons that corporate cyber-squatters do: They want to squeeze

money out of the rich and famous instead of earning it honestly. (E029.txt)

«— Web host

Gf/ Web hosting &S‘
Gsl

shared hosting co-location
dedicated hosting

NW10
PS = Provider - Service
GS = Generic - Specific
ANRELNY: Web hosting ﬁ‘i_l?ﬂ’]i‘l,n_mrfh\i“] l&un shared hosting, dedicated hosting Ilae co-location

Tneidl Web host Lilugfliiiznis

ER096 | Eng: Web hosting (EBO4.txt)/ web hosting | Th:  g1913n1919u Taama | Abbr: -

(E012.1xt) (THR23), 13n95usmiau s

(THR48)

Concept: Web hosting Grammatical Category: n
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Feature: Usnaweundivladlnsaziiansedunesiinnaan 24 4olue Ansaivayusunaiia

AmiugnAn H3UuuuLEnnssinge i shared hosting, dedicated hosting waz co-location

Conceptual Relation:  NWO09 waz NW10

Extraction: 1. Once the Internet storefront is complete, the site can be published to any server the
business customer prefers. It is important that the Web hosting company is capable of providing a
merchant with the level of service that he needs to maintain his web store...There are quite a
number of hosting options such as Shared Hosting, a client's web site is located on an Internet
Service Provider's (ISP) shared web server; Dedicated Hosting, a client's web site is located on an
ISP's dedicated web server; and Co-location, a client's web site is located on his own web server
and he merely connects it to Internet through an ISP. (E014.txt)

2. You will spend between $2,500 and $3,500 a month by outsourcing the Web hosting to an Internet
Service Provider or Web hosting company, although you will benefit by having a 24-hour presence,
round-the-clock backup and technical support, improving the reliability and accessibility of the site

for customers. (E060.txt)

ER097 | Eng: shared Hosting (E014.txt) Th: nafuenidulaslae 14 Abbr: -

L A oA -
NUNTINNY (WNENY 8RR

NEAN3)

Concept: shared Hosting Grammatical Category: n

o A = X 2 - Y H ' @ ac o o o v a
Feature: siolaannillunig hosting 3INL’J‘].Ii"ﬂﬁ]‘ll@\‘igﬂﬂﬁ@tﬁlﬂ@%uuL%ULsﬂﬁ“V\lLQ@TV]I“M"JNﬂu?J@\‘iETLﬁU?ﬂW?

AUMaFIR

Conceptual Relation: 5 NW10

Extraction: There are quite a number of hosting options such as Shared Hosting, a client's web site
is located on an Internet Service Provider's (ISP) shared web server; Dedicated Hosting, a client's
web site is located on an ISP's dedicated web server; and Co-location, a client's web site is located

on his own web server and he merely connects it to Internet through an ISP. (E014.txt)

ER098 | Eng: dedicated Hosting (E014.txt) Th: - Abbr: -

Concept: dedicated Hosting Grammatical Category: n

o A = . 2 o < 1 H | @ as 'S DN
Feature: Aolaaniialunng hosting 3INLfJ‘LIvLsﬁﬁl"ll’ﬂ\iQﬂﬂ'ﬁ@i[ﬁl\‘i’ﬂ%ﬂumumﬁ‘wL'J@ﬁ"ll’ﬂ\‘ifﬁjﬂﬁi_lﬁ‘ﬂ’]ﬁ‘

Aumesiindaiiani iy lasmiumingi

Conceptual Relation: 5 NW10

Extraction: There are quite a number of hosting options such as Shared Hosting, a client's web site

is located on an Internet Service Provider's (ISP) shared web server; Dedicated Hosting, a client's
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web site is located on an ISP's dedicated web server; and Co-location, a client's web site is located

on his own web server and he merely connects it to Internet through an ISP. (E014.txt)

ER099 | Eng: co-location (E014.txt) Th: L3n195usnATeS Abbr: -
\@5W0af (THR56)
Concept: co-location Grammatical Category: n

Feature: finiaanuidelunng hosting Taiiv lasuasgnAnazaseguwiud@sinefuesnuns usidense

Bume il uglEN98uInasids

Additional Feature: n1s5uelnidulasludnsusiudniassedivine finsidayaivlifuasgniag
9 = < % ]
Waangivlafliadig

U

dl ¥ dl 1 o ] o a & @ ] o
\eqailszasAlunslfimensie lnansaiudesdnyudunesidnaunalug) vinl

290139 (WA eeANgANIs)

Conceptual Relation: 5 NW10

Extraction: There are quite a number of hosting options such as Shared Hosting, a client's web site
is located on an Internet Service Provider's (ISP) shared web server; Dedicated Hosting, a client's
web site is located on an ISP's dedicated web server; and Co-location, a client's web site is located

on his own web server and he merely connects it to Internet through an ISP. (E014.txt)

ER100 | Eng: Web host (EQ71.txt)/ web host Th: - Abbr: -
(E111.txt)

Concept: Web host Grammatical Category: n

Feature: ff liunlunsdnsaiulas insesiialunisdannisiulas uayliAuuzindumatia

Additional Feature: {3EM7ildLEN1s98nmWas 13n19 wazninanssing) nandulunisiudeyaivlas
wazyn g ldauma fidadndadulasiiuls (nttp:/mwww.empiredd.com/Pages/Resources/Fags/e-

glossary.html)

Conceptual Relation: 5 NW10

Extraction: 1. A web host will provide the space to put up a web site, the tools to manage it and
technical advice. (E111.txt)

2. Nearly 80% of respondents who are outsourcing have signed service-level agreements, and 75%
said they are able to monitor the performance and availability of their e-commerce applications at

the Web host. (E071.txt)

ER101 | Eng: Webmaster (EB04.txt)/ webmaster Th: B;J’:@‘LL@ WU (THR34) Abbr: -
(EO01.txt)
Concept: Webmaster Grammatical Category: n

ol 3 o

o = v =3 ¥ =X o ¥
Feature: gnvinutifguarinnGauiasseaiulasflunn du sondeanisdiudedays
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Conceptual Relation: 5 NW08

Extraction: 1. The symbolic act of stripping the term Webmaster from the organization chart can help
to emphasize the company's activities on the Web are mainstream business processes, rather than
mysteries performed by the strangely gifted. (EB02.txt)

2. Even though the Webmaster position is typically considered technically-heavy, Wade's (2000) job
content analysis showed that some employers desired management capabilities as well. (E165.txt)
3. Your banner ad doesn't end up on very many sites, however, unless you invest a whole lot of your

time in seeking out interested webmasters. (E015.txt)

A2 ANANNUSLLNANNBIALTENB LA UNNTTN T2 R

electronic commerce

WP
PM GS
credit card payment micropayment
)A/
debit card PM
PM
PM electronic money
electronic check PM PM
electronic wallet financial EDI online banking

NW11
WP = Whole - Part
PM = Process - Method
GS = Generic - Specific
Aresuny: nsdnszituiluesdlssnaudnAyetnaniielunsi electronic commerce @snsadnszld
§Qﬂ5§ﬁﬁdj 3FAE AU Eun credit card, debit card, electronic check, electronic wallet, financial

EDI, online banking LAY electronic money TR anaal a1 msun s N RukLL micropayment

customer —> credit card — issuing bank
. T 00 PO d

NW12
OO - Owner - Object




PO - Provider - Object

'
val

174

AasLNe: TudiuaesgnAn gndesnistedusnlasldiinsnsnnaziesadasil credit card AN issuing

bank L&8nau

online

merchant

00

OO = Owner - Object

PO = Provider - Object

GS = Generic - Specific

Internet merchant

account

NW13

independent sales

organization

-1

merchant service

provider

o |

merchant

account provider

V
\

PO

acquirer

GS/ \GS

merchant bank

financial institution

ANBBUNE: TUdIuTad online merchant A¥F8418 Internet merchant account e la1un905UT192 R

fnatimsimsannieBumesiinld Tngaeann acquirer Tea1aiflu merchant bank ysaan uNNIRWEL

13898970 merchant account provider%dlﬂu merchant service provider Y3890 independent sales

organization g1l merchant service provider wLyvilaf g
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customer online payment gateway issuing

IR

merchant bank

00

credit card processor

flow chart 1
OO = Owner - Object
AreBine: wusdFLansfiAmansdediayannasAndegnfnAuladnss A AuAINAg
dumefilnmatinsiasin Tnafl payment gateway 184 credit card processor dlusin Fonsyming

online merchant LAY issuing bank

ER102 | Eng: credit card (EBO1.txt) Th: 1m91A3HR (THR32) Abbr: -

Concept: credit card Grammatical Category: n

aa o a dl | dIQ dl Aj a U a & @ [~3 o‘ldl U o o = v
Feature: 35915z iuiiiunfianngalunisgesdudmisdumesids 1iulafnsasnisiudnsyRusae
A51azFe928 Internet merchant account a1 acquirer WALLABN processor ﬁ%ﬁ%ﬁuﬁqim‘wﬁm

a P [ 5% o a I's . [ H ' o '
wshn Wagninlddeyatinainshalunuunasunes online store fayatuazgnaslies processor Hnu
payment gateway @4 processor AzAsIA@aLNl issuing bank ddayatinsiashaatugnsasuas 4l
s lianiuazdedayanaulilis payment gateway SeazdesialfmduuunasunaudslignAmanu

NANITT1T2 N1

Conceptual Relation: § NW11, 12, 13 Wag flow chart1

Extraction: 1. Credit cards are the most popular payment method for cyberspace consumer
shopping today. (EB04.txt)

2. To accept credit cards on your web site, you will need an Internet merchant account with a bank
(known in e-commerce language as an "acquirer"). (EB03.txt)

3. Once a merchant account and third party processor have been selected and established, an
online merchant can begin to accept credit card payments... These processors send a secure
message to the bank that issued the card ("issuing bank") to the consumer/buyer (for example First
National, MBNA, Fleet, etc.). The issuing bank verifies that sufficient credit is available on the
consumer's card, that the account is active, and tries to detect (through a complex set of algorithms)
potential fraudulent use of the card. (E030.txt)

4. Shopper submits her order in the secure Order Form of your online store. Online Store transmits
the credit card information securely, using the Payment Gateway to the Processor. The Processor

then checks against lists to make sure the card isn't overdrafted or on a list of cards reported
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stolen...Payment Gateway carries the information from both the Processor and Fraud Check to the
Online Store's order form, informing the Shopper that the order has been completed, or that the

charge did not go through. (EQ77.txt)

ER103 | Eng: issuing bank (EB04.txt) Th: ﬁuﬁmi‘ﬁiﬂﬂﬂﬁm (THR31) | Abbr: -

Concept: issuing bank Grammatical Category: n

Feature: suAnsiilugasntinsiname

Conceptual Relation: § NW12 wag flow chart1

Extraction: 1. These processors send a secure message to the bank that issued the card ("issuing
bank") to the consumer/buyer (for example First National, MBNA, Fleet, etc.). (E030.txt)
2. The amount is transferred from issuer to brand. The same amount is ducted from the cardholder's

account in the issuing bank. (EB04.txt)

ER104 | Eng: Internet merchant account Th: - Abbr: IM

(EBO3.txt)/ Internet Merchant Account

(E044.txt)

Concept: Internet merchant account Grammatical Category: n

Feature: &375an8fea0NaNazaIun9I0iUdNsriudaeingnshan1eaunasiie 6

Additional Feature: ¥1u@n#6ian19Mngsanssun1vaumefidnauasfiasraiaaniiuanainsuiangm

\Waliunisil e ldlunnsdna8ainanaingsnasussuinestn A eiuFIua (Wouma watingdmun)

Conceptual Relation: 5 NW13

Extraction: 1. An Internet merchant account is designed to allow you to process Internet credit card

transactions through a credit card processing network. (EB03.txt)

2. The first problem is that the seller can't use any old bank account, it must be a Merchant Account

- in fact a particular type of merchant account called an Internet Merchant Account. (E124.txt)

3. Ensure that your bank accepts Internet merchant accounts and has credit card processors that

can connect to FDC, Paymentech or CyberCash. (E109.txt)

ER105 | Eng: merchant account (EBO3.txt)/ Th: ﬁfy%m%ﬂ%’mﬁﬁ Abbr: -
Merchant Account (EQ67.txt) (THR39)
Concept: Internet merchant account Grammatical Category: n

Feature: 170y@% merchant 113U u merchant bank ilumanuduiusnianisasunasiiafazaiunaniu

M3 _RUALTRTATAR

Conceptual Relation: 5 NW13

Extraction: 1. Before being able to accept credit card transactions, a merchant will need to set up an
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account with a merchant bank. A merchant account is an industry term for a banking relationship

whereby you and a bank have arranged to accept credit card payments (usually, a local bank can
suffice for this kind of relationship). (E030.txt)
2. While there are many different payment methods, the most popular include accepting credit cards

and in order to do so you'll need to set up a merchant account. (E041.txt)

3. Merchant Account is an industry term meaning a banking relationship which allows a business to

accept credit cards. (E067.txt)

ER106 | Eng: acquirer (EBO1.txt) Th: - Abbr: -

Concept: acquirer Grammatical Category: n

Feature: faysiRuazA1BugInssntingasin reanailuyananaun e

Additional Feature: An11T4N"19RUMTASUIANSTIRANIATNEUATLATAANIIINUNIINITH (HOuMa WALl

WIIBNLN)

Conceptual Relation: 5 NW13

Extraction: 1. An acquirer or some other designated third party is necessary in order to authorize
and process the transaction. (EBO1.txt)
2. To solve this problem the WebALPS guardian at the server can trap the credit card and

transaction information, and then inject it directly into the acquirer's system. (E145.txt)

=

ER107 | Eng: merchant bank (E030.txt) Th: SU1ATLAUR91TTYT Abbr: -

o

o

(Wl tamngAnng)

Concept: merchant bank Grammatical Category: n

N4 o o

Feature: 511139 merchant 1a1Tlaitydiieiud1sy Rudaeiinanshn uazazinsaiu credit card

processor MAHWNNIIAIIAIAAFGT

" = sy g o - a Yo v w N
Additional Feature: 8141A720NLATNTIUAN LLﬂmxmLuumiwmﬂ’]il,\mmﬂ Mm_li"mﬂ’m?mmm’ﬁ

VNINITNNATL (HEUNA WALINgTmuN)

Conceptual Relation: 5 NW13

Extraction: 1. Before being able to accept credit card transactions, a merchant will need to set up an
account with a merchant bank. (E030.txt)

2. The Merchant Bank then contracts with a Credit Card Processor to processes credit card sales,
debiting credit cards and depositing money in merchant's accounts when a transaction "clears" or is

completed. (EQ77.txt)
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ER108 | Eng: acquiring bank (EBO4.txt) Th: sunAsnFuANTlntToyd s | Abbr: -

(THR31)

Concept: merchant bank Grammatical Category: n

Feature: 514119294 merchant IazdlniityTinsasan i uazannnliinganssuinaasae

acquiring bank aziflugiraninuRuaINHlsenauniaingAme m%maﬂmm\mmnﬁmmimﬂu@@@ﬂ

al al

- I
LUATANFAANLN

Conceptual Relation: 5 NW13

Extraction: 1. The Merchant's Bank, sometimes called the Acquiring Bank, opens a Merchant Credit
Card Account for the merchant, allowing deposits based on credit card transactions. (EQ77.txt)
2. The acquiring bank requests the brand to clear for the credit amount gets paid. Then the brand

asks for clearance to the issuer bank. (EB04.txt)

ER109 | Eng: merchant account provider Th: - Abbr: MAP
(E042.txt)
Concept: merchant account provider Grammatical Category: n

Feature: §/11113n13 merchant account avaziinAsssuitsnialaugenunaaininsasasdniindues

merchant

Additional Feature: tfuan#1ldn4197) anavunefiaglisnns merchant account Weatinimen 11f
A e A s o 4 < say s ¥
13N19A1 U g2 R Tt LT svsassszom

(http://www.workz.com/content/1849.asp)

Conceptual Relation: 5 NW13

Extraction: 1. Once a relationship with a merchant account provider or acquiring financial institution

is set up, the institution then deposits daily credit card sales into the merchant's account after
deducting certain fees. (E041.txt)

2. Before shopping for a "merchant account provider" (MAP), take the time to determine which

merchant account features and services you'll need. (E020.txt)

ER110 | Eng: merchant service provider (E041.txt) | Th: - Abbr: MSP

Concept: merchant service provider Grammatical Category: n

Feature: é’@@ﬂ merchant account #Ma1aazlus1IA1I9FE independent service organization kst

Additional Feature: §141A19, 84ANIN1IINEEATY WIALTHNEW) TN HLINNIATUGINITHNINNITIUES
TnatnfifesanaaIntnsAIAn waneuieazeaan merchant account WALNNWINEsznaUNT96R9E

merchant account @ﬂﬁ@uﬁd%ﬁ’uﬁu@ﬁ‘ﬂﬁﬂﬁ (http://www.merchantworkz.com/glossary.asp)

Conceptual Relation: 5 NW13

Extraction: 1. Merchant accounts are accounts that accept and hold credit card transaction monies.
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These accounts can be established through merchant service providers (MSPs) such as banks or

via independent service organizations (ISOs). (E041.txt)

ER111 | Eng: independent sales organization Th: - Abbr: ISO
(EQ77.txt)
Concept: independent sales organization Grammatical Category: n

Feature: fI9NA1N921919 merchant il merchant bank LLﬂzLﬂuﬁi'ﬂ'ﬂﬂ merchant account 5 uA1Iagl

ALANANEIINLEIN

Additional Feature: 135n1i0a9AN s lHLEN9ATugInIsuTRsIAsAnaaula] iNauaniuAs9sa TN

Alumj‘ﬁﬁﬁqﬁ‘m‘muﬁ‘@évm I5REATURIURAUE (http://www.merchantworkz.com/glossary.asp)

Conceptual Relation: 5 NW13

Extraction: Independent Sales Organizations (ISOs) that "sell" Merchant Accounts place you with a

Merchant Bank -- for a fee. (EQ77.txt)

ER112 | Eng: credit card processor (EQ77.txt) Th: - Abbr: -

Concept: credit card processor Grammatical Category: n

Feature: faniliuganssutinainana luynduneuaunszialondudniioyzes merchant

T
o

Additional Feature: fn4nnn9snsazidensinee] Tunnanitiuganssuinaasinssndneglsznaunis

suIA9ERantimg wazgliLEn1eiy@dilsznaunis (http://www.merchantworkz.com/glossary.asp)

Conceptual Relation: A flow chart1

Extraction: 1. The Merchant Bank then contracts with a Credit Card Processor to processes credit

card sales, debiting credit cards and depositing money in merchant's accounts when a transaction
"clears" or is completed. (EQ77.txt)

2. Most credit card processors will now connect you directly to their bank's computer with a

processing terminal. This allows them to authorize your transactions in seconds, and then deposit

the funds in your bank account where you have access to it in a couple of days. (E094.txt)

ER113 | Eng: payment gateway (EBO1.txt) Th: 92ULNNTEN T2 RULLL Abbr: -
aaulail (THR43)
Concept: payment gateway Grammatical Category: n

Feature: finilanszninaiu sy electronic commerce wae credit card processor Ingazdainy
P o a ' o o X o ° o 9 ] ° H
m@&@um?lﬂ?mm@ﬁ’]ﬂﬂ@@ﬂﬂEVLﬂEN credit card processor LL@Q'A\TV’mm@'ﬂl‘ﬂasﬂ’ﬂﬂﬁ‘quqqﬂ’]?mqﬁ?ﬂ?ﬁ‘Nuu

< o A 1
iaaanysnivaaly

Additional Feature: szuun1sRuasulatimiiuimenssudnaivlasnidisdaidnnseindiusuian ey

TL3nng wialignAnaasiiudnaunsnldimnssfndnseaduavizatsnislel (nnena walnsmun)
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Conceptual Relation: A flow chart1

Extraction: 1. Payment Gateway. In order to get real-time credit card authorization, you need a

bridge between your e-commerce website and the credit card processor that will relay the credit
card information securely to the processor and then tell the shopper that her transaction has been

completed (or her credit card transaction didn't go through). (EQ77.txt)

2. The role of payment gateway is to connect the Internet and proprietary networks of bank.

(EBO4.txt)
ER114 | Eng: debit card (EBO1.txt) Th: Umsialia (THRO3) Abbr: -
Concept: debit card Grammatical Category: n

o a ¥ o a a T @ o = L7 1a 3 A Ao o A P
Feature: 11ns¥ 915z Runsdumafidanuniiun tnaldaneldldiiudwauRuni undsuiaie Jun
dr3ziiuargniauanowIn1sesgnAn liiaauin1saes merchant uaz merchant lisiaeide

ANBIINLTIEIN

Conceptual Relation: 5 NW11

Extraction: 1. A debit card, also known as a check card, is a card that authorizes the EFT. While a
credit card is a way to pay later, a debit card is a way to pay now. When you use a debit card, the
amount is immediately deducted from your checking or savings account. The debit card allows you
to spend only what is in your bank account. (EBO4.txt)

2. When a customer uses a debit card, however, no fee is charged to the merchant. (EB04.txt)

electronic check

MT

OF

electronic checkbook > smart card

NwW14
MT - Method - Tool
OF - Object - Form

ANBBLNE: NN3T1TERUARE electronic check azFaa electronic checkbook %mg"lugﬂ smart card

ER115 | Eng: e-check (EBO4.txt) Th: - Abbr: -

Concept: electronic check Grammatical Category: n

2o = N re Ay gy . i = o @ 3
Feature: 15117 RUNNAUNASLIANFA 1A electronic checkbook iWaasTalariLTaddA Layld
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Aalunisdadmiuliandanile

Conceptual Relation: 5 NW11 wag NW14

Extraction: 1. E-check requires its users to possess a SmartCard electronic checkbook that signs
checks intended for others and endorses checks that are received prior to deposit into the
recipient's account... When a check is received via e-mail, the receiver uses cryptography to test
the data's integrity before they endorse it (with the digital keys on the SmartCard) and deposit it in
their bank. (E037.txt)

2. The security features in e-check systems are encryption, digital signature, and certificates. Thus,

the security schemes for e-checks are basically the same as those in SET. (EB04.txt)

ER116 | Eng: electronic check (EBO1.txt) Th: iipgLannIaiingd (THR13) | Abbr: -

Concept: electronic check Grammatical Category: n

Feature: 38n19815xRunvumesiiaianils WagnAdadalil merchant azmsnaaauAugnsed 1w

wnneaatyisunais dagyaida digital signature udnastineniia

Conceptual Relation: ) NW11 wag NW14

Extraction: 1. Another mechanism for Internet payments is the electronic check. With electronic
checks, the payor (either an individual consumer or a business) instructs its financial institution to
pay a specific amount to another party, the payee. (EBO1.txt)

2. In an electronic check transaction, a consumer presents a merchant with a check. The merchant
runs the check through an electronic reader, capturing the bank account number and routing
information on the check, as well as the check serial number. The merchant then uses the check

information to initiate an ACH transfer. (E026.txt)

ER117 | Eng: electronic checkbook (EB04.txt) Th: - Abbr: -

Concept: electronic checkbook Grammatical Category: n

Feature: 9insninldniaaauiuazifiuraasiisnd electronic check nauiazlndTyT w05y

Additional Feature: ginsnidiannsatindn1enisRuiiiasasiladngia noyuagaisisnzuazdausn
lususes Wsunsudwivdandengensfund uazllsunsudvivinauaw] Insegluaunsaniin

(http://echeck.commerce.net/library/glossary.html)

Conceptual Relation: 5 NW14

Extraction: 1. E-check requires its users to possess a SmartCard electronic checkbook that signs

checks intended for others and endorses checks that are received prior to deposit into the
recipient's account. (E037.txt)

2. Since the electronic checkbook autonomously validate the authorization of check issuance,

SafeCheck can prevent the ill-intentioned default-risky check issuance. (EB04.txt)
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ER118 | Eng: smart card (EBO1.txt) Th: aunsvnisa (THRO2), 1ims | Abbr: -
fa938ly (THR20), URTaN15H

(THR34), 113414 (THR35)

Concept: smart card Grammatical Category: n

Feature: timsnanasnluianT nldnwuzinieuinanfnusd lnlasnsaamefileay desiaeldginand

Tunsanu uazyarRuluinsasnsnanasuazimslud1s

Conceptual Relation: 5 NW11 wag NW14

Extraction: 1. A smart card is a small plastic card that looks similar to a credit card, but it contains a
microprocessor and storage unit... Smart cards need to be inserted into a reader, which may be a
PCMCIA slot, a device that fits into a floppy drive, or an external device that plugs into a serial port.
(EBO1.txt)

2. The current generation of smart cards includes IC chips with programmable functions. The value

of money can then be depleted and recharged. (EB04.txt)

ER119 | Eng: electronic wallet (EBO1.txt) Th: - Abbr: -

Concept: electronic wallet Grammatical Category: n

Feature: 33919z (utlszinnuileiaziiudeyaiinsinsinaasdldliunanfnlasi uavazdsdayatillds

online store WaiN9119:Ru Inadayaiuazgnidisia

Additional Feature: ansiuafdniudsdnseRugduunininadranislinsuidiFuase naaziiang

|

Yy a v P P £ ° o a v < o X 3
ANANLRYAUYINITNUNNDE LW@iﬁﬂ’]ﬁ‘Vﬂﬁ‘iﬂ‘iﬁ‘Nﬂ?LuuVLﬂvLﬂﬂf;l'N‘mﬁ]Lﬁ‘QLL@L’ﬂ@'ﬂﬂﬂﬂﬂJu (U WA

al

WIIBNLN)

Conceptual Relation: 5 NW11

Extraction: 1. Electronic wallet: This is a payment scheme, such as CyberCash's Internet Wallet, that
stores your credit card numbers on your hard drive in an encrypted form. You can then make
purchases at Web sites that support that particular electronic wallet. When you go to a participating
online store, you click a Pay button to initiate a credit card payment via a secure transaction enabled
by the electronic wallet company's server. (E100.txt)

2. First, your customer fills out a form on your web page or activates an electronic wallet that holds
his/her credit card information. This information is transmitted to you (via a secure or insecure
transmission) and then forwarded (automatically) to the third party processor (or "acquiring bank").

(E030.txt)

ER120 | Eng: e-wallet (E025.txt) Th: - Abbr: -

Concept: electronic wallet Grammatical Category: n
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Feature: 35413vRun1vdumefidntlsyinmuiledsldszun SET Tunsfnmanuilasnsuaasdeya

Conceptual Relation: 5 NW11

Extraction: 1. "E-wallets are going absolutely nowhere right now," said Van Dyke. "The challenge with
wallets is that in order for a company like Microsoft to make them work, they had to sign up all the
merchants first and then all the consumers, and they could never do that successfully. Plus, they
tried to extract too much of a fee." (E025.txt)

2. As its turned out, getting the bloated SET-compliant e-wallets into the hands and browsers of

cardholders was no trivial problem to solve, and is for the most part, still unsolved. (E042.txt)

ER121 | Eng: digital wallet (EBO3.txt) Th: - Abbr: -

Concept: electronic wallet Grammatical Category: n

Feature: maWsua AU certificate 289gnAn 13l uiATaspaniamefiizaling IC Fananetnei

electronic wallet kazAHUNITHIUTZLL SET

Conceptual Relation: 5 NW11

Extraction: 1. To keep the consumer's certificate in his or her personal computer or IC card, software
called the electronic wallet, or digital wallet, is necessary. (EB04.txt)
2. However, SET did not propagate as fast as most people expected because of its complexity, slow

response time, and the need to install the digital wallet in the customer's computer. (EB04.txt)

ER122 | Eng: financial EDI (EBO1.txt) Th: sxuulau&u EDI (THR39) | Abbr: -

Concept: financial electronic data interchange Grammatical Category: n

A ° N a <& A = v A v o ° a =
Feature: izuumsl,%”l,uﬂwm?mummummmmm@LL@ﬂLﬂ@ﬁummﬂ@wmmm@\mumwwmum@

LBNA1ININNITRUITNINAAT

Conceptual Relation: 5 NW11

Extraction: 1. The Bankers EDI Council defines financial EDI as:
the electronic exchange of payments, payment-related information or -financially related documents
in standard formats between business partners. (EB01.txt)

2. The EFT using financial EDI on the Internet is the most popular method business uses. (EB04.txt)

ER123 | Eng: financial electronic data interchange | Th: - Abbr: F-EDI
(E101.txt)

Concept: financial electronic data interchange Grammatical Category: n

Feature: n1suaniUasuidu deyaninendasiunistinsztdu vialenansmienislussudnegAnesd

daandanidumedidnlugluuuninsgiu
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Additional Feature: szundnszRumiuninsgudnuuunils feazdoadanisluFenisdisz(u uay
nansn ldRasaiuszud9AA LAz suIANT THazALN 19A159 wazlanAdaNINEaTY (Nona wating

Teuun)

Conceptual Relation: /) NW11

Extraction: 1. financial electronic data interchange (F-EDI)

E-EDI involves the transmission of payment transaction data, and associated remittance advice
data, from a payee to their bank, for onforwarding (via banks and/or value-added network operators)
to the payee's bank and the payee;... (E101.txt)

2. Bank of America and Lawrence Livermore National Laboratory, in a pilot program to test financial

electronic data interchange (EDI), determined that it is viable to transmit sensitive information

securely and reliably over the Internet. (E157.txt)

GS
online banking <4— | electronic banking

NW15
GS = Generic - Specific

A18BLE: online banking Aa electronic banking Uszinnuiia

ER124 | Eng: online banking (EB04.txt)/ on-line Th: - Abbr: -
banking (E138.txt)

Concept: online banking Grammatical Category: n

Feature: N131413N199095WANIHIUN BN SIR 1U N9mIaaastanmdmae lWuTyd nnedisy

A ldAN 8197 Y3RN9TENBINUIIN

Additional Feature: 13n19g1uuulusiaassunnng e liiswipsainnsnlisnisgndnldnaen 24

o

dalus TnagnAiesusidassapaniamefidngirsadnadumaiidntazaunsnldiznislsviuniialan

(HOUNA WALNTTRLN)

Conceptual Relation: § NW11 Laz NW15

Extraction: 1. More recently, banks have introduced online banking. Users require a PC, modem,
secure browser (e.g. the latest version of Microsoft Internet Explorer or Netscape Navigator), a dial-
up Internet account, and proprietary banking software. With online banking, users have the ability to
access their personal bank accounts, transfer funds, pay bills, and monitor investments. (E106.txt)
2. One of the first examples of personalized e-commerce was on-line banking. Not only could
consumers check account balances, pay bills and obtain information, they could also purchase

mutual funds, RRSPs and apply for loans. (E165.txt)
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ER125 | Eng: electronic banking (EBO1.txt) Th: suAsIaNNIatng Abbr: -
(THRO3), NIEUNANTILLIL
Alannsatingd (THR36),
BEnnatinduLei (THR42),
sUNANINNBLANNTating

(THR54)

Concept: electronic banking Grammatical Category: n

a dl Y a o é’ =< v % as a o a Y
Feature: UTN17URIGUN ﬂﬂ?%lﬁﬂi‘ﬂ’]?‘ﬁﬁi‘&ﬁuiﬂ@uﬂﬂﬂW?QEN AenENNBLaNNIatngd uazanunanld

130176 U9 DU TIN5

Additional Feature: n1slf13n13ressunAistiuglnsalgidnnsetinduszinmneine i ABAA (oA

NALIWTTRLN)

Conceptual Relation: 5 NW11 wag NW15

Extraction: 1. Electronic banking has capabilities ranging from paying bills to securing a loan

electronically. It started with the use of proprietary software and private networks but was not
particularly popular until the emergence of the Web. (EB04.txt)

2. Some of the methods would link existing electronic banking and payment systems, including

credit and debit card networks, with new retail interfaces via the Internet. (E098.txt)

ER126 | Eng: home banking (EB04.txt) Th: N7 ILENNI8UIANINN Abbr: -
ARNRNILART (THR53)
Concept: online banking Grammatical Category: n

Feature: N3lEN139895W1ANsNgNAaNNInRadaLtanRuluiyduasTauRusendnainydnides

o

=< Yo m @ a dl v A al' o
N ‘Lﬂﬁ]N’Wu’ﬂqﬂﬂ‘im@L@ﬂﬂ?’ﬂuﬂﬁ@?ﬂ‘l/]‘].l’ﬂ&ﬂﬁ‘@‘l/]‘l/ﬁ\ﬁu

Conceptual Relation: 5 NW11 wag NW15

Extraction: 1. The services offered by Bank Online are:

Home Banking: allows customer to check account balances and transfer funds between linked
accounts. (EB04.txt)

2. 'home banking'

This term is used for a variety of related methods whereby a payer uses an electronic device in the

home or workplace to initiate payment to a payee. (E101.txt)

ER127 | Eng: cyberbanking (EB04.txt) Th: louasuuana (THR42) Abbr: -

Concept: online banking Grammatical Category: n

Feature: N131/3N195W1ANIHNUNNSBUIMASITN TegnAtaunsnldisnisanaitiule
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Conceptual Relation: 5 NW11 wag NW15

Extraction: 1. Wells Fargo's declared competitive strategy is cyberbanking. They plan to move
millions of customers to the Internet and close hundreds of branches. (EB04.txt)

2. Cyberbanking and its benefits. Branch banking is on the decline due to the less expensive, more
convenient online banking. The world is moving toward online banking; today most routine services

are done from home. (EB04.txt)

ER128 | Eng: Internet banking (EB02.txt) Th: BUMASTIAWLSAY (THR42) | Abbr: -

Concept: online banking Grammatical Category: n

Feature: 511AN97 MLFNNTULATRINBUMFIIN (THO34.txt)

Conceptual Relation: 5 NW11 wag NW15

Extraction: Once cash machines, telephone, and Internet banking, and easy access to credit

remove the need for a sturdy building housing a safe, bank branches change their functions.

(EBO2.txt)

ER129 | Eng: micropayment (EBO2.txt)/ micro- | Th: n13919¢Ruaunatian Abbr: -
payment (EBO3.txt) (THR33)

Concept: micropayment Grammatical Category: n

Feature: N13T19zRuyaAtasdulaiiu 10 asaans dnaviiludnldanaluntsanndluaniny 31 vse

¥
193/Q

Conceptual Relation: /) NW11

Extraction: 1. This means that there is no way to sell such small items unless a more economical
payment method is developed. This is why the so-called micropayment method is necessary.
(EBO4.txt)

2. Transactions in amounts between 25 cents and $10, typically made in order to download or
access graphics, games, and information, are known as micropayments. (E100.txt)

3. Whereas credit cards are fine for significant purchases, they are not efficient for a purchase of

only a few pence (a micro-payment). (E138.txt)
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electronic money

electronic purse electronic cash

NW16
GS - Generic - Specific

AN8BLNE: electronic money Hanailszinnaa electronic purse LLAZ electronic cash

ER130 | Eng: digital money (EBO2.txt) Th: - Abbr: -

Concept: electronic money Grammatical Category: n

Feature: &snai1tuia i ldunuduilng ldatsazaan 14Een e-cash uazgiluuunisdns@u

flannsatinduuusinge uudumesidn

Conceptual Relation: 5§ NW11 wag NW16

Extraction: 1. Digital money: This is a grab-bag term for the various e-cash and electronic payment
schemes on the Internet. (E100.txt)
2. In the short run, digital money is just a convenient form of existing money since digital money is

created against existing money. (E099.txt)

ER131 | Eng: electronic money (EBO4.txt) Th: Juaannsatind (THR09), | Abbr: -

RUAnBLANNTANNE (THR13)

Concept: electronic money Grammatical Category: n

Feature: electronic money UnaumasidnadaiunsldRunsyamisewzany anaeglugilaeaiingmie

walulagawus) 16

Conceptual Relation: § NW11 wag NW16

Extraction: 1. Electronic money is analogous to paper money or coins. The pioneer of electronic

money on the Internet was DigiCash (DigiCash 1999). (EB04.txt)

2. Electronic money, based on stored-value, smart card, or other technologies, is also under

development. (E098.txt)

ER132 | Eng: e-money (E137.txt) Th: Sualannsatind (THR18) | Abbr: -

Concept: electronic money Grammatical Category: n

Feature: AMRufifivaguuginsnfdiannseiing (udiizenisaaiuanaesnaniiomes) Teaaniulne
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o

grutageusne Nilggane uaslidngusrasddmiudissiudneuinin

(http://www.it-director.com/article.php?articleid=2320)

Conceptual Relation: ) NW11 wag NW16

Extraction: In a consumer environment it's a relatively simple matter of accepting credit card
numbers and passing them on to a processor, and possibly interfacing with an e-money or wallet

vendor. (E137.txt)

ER133 | Eng: electronic purse (EBO1.txt) Th: - Abbr: -

Concept: electronic purse Grammatical Category: n

Feature: AMRunandn /13 lululnsTwsaaimafang smart card IvgnAtauisatiantedus lduay

G

Conceptual Relation: 5 NW16

OF
electronic purse —— ¥ | smartcard

NwW17
OF = Object - Form

ABBLNE: electronic purse snaglugl smart card

Extraction: 1. The term electronic purse is used to refer to monetary value that is loaded onto the
smart card's microprocessor and that can be used by consumers for purchases. (EBO1.txt)
2. There are systems being developed which operate like an electronic purse which can be

recharged using traditional payment mechanisms. (E138.txt)

ER134 | Eng: e-purse (E042.txt) Th: - Abbr: -

Concept: electronic purse Grammatical Category: n

Feature: 2TULNN9TN7LRUN 1 smart card

Conceptual Relation: 5 NW16 wag NW17

Extraction: 1. As we continue the series on alternative payment systems, we now turn the attention to
SmartCard-based systems like e-purses (e.g. MONDEX, Visa Cash, etc.) and credit and debit card
applications such as the Europay, Mastercard, and Visa (EMV) standard. (E045.txt)

2. In collaboration with Alexis, I'll be reviewing some of these emerging e-payment options,
especially as they relate to SmartCards and other strongly authenticated mechanisms, including
Secure Electronic Transactions (SET), EuroPay, Mastercard, Visa (EMV) applications, and e-purse
applications like MONDEX. (E042.txt)
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ER135 | Eng: electronic cash (EBO1.txt) Th: Suaaaannsatingd Abbr: -
(THR25)

Concept: electronic cash Grammatical Category: n

a @

Feature: gariuligtuuunils fldamnsndnszAndudvetinisdaanisteudalazainaeniames
d o dniea A 4o Ay day o X ve o
wraanidelgs@nimreails Inafsaedaldunutuasiieanlilnaswiang I4a uiu micropayment

(Funanati1edn digital cash ¥i3a e-cash

Conceptual Relation: 5 NW16

Extraction: 1. Digital or electronic cash: Also called e-cash, these terms refer to any of several
schemes that allow a person to pay for goods or services by transmitting a number from one
computer to another. The numbers, just like those on a dollar bill, are issued by a bank and
represent specified sums of real money. (E100.txt)

2. Electronic cash is a form of stored value that is easily exchangeable in an electronic format and is
tamper-resistant. (EB01.txt)

3. This means that there is no way to sell such small items unless a more economical payment
method is developed. This is why the so-called micropayment method is necessary. Electronic cash

can be an answer to this problem. (EB04.txt)

ER136 | Eng: e-cash (EB04.txt) Th: - Abbr: -

Concept: electronic cash Grammatical Category: n

. -

Feature: 19d1iudnseRuanuauien Inafldfeallmina@iusuaisuasldaensu fmanyas

Conceptual Relation: 5 NW16

Extraction: 1. E-Cash
Works more like a withdrawal from an ATM than a credit-card transaction. To use, consumers must
open an account with the bank and obtain the appropriate software. (E139.txt)

2. A major benefit of using e-cash is that highs for small payments (micropayment) are avoided.

(EBO4.txt)
ER137 | Eng: digital cash (EB02.txt) Th: Ruanmanaa (THR55) Abbr: -
Concept: electronic cash Grammatical Category: n

Feature: 15919z RuLWumaiidaimunzdmiunisingsnssuyaniies) WegnAdiszRusdae digital

v

a 3 i// v A v o A o a 13 Qdd‘j A G|
cash mmmquuu%qﬂ‘ﬁ@m’mummm@ﬂmiﬂmucymm merchant N19E192NWFAEATIIMENAWLTIW

a

o % a a d’ ] dl v a ° v
NIFTITEAVLNUAARTNT Wesannldfinsrzudeldnaesdu uazarnnsarinun gl 1o

Q

Conceptual Relation: 5 NW16

Extraction: 1. Digital cash is the most promising alternative to credit card payments on the Internet,

especially for micro-payment transactions...When the customer pays with digital cash, the paid
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amount is transferred from the customer's escrow account to the merchant. (E140.txt)

2. One of the key features of digital cash is that it's anonymous and reusable, just like real cash.

(E100.txt)

A3 ANHANNUSLLNANNBIA LT NAUAIUNITT NI AN A AsE

electronic commerce
Secure
Sockets Layer
A3.2
PD
WP Secure Electronic
A3.1 . PD Transaction
V security
confidentiality GS authentication
GS
GS
GS
PT
access control o ) .
PT non-repudiation integrity "
certificate
PT
cryptography \
T PT
PT PT PT biometrics

intrusion detection

firewall o .
digital signature

system

NW18

A3.1 - poNANUsuLamN gL kU

A3.2 - ANNANTUEULNATNNINTT Y

WP = Whole - Part

PD = Process - Standard

GS = Generic - Specific

PT = Process - Tool

Ane3ung: Madnenanulaeadufluedilsznaumdnesnamiiees electronic commerce wiisaanld
umﬂﬁﬂ‘]ﬂmxﬁﬂﬁ confidentiality, access control, non-repudiation, integrity A% authentication N7

fnenannuilaansiesine wantifesendeAsesianazyinliiussginglssasilidun cryptography deasiin
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iin confidentiality @21 firewal A intrusion detection system nraageavluiEes access control
Tuanueh digital signature Lﬂum?‘mﬁ@ﬁﬁﬁtya?W%‘/u non-repudiation, integrity WA authentication
wananiisdiipTesiie@nantatinadmiL authentication Ae biometrics WA certificate UWATNIATFIUT

iefnEnanutaesnsaiaestinfe Secure Sockets Layer Waz Secure Electronic Transaction

ER138 | Eng: confidentiality (EBO1.txt) Th: N12NHIANNAL Abbr: -
(THRO2), N135NHIAINAL

29318y (THR10)

Concept: confidentiality Grammatical Category: n

Feature: n1stlasiulailvgausuiianaastiananlésae cryptography tvesinliiiia confidentiality

Conceptual Relation: 5 NW18

Extraction: 1. One way to ensure the confidentiality and privacy of messages is to make sure that
even if they fall into the wrong hands they cannot be read. This is where cryptography comes into
play. (EBO4.txt)

2. Technigues such as digesting, digital signatures, and encryption are available to maintain

integrity, authenticity, and confidentiality, respectively. (EB01.txt)

A3:3 A3.4
GS cryptography key
WP
symmetric
w . .
cryptography Gs encryption algorithm
WP
) WP
asymmetric v
cryptography ciphertext
plaintext

NW19

A3.3 - ANNANNUS LN AN

A3.4 - A AN US LN RNNeALsENaL

GS = Generic - Specific

WP = Whole - Part

ANBBLNE: cryptography utihaanldiuaesdszinnas symmetric cryptography Wae asymmetric
cryptography TuwdaasasAdsznay cryptography tlsznausae plaintext, ciphertext, encryption

algorithm WAL key
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ER139 | Eng: cryptography (EBO1.txt) Th: Anann13n19dswaay Abbr: -
(THRO02), N199%& (THR10),

MeN17NTHAAY (THR35),

N197L499 & (THR54)

Concept: cryptography Grammatical Category: n

Feature: 3an1aidnswaniemdinanansi dinededanculllugdnliainisoguliineinem
confidentiality mﬂdﬁﬂga wtiliifluaesdsainnae symmetric cryptography Wae asymmetric

cryptography ﬁﬁ‘:ﬂ@uﬁwgmuﬁugﬁuﬁ@ plaintext, ciphertext, encryption algorithm uag key

Conceptual Relation: 5 NW18 waz NW19

Extraction: 1. Cryptography is a method of mathematical encoding used to transform messages into
an unreadable format in an effort to maintain confidentiality of data. (EB0O1.txt)
2. Two types of cryptographic mechanisms can be used to provide an encryption capability:

symmetric cryptography where entities share a common secret key; and public key cryptography

(also known as asymmetric cryptography) where each communicating entity has a unique key pair

(a public key and a private key).
3. Regardless of the level of sophistication, all cryptography has four basic parts:

1. Plaintext --the original message in human-readable form.

2. Ciphertext --the plaintext message after it has been encrypted into unreadable form.

3. Encryption algorithm--the mathematical formula used to encrypt the plaintext into ciphertext
and vice versa.

4. Key--the secret key used to encrypt and decrypt a message. Different keys produce different

ciphertext when used with the same algorithm. (EB04.txt)

ER140 | Eng: symmetric cryptography (EBO1.txt) Th: NMTdNIRALLLANNIAT Abbr: -
(THR54)

Concept: symmetric cryptography Grammatical Category: n

Feature: 389114 cryptography kuuvilateniaaasteld secret key nanfusaniulunisduaznansiia

v

TneldiTaume Igaug

a

Conceptual Relation: 5 NW19

Extraction: 1. Two types of cryptographic mechanisms can be used to provide an encryption

capability: symmetric cryptography where entities share a common secret key; and public key

cryptography (also known as asymmetric cryptography) where each communicating entity has a

unique key pair (a public key and a private key). For symmetric cryptography, the key used to

encrypt and decrypt a message must be kept a secret. (EBO1.txt)
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2. There are two broad categories of encryption algorithms - private-key (symmetric cryptography)

and public-key (asymmetric cryptography). (E157.txt)

ER141 | Eng: secret key cryptography (EB04.txt) Th: mi‘iﬁmmuqmmmmmm Abbr: -

(THR10), N3N THa UL

ANNRAT (THRS4)

Concept: symmetric cryptography Grammatical Category: n

Feature: 3950 ®1AMNUAASILULINTN

Conceptual Relation: 5 NW19

Extraction: Typical security schemes used to meet security requirements -- secret key cryptography,

public key cryptography, digital signature, message digest, certificate, digital envelope, transaction

certificate, and time stamp. (EB04.txt)

ER142 | Eng: private-key cryptography (E157.txt) | Th: - Abbr: -

Concept: symmetric cryptography Grammatical Category: n

Feature: gﬂLLUUMﬁQ“Hm cryptography Feilmnlaendetiasndn public-key crypptography

Conceptual Relation: 5 NW19

Extraction: Public-key cryptography also requires keys up to ten times as long as those for private-

key cryptography to provide an equal level of security. (E157.txt)

ER143 | Eng: private key encryption (EBO1.txt)/ Th: - Abbr: -

private-key encryption (E157.txt)

Concept: symmetric cryptography Grammatical Category: n

Feature: N5 key wRenfiud 9y encryption waz decryption

Conceptual Relation: 5 NW19

Extraction: 1. Symmetrical key encryption is also called private key encryption. (EB04.ixt)

2. In private-key encryption, users accomplish both encryption and decryption with the same key.

(E157.txt)

ER144 | Eng: secret-key encryption (E106.txt)/ Th: - Abbr: -

secret key encryption (EB04.txt)/

Concept: symmetric cryptography Grammatical Category: n

Feature: N34 key tAgarulunisidiuaznansiadanann Gedanassunldiuninigaaa Data

Encryption Standard

Conceptual Relation: 5 NW19
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Extraction: 1. Secret-key encryption uses the same key (encryption algorithm) to encrypt and

decrypt messages. (E106.txt)

2. The most widely accepted algorithm for secret key encryption is the Data Encryption Standard

(DES) (Schneier 1996). (EB04.txt)

ER145 | Eng: asymmetric cryptography (EBO1.txt) | Th:  Anaanisidnsiauuy | Abbr: -

ANNIAT (THRO2), N19441 3974

wuUldNNImg (THR55)

Concept: asymmetric cryptography Grammatical Category: n

aal £ 4y A o oA An 18 o ad
Feature: 2G9N cryptography LuurieTEsLsasnanpafanuazi key pair wiwmwnug@u

Conceptual Relation: 5 NW19

Extraction: 1. Two types of cryptographic mechanisms can be used to provide an encryption
capability: symmetric cryptography where entities share a common secret key; and public key

cryptography (also known as asymmetric cryptography) where each communicating entity has a

unique key pair (a public key and a private key). (EB01.txt)

2. There are two broad categories of encryption algorithms - private-key (symmetric cryptography)

and public-key (asymmetric cryptography). (E157.txt)

ER146 | Eng: public-key cryptography (E072.txt)/ | Th: N199W&LLLARNNIAT Abbr: -
public key cryptography (EB0O1.txt) (THE10), N3 dnsWauLy

neyuassNseUy (THR54)

Concept: asymmetric cryptography Grammatical Category: n

Feature: 389114 cryptography wuuviledtlsenaudig key VT encryption LAz decryption An

public key waz private key 31utLHHANLaBAs 4N private-key cryptography

Conceptual Relation: 5 NW19

Extraction: 1. Asymmetric ciphers (also called public-key algorithms or generally public-key
cryptography) permit the encryption key to be public (it can even be published in a newspaper),
allowing anyone to encrypt with the key, whereas only the proper recipient (who knows the
decryption key) can decrypt the message. (E110.txt)

2. Public-key cryptography also requires keys up to ten times as long as those for private-key

cryptography to provide an equal level of security. (E157.txt)
3. Two types of cryptographic mechanisms can be used to provide an encryption capability:

symmetric cryptography where entities share a common secret key; and public key cryptography

(also known as asymmetric cryptography) where each communicating entity has a unique key pair

(a public key and a private key). (EBO1.txt)
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ER147 | Eng: public-key encryption (EBO1.txt)/ Th: - Abbr: -

public key encryption (EB04.txt)/

Concept: asymmetric cryptography Grammatical Category: n

Feature: 387 M lunsgemeuwiulafineineanuilaeniuvesdeyagnii Insayld key aessone

public key uaz private key lun1sidnsviauaznensiadeys

Conceptual Relation: 5 NW19

Extraction: 1. Public-key encryption is used in online purchasing sites to secure customer
information and, most important, credit card numbers. (EB03.txt)

2. Public-key encryption utilizes a pair of keys: a public key and a private key. One key is used to

encrypt information, while the other key is used to decrypt the information. (E106.txt)
3. Instead of using the same key to encrypt and decrypt a message, as in most encryption, this

method, called public key encryption, splits the key into two parts: a public key (widely distributed

and available in public directories) and a private key (held as private, like an ATM PIN code).

(E157.txt)

ER148 | Eng: plaintext (EBO1.txt)/ plain text Th: - Abbr: -
(EBO3.txt)

Concept: plaintext Grammatical Category: n

Feature: dananuiag ugduuuiauinliauls iudeasunldldidsia Fananetinen cleartext

Conceptual Relation: 5 NW19

Extraction: 1. Plaintext --the original message in human-readable form. (EB04.txt)
2. In cryptographic terminology, the message is called plaintext or cleartext. (E110.txt)

3. Unencrypted data is called plain text; encrypted data is referred to as cipher text. (E102.txt)

ER149 | Eng: cleartext (EBO1.txt) Th: - Abbr: -

Concept: plaintext Grammatical Category: n

Feature: damonuiiilugluuusssuni Tdlddnaia

Conceptual Relation: 5 NW19

Extraction: 1. The message, when it is in this form is commonly referred to as cleartext, or plaintext.
(EBO1.txt)

2. Since these configuration files usually contain unencrypted cleartext passwords for routers that
are used for network boot clients, an intruder could use these passwords to gain access to other

parts of the network. (E155.txt)
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ER150 | Eng: ciphertext (EBO1.txt)/ cipher text Th: - Abbr: -
(E102.txt)
Concept: ciphertext Grammatical Category: n

Feature: dapouiignidnaviadugtuuuingulals

Conceptual Relation: 5 NW19

Extraction: 1. Ciphertext --the plaintext message after it has been encrypted into unreadable form.
(EBO4.txt)

2. For stow, the important point to understand is that the encryption process transforms a cleartext
message into a non-decipherable form known as ciphertext. (EBO1.txt)

3. Unencrypted data is called plain text; encrypted data is referred to as cipher text. (E102.txt)

ER151 | Eng: encryption algorithm (EB04.txt) Th: NFzUUNNTIdNIT4 Abbr: -
(THR55)

Concept: encryption algorithm Grammatical Category: n

Feature: gaanvacinenansnldlunisidnsia plaintext 19ilu ciphertext vsaldnanswa ciphertext 19

i plaintext

Conceptual Relation: 5 NW19

encryption algorithm

Mi/ \TP

encryption decryption

NW20
MP = Method - Purpose

ANBELNY: encryption algorithm azldiie encryption 38 decryption

Extraction: 1. Encryption algorithm-the mathematical formula used to encrypt the plaintext into

ciphertext and vice versa. (EB04.txt)
2. When asking the Web server for its digital certificate, the browser also sends along a list of

supported encryption algorithms. (E090.txt)

ER152 | Eng: encryption (EBO1.txt) Th: naudingsia (THRO2), N9 Abbr: -

Wnswaay (THR13)

Concept: encryption Grammatical Category: n
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Feature: nszuaunaulasugideyalieg lug nlidlasanisoamlsd endulnd key Mumsnzaslunig

NAATNA

Conceptual Relation: 5 NW20

Extraction: 1. Encryption is defined as the transformation of data, via a cryptographic mathematical
process, into a form that is unreadable by anyone who does not posses the appropriate secret key.
(EBO1.txt)

2. Encryption: a process of making messages indecipherable except by those who have an

authorized decryption key. (EB0O4.txt)

ER153 | Eng: decryption (EBO1.txt) Th: N1nansia (THRO2) Abbr: -

Concept: decryption Grammatical Category: n

Feature: nzuaunaasu ciphertext Ay cleartext Inald key Aminnzan

Conceptual Relation: 5 NW20

Extraction: 1. The process of restoring the ciphertext to cleartext is called decryption. (EBO1.txt)
2. Encryption and decryption usually make use of a key, and the coding method is such that

decryption can be performed only by knowing the proper key. (E110.xt)

ER154 | Eng: key (EBO1.txt) Th: Nryua (THRO2), Al Abbr: -

(THR55)

Concept: key Grammatical Category: n

Feature: fayantinaaninldluniadisiawaznensia Geaznansialdsieiiief key Ngnses key nld
u cryptography wiel@iilu key pair uae secret key ia key pair Widsznausiag public key fiu

private key

Conceptual Relation: 5 NW19

key
AGS/ \GSA
key pair secret key
V \WP
public key private key
NwW21

GS = Generic - Specific
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WP = Whole - Part
A1esuNg: key AldlunnndnsauLialdiduaasdssinnme key pair waz secret key @115 key pair 1314

lsznavsiag public key Wae private key

Extraction: 1. The engine usually applies mathematical data (called a key) to the plaintext and
creates a scrambled message, called ciphertext. (E157.txt)

2. Encryption and decryption usually make use of a key, and the coding method is such that
decryption can be performed only by knowing the proper key. (E110.txt)

3. Two types of cryptographic mechanisms can be used to provide an encryption capability:
symmetric cryptography where entities share a common secret key; and public key cryptography
(also known as asymmetric cryptography) where each communicating entity has a unique key pair

(a public key and a private key). (EBO1.txt)

ER155 | Eng: key pair (EBO1.txt) Th: QQ_IILL'&@@: (THRO2) Abbr: -

Concept: key pair Grammatical Category: n

Feature: 1sznausng public key LLaZ private key dusulalu asymmetric cryptography G key 14

gasillianunsa i unuiuls

Conceptual Relation: f NW21

Extraction: 1. Two types of cryptographic mechanisms can be used to provide an encryption
capability: symmetric cryptography where entities share a common secret key; and public key
cryptography (also known as asymmetric cryptography) where each communicating entity has a
unique key pair (a public key and a private key). (EB01.txt)

2. The remarkable property of this key pair is that neither can be transformed into the other.

(EBO2.txt)

ER156 | Eng: public key (EBO1.txt) Th: NoyWAa8190ue (THRO2), | Abbr: -
AsTa191704 (THR55)

Concept: public key Grammatical Category: n

Feature: 9alun1s encryption Naisauuaziivlilugiudeya key wazazuuuliiy digital signature
wWeasanaiedeludeasundsly fldasnsaidame public key Wignsiasnisdsdananuluinuing 14

Tunnsdngvia

Additional Feature: dautlsznauesnmyuagi i lunisdnsiateainnsndamawianosnels i miu

ANLINIEIFEALULILRANNIAT (hitp://www.potaroo.net/ietf/rfc/fyi/PDF/fyid6.pdf)

Conceptual Relation: i NW21

Extraction: 1. A public key is an encryption code generated and stored in a key database and

included with a digital signature when signing an outgoing message. Whoever receives and stores a
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public key can encrypt and send information to its owner. (E157.txt)
2. A user can publish her public key and then anyone wishing to send a message to that person

uses the public key to encrypt it. (EB02.txt)

ER157 | Eng: private key (EBO1.txt) Th: Nryuadawsa (THR02), AT | Abbr: -

dquiAna (THR55)

Concept: private key Grammatical Category: n

= < =y o Ay y X o 4 - - Y
Feature: key nalu cryptography NN LFLANUDINIUUNG 1AArAFNTUNLATANARNNILAD TR 1D

Tddaliidan ddwiunensiaiauansidanvesdaninu

Additional Feature: dauilsznauiiiiuaaiuduasnmuaginldlunisdisia ldawiuanainisdnsia

AUULLAANNIAT (http://www.potaroo.net/ietf/rfc/fyi/PDF /fyi36.pdf)

Conceptual Relation: /) NW21

Extraction: 1. The public key is known to all authorized users, but the private key is known only to
one person-its owner. The private key is generated at the owner's computer and is not sent to
anyone. (EB04.txt)

2. The recipient then uses his or her private key to decrypt and display the message's contents.

(E157.txt)

ER158 | Eng: secret key (EBO1.txt) Th: NeYaay (THR02), SWA&AL | Abbr: -
(THR54)

Concept: secret key Grammatical Category: n

Feature: key 711411 symmetric cryptography tnaiffaauaszgiuld key thaaiulunisidnuaznansiia

TaAN LAZAZADIAUWANAL

Conceptual Relation: ) NW21

Extraction: 1. In symmetric key systems, both the sender and the receiver of the message must have
access to the same key. This shared secret key is used to both encrypt and decrypt the message as
illustrated in Figure 8-2. (EBO1.txt)

2. The sharing and dissemination of secret keys presents implementation problems in keeping the
shared, secret key confidential. (EBO1.txt)

3. To read an encrypted file, you must have access to a secret key or password that enables you to

decrypt it. (E102.txt)

ER159 | Eng: access control (EBO1.txt) Th: mim‘i_lﬂuﬂ’]‘iﬁ’]a\i Abbr: -

(THRO2)

Concept: access control Grammatical Category: n
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Feature: nsinmAutlasadauuuwiianasuanladligynsnatunsadiunluazadnavidedfedays

1lne 1 ATaaiaity firewall

Conceptual Relation: 5 NW18

Extraction: 1. One of the primary security issues is access controls. Although some access controls,
such as passwords and biometric devices that help to identify authorized users and provide
authentication, were introduced in the previous chapter, one final example of access control
remains: firewalls. (EBO1.txt)

2. For most applications the primary means of access control is password protection... On top of
these problems, when the Web requests the user to enter a password to access protected
documents or applications, the browser transmits the password in a form that is easily intercepted
and decoded. One way to combat this problem is to make sure that even if the passwords are
compromised, the intruder only has restricted access to the rest of the network. This is one of the

roles of a firewall. (EBO4.txt)

firewall
P'/ PI
hacker o Pl Trojan horse
virus worm
NW22

Pl = Protector - Intruder
o a ) @ o = o 5 a4 A A - c
ANRELNE: firewall LﬂuLm@\iﬂ@\mummm V]"Q?Ji,qlﬂg‘m‘ﬂ’mﬂumﬁ"ﬂﬂﬁﬁﬁﬁ"ﬂLﬁﬁ"ﬂ\m@NWfJL[’*l’ﬂﬁ‘ LU hacker,

virus, worm Lz Trojan horse

ER160 | Eng: firewall (EBO1.txt) Th: suiuyngn, Wiead Abbr: -

(THR34), Fiatlesriunisyngn

(THR35)

Concept: firewall Grammatical Category: n

Feature: szuudil finvedlasiuldlddinisidnfaesetnadausalaelalduenngm wu fyngnvidelaia
| el I = ' ¥ K = ' P ' zdl ' s o A 'y o A
wsigned luezadaanisndndaesadeauldlneinusruuiienany luglae i fzaansauasiive

TAADIWLIUIR b

Conceptual Relation: 5 NW18 wag NW22
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Extraction: 1. A firewall is a system designed to prevent unauthorized access to or from a private
network. Firewalls can be implemented in both hardware and software, or a combination of both.
(E102.txt)

2. In regard to networking, firewalls provide similar controls - they can allow employees on a
corporate network to access resources on other networks (such as the Internet) while preventing
unauthorized users on these other networks access to systems on the corporate network (EBO1.txt)
3. Firewalls also scan files entering the company for viruses and have many technical deterrents to

keep intruders from getting inside the company's network. (EB03.txt)

ER161 | Eng: hacker (EBO1.txt) Th: SNLAIABNALLASS, LHe Abbr: -
ABNNALARS (THR34), Hntany

FeUU (THR44)

Concept: hacker Grammatical Category: n

o= o = =~ - U o = =
Feature: QV]@’HULﬂqﬂqﬂluLﬂiﬂQﬂ’aNWQLm@iﬂ?@?zuuLﬁ?ﬂmqﬂmﬂqaﬂu LL@z@qlﬂﬁ'ﬂ@‘ waguulas visa

1luedayasine sauisainsannuides unssuy

Conceptual Relation: 5 NW22

Extraction: 1. It is important to deploy additional levels of security so hackers can't break into your
communications lines and appropriate important business information like customers' credit card
numbers. (EB03.txt)

2. For instance, a hacker might modify the address where the contents of a Web form will be
submitted. (EB04.txt)

3. The goal of such attacks is to flood the communication ports and memory buffers of the targeted
site to prevent the receipt of legitimate messages and the service of legitimate requests for
connections. These types of attacks are on the rise as methods and program code for conducting

such acts are publicly available on hacker web sites. (EB01.txt)

ER162 | Eng: virus (EBO1.txt) Th: la5% (THR24) Abbr: -

Concept: virus Grammatical Category: n

Feature: 11/2unsuas19tulnadianuniie JanHuslanifinannlsyni1saeil 1. S1a8959184 2. Wasdn

Tagluaiaresidsunsu 3. i ldiAnAudeme

Conceptual Relation: 5 NW22

Extraction: 1. A virus is malicious programming that possesses three characteristics:
® |t replicates itself in some form;
® |tisincorporated into program code or macro code without consent; and

® |t performs unrequested and oftentimes destructive acts. (EB0O1.txt)
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2. Since the intruders enter the network through a software program (such as a virus, trojan horse, or
worm) or a direct connection, firewalls, data encryption, and user authentication can restrain a

hacker. (E155.txt)

ER163 | Eng: worm (E043.txt) Th: MUaU (THR24), Uual Abbr: -

Aumasn (THR51)

Concept: worm Grammatical Category: n

Feature: ltsunsupaniamafassulnefiianuniie danuaiuisnlunisdesesiudunesidnuas

MaeUANFnge]

Conceptual Relation: 5 NW22

Extraction: 1. A malicious computer program called worm attacked Microsoft's e-mail programs and

destroyed documents created by Microsoft software programs, including Word, Excel and other

applications in June 1999. It is called the worm rather than a virus because it is able to transmit itself

through the Internet under its own power. (E166.txt)

2. This differs from "traditional problems," such as viruses, Trojan horses or worms. (E043.txt)

ER164 | Eng: Trojan horse (EBO1.txt) Th: Faaa9, §11n944 (THR35) | Abbr: -

Concept: Trojan horse Grammatical Category: n

Feature: ltlsunsuunsndnidngszuunaniomaslne N5 uaza¥rsnanaudamels sineiu virus

= ‘o o . v 9 o =~ S 9
nanaz llaangsialeg LL?]"QSZLLVI?ﬂmL‘ﬂ’]vl,ﬂsluﬁ‘ii‘i_l‘i_lim?;lLLu‘]_IN’m‘]_II‘]Jﬁ‘LLﬂﬁ‘NMi"ﬂLL%N‘V]QHm@\‘i

Conceptual Relation: 5 NW22

Extraction: 1. A Trojan horse is similar to a virus in that it can unknowingly infiltrate a computer
system and unbeknownst to the user wreak havoc, but it is dissimilar in one very important manner.
Trojan horses do not replicate. Instead, they sneak into the system by attaching themselves to what
appears to be a legitimate program or file. (EBO1.txt)

2. These files could be sent to you in a form of virus, Trojan horse (a Trojan horse does not replicate

on its own, but a virus does) or a worm. (E166.txt)

ER165 | Eng: intrusion detection system (E034.txt) | Th: - Abbr: IDS

Concept: intrusion detection system Grammatical Category: n

Feature: 1WA FNLALN T lUN1IMI9aMILATRINNBUINNTNTE RN NUN&9de Lasldldnsaeniznig

1NgNAINYAARNIEUANWINTL uEfansanInsnseindulianunialuasatngaesasnssos

Conceptual Relation: 5 NW18

Extraction: 1. An intrusion detection system (IDS) attempts to detect an intruder breaking into your

system or a legitimate user misusing system resources. (E036.txt)
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2. The software not only detects intrusion from someone outside the company, but also monitors and
detects any malicious activity on the network generated from the organization. This specialized

software is called an intrusion detection system, or IDS. (E155.txt)

ER166 | Eng: non-repudiation (EBO1.txt)/ Th: nstlesiunisdfiasaann | Abbr: -
nonrepudiation (EBO1.txt) FURA (THRO2), n3tlaariu
nsUjias vize 819 AN
FuRmteL (THR10), N13tleaniy
nfjidsauiuinTey

(THR11)

Concept: non-repudiation Grammatical Category: n

Feature: nsvndafigatizesunasniiia 30 uaziilennaesdanandidnnsatind wve i lgnadilaidn

delaliufiosedmasmnniuingey

Conceptual Relation: 5 NW18

Extraction: 1. Well-designed electronic commerce systems provide for non-repudiation, which is the
provision for irrefutable proof of the origin, receipt, and contents of an electronic message.
(EBO1.txt)

2. These mechanisms must provide for confidentiality, authentication (i.e. enabling each party in a
transaction to ascertain with certainty the identity of the other party), and non-repudiation (i.e.
ensuring that the parties to a transaction cannot subsequently deny their participation). (E105.txt)

3. Nonrepudiation: protection against customers' denial of orders placed and against merchants'

denial of payments made. (EB0O4.txt)

digital signature AL electronic signature

NW23
GS = Generic - Specific

ANRBLNE: digital signature \{lu electronic signature WLILVT

ER167 | Eng: digital signature (EBO1.txt) Th: aneileTesaa (THRO2), | Abbr: -

aneiaTdaszuuAana (THRO9),

|
=

aneilaTdenanaa (THR54),

AneiuRaneaa (THR55)

Concept: digital signature Grammatical Category: n
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Feature: a5 93usnamalulaginisdinsia Tdnsmaany integrity aasianansuazdeinilugiuasoizelyl
. . 44w . y 4 e o oee . o
\flu electronic signature wuumiaaiu@senizianedld Insazuuuiiseduiusiudays ludnemeh

\unnsmsnaaaumNgnsiewineg dnadunaaiuaslesedns

Conceptual Relation: 5 NW18 waz NW23

Extraction: 1. A digital signature is actually nothing like a traditional written signature. Rather, it is an
encryption technology that verifies the integrity of the document and authenticity of the sender.
(E021.txt)

2. This statute defines an "electronic signature" as "an electronic identifier, including without limitation
a digital signature, which is unique to the person using it, capable of verification, under the sole
control of the person using it, attached to or associated with data in such a manner that
authenticates the attachment of the signature to particular data and the integrity of the data
transmitted, and intended by the party using it to have the same force and effect as the use of a

signature affixed by hand." (E021.txt)

ER168 | Eng: electronic signature (E021.txt) Th: aneileTediannsaing Abbr: -
(THRO1), angLdusiannsaiing

(THRO9)

Concept: electronic signature Grammatical Category: n

Feature: LA8IN AtUanNstU visanszuaun nsaiannaaindnuuuliuenansdidnnaetindinaiiunisas

winluenansiu dgusisuviniuaieiieTes nAuuienanmnszane

Conceptual Relation: 5 NW23

Extraction: 1. "Electronic signature" is defined as "electronic sound, symbol or process attached to or

logically associated with an electronic record by a person or an electronic agent and executed or
adopted by a person with the intent to sign the electronic record." (E021.txt)
2. The recently enacted Electronic Signatures in Global and National Commerce Act grants

electronic signatures and contracts the same legal weight as handwritten signatures on printed

documents and will have a significant impact on the way business-to-business and business-to-

consumer transactions are performed. (EQ72.txt)
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ER169 | Eng: integrity (EBO1.txt) Th: ANNYNABIATLIIUIDS Abbr: -
fayadiannseiind, n19inun
ANYNFBIANYTIUDIT DA
(THR02), ANATLERL
(THRO4), N33nH1AINYNARY

293taya (THR10)

Concept: integrity Grammatical Category: n

Feature: dnmousndayatiulignilasuulasedaiiantszasdievisagniinaneluluszudnanisds

Conceptual Relation: 5 NW18

Extraction: 1. Integrity: ensuring that information will not be accidentally or maliciously altered or
destroyed during transmission (EB04.txt)

2. A message that has not been altered in any way, either intentionally or unintentionally, is said to
have maintained its integrity. For electronic commerce, verifying that the order details sent by the

purchaser have not been altered is one major security concern. (EB01.txt)

ER170 | Eng: authentication (EBO1.txt) Th: ﬂ’]i‘i;‘ﬁi.qlﬁ')gﬂﬂ@ (THRO2), | Abbr: -

N19NgauAINYNFBILTIAT

(THR54)

Concept: authentication Grammatical Category: n

Feature: nNsfigaildnyapatiuiuaupaaiundeieasaizald Tnadddnldlunisigaiinanens wu

digital signature, digital certificate, smart card, SUWANIU LATATN biometrics LTl1FY

Conceptual Relation: 5 NW23

Extraction: 1. The process of determining that a trading partner is indeed who he or she claims to be
is called authentication. (EBO1.txt)

2. Common authentication measures discussed in this chapter are digital signatures, challenge-
response, one-time passwords, smart cards, tokens, and biometric devices. (EB01.txt)

3. Authentication is supplied by digital certificates, while the PKI's management system ensures

nonrepudiation. (EB02.txt)

ER171 | Eng: biometrics (EBO1.txt) Th: walulagdaniw (THR02) | Abbr: -

Concept: biometrics Grammatical Category: n

Feature: g1luuU1ils1a9 authentication T4AZAIIAABLAMNANHOIZIRNIZFININIWNNNY LW areilaile

& o = o = » oA L Y a A \
AEUND ANBUSHD sLUﬂur] ANF LARI Lﬂumu LW’ﬂﬁ‘ﬁ_qur]Lﬂuuﬂﬁ@uu@ﬁ\jﬁﬁ‘@iﬂ

Conceptual Relation: 5 NW18
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Extraction: 1. Another form of authentication called biometrics requires that some physically unique
characteristics of the user be used for identification. The use of a thumbprint in the previous
example is an example of a biometric device. (EBO1.txt)

2. Biometrics uses mathematical representations of those unique physical characteristics to identify
an individual or to verify identity... Common physiological biometrics include finger (fingertip, thumb,
finger length or pattern), palm (print or topography), hand geometry, wrist vein, face, and eye (retina
or iris). Behavioral biometrics include voiceprints, keystroke dynamics, and handwritten signatures.

(E157.txt)

PO
certificate 4—— | certification authority

NW24

PO = Provider - Object

ABBLNE: certification authority Lﬂw::{'a'aﬂ certificate

ER172 | Eng: certificate (EBO1.txt) Th: TuFusas (THRO1) Abbr: -

Concept: certificate Grammatical Category: n

4 X, o Wy ye o a3 o = ny= A
Feature: LATRYLINTI1 merchant i’muﬂmum@ﬁmlmmwmummumlmmmim Tenan lnuesAnm

Feindn CA Tneilu certificate azl@aff\d winnalareynan Juunnany 41111 public key 183508 uaz

£
2 %o ! ¥ ¥ o

digital signature 184 CA e liEiurizagnitaisnsansaagaudniiu merchant friuasavizalyl

Conceptual Relation: 5 NW18 waz NW24

Extraction: 1. The merchant's certificate is an indication to the consumer that the merchant is
authorized to accept that credit card brand as payment, similar to a store or restaurant that displays
a credit card replica on its storefront. The certificate also allows the cardholder to verify the
authenticity of the merchant. (EB01.txt)

2. The CA issues a certificate that is attached to the transaction verifying the identity of the party
(parties). (E139.txt)

3. This certificate contains the user's name, a serial number, expiration dates, a copy of the
certificate holder's public key, and the digital signature of the certificate-issuing authority so that a

recipient can verify that the certificate is real (DeVeau, 1999). (E155.txt)

ER173 | Eng: digital certificate (EBO3.txt) Th: lufusesAamaa (THRO8), | Abbr: -

lufuseanana (THR11)

Concept: certificate Grammatical Category: n
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Feature: &371711 e-commerce Fiaaflieiusasuazliignimsaaeugiuzld eanlilae certificate

authority 1w digital certificate 4l public key 189141984 TgnAraunsnldiveaiistiananunidngia

duldunmdstouardayanisdnseRu uaza¥e digital signature #ae

Conceptual Relation: ) NW18 waz NW24

Extraction: 1. When you design your e-commerce site, you will need to register it with a company

that issues digital certificates. Digital certificates validate who you are and guarantee that your

server is encrypting your customer's credit card information. (EB03.txt)

2. Digital certificates are issued by third parties called certificate authorities (CAs). (EB04.txt)

3. To begin a SET transaction, users must get a copy of a vendor's digital certificate, which contains
the vendor's public key. Users can then create an encrypted message containing orders and
payment information. (E106.txt)

4. The digital certificate then lets users create digital signatures for their electronic messages and
files. (E157.txt)

ER174 | Eng: certification authority (EBO1.txt)/ Th: éﬂixﬂ@umﬁmm Abbr: CA
Certification Authority (E014.txt) (THRO2), 9ANTEBN MFUIDIA
391a (THRO8), 89ANITLITRY
ANYNEBY (THRO), &
Tusnnseanluiuses
(THR27), gsNaaanluiuses
Aamaq, T.a (THR48), 89ANT
F1U984 (THR53), MlqeNN1aan

lTufuses (THR54)

Concept: certification authority Grammatical Category: n

s Al A yuR AN 9 A a -
Feature: mmmmm@mimmwmm@ﬂLmuwmau certificate

Conceptual Relation: 5 NW18 waz NW24

Extraction: 1. Certification Authority (CA): A trusted entity that issues and revokes public key

certificates and certificate revocation lists (CRLs). (EBO1.txt)
2. This mechanism includes the use of digital certificates, and requires from the agent to have

obtained - before requesting accreditation - a digital certificate from a certification authority.

(E151.txt)

3. A certificate costs about $125.00 and can be obtained from a Certification Authority (CA) such as

Verisign, Inc. (http://www.verisign.com). (E014.txt)
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ER175 | Eng: certificate authority (EBO1.txt)/ Th: glsiisnsluiuses Abbr: CA
Certificate Authority (E042.xt) adnnselind (THR39), faan

lususeenanaa (THR55)

Concept: certification authority Grammatical Category: n

©

- P =2 o ~ Ad A vy L. . Ay
Feature: ’ﬂ\?ﬁﬂiﬂl'ﬂ\iﬁ‘qcﬁﬂqﬁ'ﬁﬁ'ﬂl@ﬂcﬂusﬁqLﬂuuﬁﬂ@m@qumﬂﬂﬂima'ﬂ'ﬂﬂ digital certificate WN%@H@%@QE

2 P L ua - Y Ao ) Y a gy =
ne LL@:W@W?’M@@UQ’]QG@ certificate uullm’]muLL@zLﬂulqlQWQHHQTQWWNV}@WQ TANDNATINRAAL

ADNUNINTRN certificate TI4FE

Conceptual Relation: 5 NW18 waz NW24

Extraction: 1. A certificate authority is a body, either public or private, that seeks to fill the need for

trusted third-party services in EC. A CA accomplishes this by issuing digital certificates that attest to
certain facts about the subject of the certificate. (EB04.txt)

2. Certificate authorities are responsible for verifying the physical identity of an individual and issuing

a digital certificate to the individual, as well as verifying the state of the individual's digital certificate.
(EQ72.txt)

3. Certificate Authorities (CAs) are trusted third parties that issue digital certificates that authenticate

the identities of certificate holders as well as distribute public keys. (E106.txt)

ER176 | Eng: Secure Electronic Transaction Th: ¥im (THR40) Abbr: SET
(EBO1.txt)
Concept: Secure Electronic Transaction Grammatical Category: n

Feature: Insinaeataiduninsgulunisaniiugsnssuinsnsinnegumesiin Tnaazii

authentication ﬁ\ié%umt;hmﬂ

Conceptual Relation: 5 NW18

Extraction: 1. SET, or Secure Electronic Transaction protocol, is an open standard for processing of

credit card transactions over the Internet created jointly by Netscape, Microsoft, Visa and
Mastercard. (E075.txt)

2. Secure Electronic Transaction (SET) is a payment mechanism that performs authentication of both

parties to a transaction. (EB02.txt)

ER177 | Eng: Secure Sockets Layer (EB01.txt) Th: 1adLaaLaa (THR40) Abbr: SSL

Concept: Secure Sockets Layer Grammatical Category: n

Feature: Insinaeaniistaduninsgiuaiindasadienldlu e-commerce dwmiunisdedayadiuynna

NI9BUND TR

Conceptual Relation: 5 NW18

Extraction: 1. Most e-commerce sites use SSL (short for Secure Sockets Layer), a protocol




209

developed by Netscape for transmitting private documents via the Internet. (E102.txt)

2. Your Web connection should comply with industry security standards, such as Secure Sockets

Layer (SSL) or Secure Electronic Transaction (SET). (E166.txt)

A4 ANANNUSLLNANNBIALTENAUATUNITAANA

electronic commerce

pop-under ad # pop-up ad

PT

banner ad

search engine

hyperlink

electronic mail

interactivity
A4 .1
A4.3 CM
. CM ,
marketing traffic
PT
A4.2 . .
online community
PT
PT mass customization
PT
frequently asked call center

question

A4.1 - AouduuginianadeTamsnn
A4.2 - ANNANNUSULNAINNNTLINNT
A4.3 - ANNANNUSULNATNNITANE
WP = Whole - Part

PT = Process - Tool

CM = Process - Measurement

A1B3LNE: N1epatniluesALsznaundned1anilazes electronic commerce wiv AU s Al

NW25

o

pulaman delawannldninismana tauwn pop-up ad, pop-under ad, banner ad, search engine,

hyperlink LLae electronic malil FNUNTLTNNT RN E9iNNTRaA b LA frequently asked question, call

center, mass customization WAL online community Fun139ananIsAtNe I traffic way Nanssuy

= ds( (=] o/ o
naTwlusadaNa
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ER178 | Eng: pop-up ad (E001.txt) Th: - Abbr: -

Concept: pop-up ad Grammatical Category: n

dl d’( £ ' & =3 3 ' 1
Feature: IGJJHM’WHJ?’W]{]‘HMN’]SLHM%WMNLUﬁ"]’JLGﬁ@?L@ﬂ“'I nrpg v

Additional Feature: Tawniniitsng ludnuthsinaileiuiiemfeguumiinae

(http://www.virginislandsdailynews.com/index.pl/omk_glossary)

Conceptual Relation: 5 NW25

Extraction: 1. Pop-up ads, advertisements that appear in their own, small browser window, have
been growing in popularity. (E015.txt)
2. Although pop-up ads are appearing all over the Web, time will reveal that straight-forward Internet

advertising, in which the viewer can decide to click or not, is more effective. (E027.txt)

ER179 | Eng: pop-up (EB02.txt) Th: - Abbr: -

Concept: pop-up ad Grammatical Category: n

Feature: lawninidsngaulaednlud® uazfawinlugindi banner ad Avlddayaldunau

Conceptual Relation: 5 NW25

Extraction: 1. Pop-ups are attractive to advertisers, of course, not just because they are automatic.
Their larger size lets advertisers pack them with information. (E027.txt)
2. More fundamentally, the brand may need to be enhanced to make it mesh with other visual

design elements, such as animations and pop-ups. (EB02.txt)

ER180 | Eng: pop-under advertisement (E028.txt) | Th: - Abbr: -

Concept: pop-under ad Grammatical Category: n

dl da{ a ¥ ' d“' 7 Y v [ U ¥ 1 <
Feature: Imwmmﬂmﬂgmu@ﬂummwuquwm% Lmeﬂ”l,ﬂ'agmumm@mm%@mqmmm

Conceptual Relation: 5 NW25

Extraction: Pop-under advertisements -- ads that appear in a separate window on a computer

screen, then quickly move to the bottom of the screen -- are ineffective at luring buyers to the

advertiser's site, Jupiter Media Metrix (Nasdaqg: JMXI) said Thursday. (E028.txt)

ER181 | Eng: pop-under ad (E001.txt) Th: - Abbr: -

Concept: pop-under ad Grammatical Category: n

Feature: Tainunaiinnilsngaeivi traffic uiazlifaungulundeliannsouanuezlddniulag

Additional Feature: TaiunfiUsngauiluniinsnglunddeulsuinmiitlney Inaazwivlfilelaze

é”]ﬂﬁ%ﬂ'@ﬁﬁ’]ﬁiwﬁ@gﬁ"muu (http://www.virginislandsdailynews.com/index.pl/omk_glossary)
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Conceptual Relation: 5 NW25

Extraction: 1. Marketers using pop-under ads are boosting Web site traffic - but with a mass,
undifferentiated audience. (E028.txt)

2. While our easily-defined 'core' audience of leading-edge, high-income programmers and systems
administrators has insulated us from the worst of this crisis, our refusal to inflict pop-up and pop-
under ads, or banners that contain Java applets or streaming video on our readers has upset more

than a few advertisers. (E001.txt)

ER182 | Eng: pop-under (E028.txt) Th: - Abbr: -

Concept: pop-under ad Grammatical Category: n

Feature: Tnmninaauladiuunile

Conceptual Relation: 5 NW25

Extraction: "While pop-unders such as X10.com have achieved mass reach online, relevancy still

matters more than format," said Gluck. (E028.txt)




CcT

banner ad space

CT

cost per thousand

CT

cost per click

NC

MC

paid advertising

flat fee banner swapping

212

MC ME banner exchange
MF

free advertising

Ad4.11

GS

keyword banner

GS

random banner

advertising
OM T
banner ad
A4.1.2
a3 rich media
s GS banner ad
# animated
static banner ad banner ad

A4.1.1 - poNdNRUELLNAINNIUINg

A4.1.2 - AMNANNUS LLNAINAN LS

GS = Generic - Specific

OM = Object - Method

MC = Method - Cost

CT = Cost - Target

MF = Method - Form

A1BBLNE: banner ad Hnanemtia Aa keyword banner WA random banner {BWLNANNN9L3INg) 28

NW26

banner ad WAYLNALLNANNANMDIZ8Y banner ad Az l@wn static banner ad, animated banner ad Way
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rich media banner ad 1211 banner ad lU1dlunnsTawnn aslgesdnenizia n1slusnwuLLde
Anldane waznslasnnwuyldideanldane lunnslamanuuuideanldane AnnsAnAn banner ad
space 57%3%91"1\11 glail cost per click, cost per thousand wa flat fee @1udunislamaunuuyldide

A ldane vinlfansgiluuu@e banner swapping WAz banner exchange

ER183 | Eng: banner ad (EBO1.txt) Th: - Abbr: -

Concept: banner ad Grammatical Category: n

Feature: &ei I lunslawanuiu Sansuziluginadinauiaén teevinliiflug@wvaasiudnGeay

denlen W lawanndudmnneg du Ineviallas Wdeyadne dews Maiudlammn v

'
vy a

deda Wiidentuaaninegdeyaiiain snldinelawanuuivlefau wifidnisldinelammn

U

auadludulafrasmuiduiy aunmuialdiiuaesniame wuidaanldansuwazuuuldidessnldans

Conceptual Relation: 5 NW25 waz NW26

Extraction: 1. A banner ad is a small, typically rectangular, graphic image which is linked to a target
ad... Banner ads typically provide little information other than the identification of the sponsor, and
serve as an invitation for the visitor to click on the banner to learn more. (E170.txt)

2. A banner ad is a promotional technique most often used as advertising on other Web sites to
draw people to your Web site, but you can also create and place a self-promotional banner ad on
your own site -- to draw attention to a response area on your site. (E041.txt)

3. There are two different kinds of banner ads: FREE ads and PAID ads. (E118.txt)

ER184 | Eng: banner (EBO1.txt) Th: wUWes (THR26), Abbr: -
T (THR49), whiniing
T2114tun (THR50)

Concept: banner ad Grammatical Category: n

Feature: ginaAinuans@euazdnsnizianizaaaivlosinfaudaamesunadus| Wendn banner

TEINLWW@Q@T%’JHmﬁ%ﬂmﬂQ%u banner Haa4nHinR keyword banner Wag random banner

Conceptual Relation: 5 NW25 uaz NW26

Extraction: 1. The word "banner" in Internet terms is nothing more than a graphic image that
announces the name and identity of a Web site, along with a brief description. (E118.txt)
2. Banners contain links that, when clicked on, transfer the customer to the advertiser's home page.

There are two types banners: keyword banner and random banner. (EB04.txt)

ER185 | Eng: banner advertisement (EBO3.txt) Th: thelasneaulan Abbr: -
(THR30)

Concept: banner ad Grammatical Category: n
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Feature: gtinsfinawnadnasinariolfddnsnziiugdmaasiiudn Sdemnuetfon Tnaazidanlell

U

o Y o & =3 ' A = ¥ a =3
fathuunanseanislasun NﬂfJNVL’J‘]_IuLfJULW@ﬁlN“'] L‘W@m@mmwau%mmﬁﬁmmm‘%mu

Conceptual Relation: 5 NW25 waz NW26

Extraction: 1. A banner advertisement is a small, typically rectangular, graphic image that is linked to

a target communication. (E144.txt)

2. Typically rectangular in shape, banner advertisements contain text and graphics that are placed

on the screens of search engines, web browser software, and web sites to attract the attention of

WWW users. (EBO1.txt)

ER186 | Eng: ad banner (EB04.txt) Th: - Abbr: -

Concept: banner ad Grammatical Category: n

Feature: A 4@ iU Tamanuuiuma uaztihdaanludaiulofueedlawun

Conceptual Relation: 5 NW25 wagz NW26

Extraction: 1. ad clicks

The number of times users "click" on an ad banner to request additional information from the
advertiser. Typically, users are directed ("hot-linked") to the advertiser's Web site. (E170.txt)

2. The company has challenged the traditional model of using hits for pricing sponsorships by
offering to pay not for the number of times a page with an ad banner is seen but on the number of

times a user sees the ad and clicks on it to jump to a P&G site. (E171.txt)

ER187 | Eng: keyword banner (EB04.txt) Th: - Abbr: -

Concept: keyword banner Grammatical Category: n

~ Z 4 o Ao o o . ° v oo Ay
Feature: banner Vlﬂzﬂ?’m{]"ﬂum'aﬂﬂﬂﬂﬂﬂumi‘)gﬂﬂuwﬂu search engine MNNZATUTULTHNNARNINIT

AnfmnguLinuNne

Additional unulnenunnidsnguuntiniules Ineduiusiuaddty (Keyword) NEldaan visil e

o

winlanialunig (ne) adn wenluddeyaisedudaesaclasnn (WmY aoangfnig)

Conceptual Relation: 5 NW26

Extraction: Keyword banners appear when a predetermined word is queried from the search engine.

It is effective for companies who want to narrow their target audience. (EB04.txt)

ER188 | Eng: random banner (EB04.txt) Th: - Abbr: -

Concept: random banner Grammatical Category: n

d’ d’f ] a o d’ % o a o 1 v a dsj
Feature: banner mﬂiﬁngmmmmgm umwmmmmﬂm:mmmmnmﬁvﬂum a2l banner 1503

Conceptual Relation: 5 NW26
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Extraction: Random banners appear randomly. Companies that want to introduce their new products

(e.g., a new movie or CD) use random banners. (EB04.txt)

ER189 | Eng: static banner ad (EQ01.txt) Th: - Abbr: -

Concept: static banner ad Grammatical Category: n

Feature: Tanununusssuandslddnmindauluvizagniauanle

Conceptual Relation: 5 NW26

Extraction: 1. Basic, static banner ads are so simple you can make a few for your site in an

afternoon, and animated GIF banner ads aren't much more complicated. (E001.txt)
2. In the ensuing two years, the situation has actually increased in complexity, as new advertising

forms like so-called rich media evolve from static banner ads. (E144.txt)

ER190 | Eng: static ad (EBO2.txt) Th: - Abbr: -

Concept: static banner ad Grammatical Category: n

Feature: lawauninuidaniny tudniweasulmm

Conceptual Relation: 5 NW26

Extraction: 1. They were surprised when the text-heavy static ads outdrew the animated ones so
significantly in our test, but they shouldn't have been. (E001.txt)

2. Most Web-based job recruitment sites, for example, are composed of static ads. (EB02.txt)

ER191 | Eng: animated banner ad (E001.txt) Th: - Abbr: -

Concept: animated banner ad Grammatical Category: n

=~ P = ] oA o = e s &
Feature: banner ad LLUUNﬂ’]WLﬂ@@‘Lﬂ,W] sﬁ\?’quLﬂm\?gﬂmq\jﬂ m@mmmﬂﬂ LﬁN@uLﬂuﬂqWﬂuﬂ?ﬂqi@u

Conceptual Relation: 5 NW26

Extraction: 1. More common is the GIF-animated banner ad, which displays several different images
in succession, sometimes to create the effect of animated motion. (E015.txt)

2. Readers say animated banner ads on their favorite Web sites are annoying. (E001.txt)

ER192 | Eng: animated ad (E001.txt) Th: - Abbr: -

Concept: animated banner ad Grammatical Category: n

Feature: TN LLILNLANFNNA1N static ad

Conceptual Relation: 5 NW26

Extraction: 1. The editorial department at OSDN, using nothing but static text headlines and teaser
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paragraphs, routinely produces click-through rates to our stories that range from 25% to nearly
100%, while animated ads on the same sites' main pages, running in the 'premium' position at the
top of the page, get an average click-through rate closer to 0.25%. (E001.txt)

2. Use animated ads rather than static ones. (E015.txt)

ER193 | Eng: rich media banner ad (E015.txt) Th: - Abbr: -

Concept: rich media banner ad Grammatical Category: n

T
aa a

Feature: lswauniiiden Anle visald Java Way Shockwave

Conceptual Relation: 5 NW26

Extraction: Then there are rich media banner ads -- ads that use audio, video, or Java and

Shockwave programming. (E015.txt)

ER194 | Eng: rich media banner (EQQ7.txt) Th: waulan@edelssa Abbr: -

o

(Wil tamngAnng)

Concept: rich media banner ad Grammatical Category: n

Feature: banner IuAnsingann banner daifugisssnnn uanldannd uazuneaiainliiuan web

page Mad1aq

Conceptual Relation: 5 NW26

Extraction: 1. Still, rich media banners will cost more to produce and place; they are not available on

all web sites, and not everyone is a rich media fan -- the banners can sometimes slow down web
page loading times. (EQQ7.txt)

2. For example, Enliven claims that brand recall is about 34 percent higher than with a basic gif
banner, and that over half the visitors spend from 30 seconds to as much as 5 minutes interacting

with a rich media banner. (EQ07.txt)

ER195 | Eng: rich media ad (E015.txt) Th: - Abbr: -

Concept: rich media banner ad Grammatical Category: n

Feature: lusnunfdanududon dnwedeulansyils veaduiuulfneudugld

Conceptual Relation: 5 NW25

Extraction: On the other end of the spectrum are complicated rich media ads. Ads with elaborate

animation or user interactivity require much more extensive programming ability. (E015.txt)

ER196 | Eng: rich media (EQ07.txt) Th: - Abbr: -

Concept: rich media banner ad Grammatical Category: n

Feature: nsTamoungtluuuTudiwaunann static banner ad usivinliluaninalédnas
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Conceptual Relation: 5 NW26

Extraction: 1. In the ensuing two years, the situation has actually increased in complexity, as new
advertising forms like so-called rich media evolve from static banner ads. (E144.txt)
2. A recent survey from Jupiter Media Metrix found that visitors were twice as likely to return to a site

with faster-loading pages than they are to sites that provide rich media. (E086.txt)

ER197 | Eng: cost per click (E171.txt)/ cost-per- Th: - Abbr: CPC
click (E015.txt)/ Cost Per Click (E136.txt)

Concept: cost per click Grammatical Category: n

Feature: 35AAIA1 banner ad space wLUil IagAnann click-through rate

Additional Feature: giutiunisdnsziuanlnsanseulmimglusnnazdisziuiseideq ldaanTummnn

paulan (http://www.netlingo.com/inframes.cfm)

Conceptual Relation: 5 NW25

cost per click

|

click-through rate

NW27
CC = Cost - Criteria

ANBBLNE: N1TARTIANLLLL cost per click WAAATN click-through rate

Extraction: 1. Some Web publishers claim this 'cost per click' pricing scheme renders the
surrounding editorial content worthless. If a surfer sees an ad and does not click on it, then it is no
good. (E171.txt)

2. Publisher sites often sell banner ad space on a cost-per-click (CPC) basis. (E045.txt)

3. In the case of such objectives, exposure-based pricing metrics such as flat fee sponsorships,

CPMs, and even CPC -cost-per-click - (i.e. click-through rate) models may be appropriate.

(E142.txt)
4. A relatively new twist on affiliate programs is the CPC Link (CPC=Cost Per Click), also known as

affiliate links or click-thru links. (E136.txt)

ER198 | Eng: click-through rate (EBO1.txt) Th: - Abbr: CTR

Concept: click-through rate Grammatical Category: n

Feature: 1NU®NERAI984 page view #ia click unisuansanuiuiesavaesfiliananvianunilldaiy
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iwantefaanisaan banner ad ugeinanuaugngndsludadulosfiiu

Conceptual Relation: 5 NW27

Extraction: 1. Click-through rate (CTR): This describes the ratio of page views to clicks. It is
expressed as the percentage of total visitors to a particular page who actually clicked on the banner
ad. (E015.txt)

2. The click-through rate is considered to be more important by many advertisers since it measures

the number of users "delivered" to a site. (EB01.txt)

ER199 | Eng: click rate (E015.txt) Th: - Abbr: CTR

Concept: click-through rate Grammatical Category: n

Feature: fn9nFaeavaasfifiananiig banner ad uAIAAN

Conceptual Relation: 5 NW27

Extraction: 1. click rate
The percentage of visitors that view an ad and click on it. [TRAFFIC] (E170.txt)
2. Typical Web CPM's at major sites usually range from $10 to $80 and higher while the click rates

on some banner ads are as low as 2%. (E171.txt)

ER200 | Eng: ad click rate (E170.txt) Th: - Abbr: CTR

Concept: click-through rate Grammatical Category: n

Feature: m3n¥aaaz1e4 ad click e ad view UN9ATIFEN9N click-through rate

Conceptual Relation: 5 NW27

Extraction: 1. ad click rate
Sometimes referred to as "click-through rate," this is the number of ad clicks as a percentage of ad

views. [IPRO] (E170.txt)

ER201 | Eng: cost per thousand impressions Th: - Abbr: CPM

(EBO1.txt)/ cost-per-thousand impressions

(EBO4.txt)

Concept: cost per thousand Grammatical Category: n

Feature: N13AA31A" TUN19UARAS impression WNETamilsiuAL

Conceptual Relation: 5 NW26

CcC , ,
cost per thousand | ——p impression

NW28
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CC = Cost - Criteria

ANBELNE: NFAATIANLLIL cost per thousand 1RAMANN impression

Extraction: 1. CPM: cost-per-thousand impressions. The cost of delivering an impression to 1,000

people (or homes). (EB04.txt)

2. Banner advertising is typically measured and priced according to two features. One feature is the

cost per thousand impressions, called the CPM. (EBO1.txt)

ER202 | Eng: cost per thousand (E143.txt)/ cost- Th: - Abbr: -
per-thousand (E007.txt)/ Cost Per
Thousand (E171.txt)

Concept: cost per thousand Grammatical Category: n

Feature: N13AAT1ANA = UN el banner uuAvU s Tnadmann impression

Conceptual Relation: 5 NW26 wagz NW28

Extraction: 1. Most sites sell advertising space on a CPM basis, in a package consisting of a certain
number of impressions. CPM varies considerably -- you can expect to pay anywhere from $5 to
$100 per thousand impressions on a fairly popular site. (E015.txt)

2. Compare the cost-per-thousand for banner advertising on a comparably targeted web site to the

email sponsorship. (E007.txt)

3. About ninety percent of CPMs (Cost Per thousand) for Web advertising sites (Focalink 1996)

range from $10 to $150, with a median of $60. (E171.txt)

ER203 | Eng: impression (EBO1.txt) Th: ATUIUATINLAAS (THR57) | Abbr: -

Concept: impression Grammatical Category: n

T
v o 3

Feature: aunuafsnlawanludumalsngauligieasasi

al

Conceptual Relation: 5 NW28

Extraction: 1. Impressions are the number of times an ad is served up to be seen by a site visitor.
(E031.txt)

2. An impression refers to each time a page is viewed that is displaying the banner. (EBO1.txt)

ER204 | Eng: ad view (EB04.txt) Th: - Abbr: -

Concept: impression Grammatical Category: n

o > = A uaA v @
Feature: a1UUATIN ad banner Qﬂm’niﬁﬁﬂm LL@ZQ@QWQLEEN%NVL@W?H

Conceptual Relation: 5 NW28

Extraction: 1. ad views

Number of times an ad banner is downloaded and presumably seen by visitors. (E170.txt)
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2. The actual number of times the ad was seen by users may differ because of "caching” (which
increases the real number of ad views) and browsers that view documents as text only (which

decreases the number of ad views). (EB04.txt)

ER205 | Eng: flat fee (EB03.txt) Th: - Abbr: -

Concept: flat fee Grammatical Category: n

Feature: 31/uuUN19AAINAN TR LWALKLLLINAR T9asinuuATIAENERa luszazamile) tne

pnaaziyllsviuvise lisudsyiu traffic ae9viu sy

Conceptual Relation: 5 NW26

Extraction: 1. Flat fees, the earliest Web advertising model to appear, consist of a fixed price for a
given period of time. (E171.txt)
2. Flat fees were the earliest Web advertising pricing model. Flat fee pricing may be implemented

with or without traffic (the amount of individuals who visit a Web site) guarantees. (E144.txt)

ER206 | Eng: ad space (EB02.txt) Th: - Abbr: -

Concept: banner ad space Grammatical Category: n

Feature: WunUwAU lmsia11151U914 banner ad e s

Conceptual Relation: 5 NW26

Extraction: 1. If you want to sell ad space, your task is to convince potential advertisers that placing
a banner ad on your site is a good investment. (E045.txt)
2. Community members set up personal home pages on the site and advertisers buy ad space

targeted to community members. (EB04.txt)

ER207 | Eng: banner ad space (EB04.txt) Th: - Abbr: -

Concept: banner ad space Grammatical Category: n

d’j d’ a & dj o =< o . | IS d’lj d’lj d’ dll
Feature: Wunuuaumadiinmdinazanelnatinnan cost-per-click Wumilaunismauniuson luae

=
217

Conceptual Relation: 5 NW26

Extraction: 1. Purchasing banner ad space on the Internet is quite similar to buying ad space in

other media. (EB04.txt)

2. Publisher sites often sell banner ad space on a cost-per-click (CPC) basis. (E015.txt)

ER208 | Eng: banner swapping (EB04.txt) Th: - Abbr: -

Concept: banner swapping Grammatical Category: n

Feature: 31utunilaluni9919 banner ialawnnuuivlafuesdou Inadinisanasiudidnaeadulas
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' 1| = 1| =3 & 3| d‘ o ' =3 &
uiazeaazians banner a9sandauiulsfrasnu unnndenlaeiulnansaseudnaiolas

Conceptual Relation: 5 NW26

Extraction: There are several different forms of placing banner advertising on the Internet on others'

web sites. The most common forms are: Banner Swapping, Banner Exchanges, and Paid

Advertising... Banner swapping means that company A agrees to display a banner of company B in

exchange for company B displaying company A's ad. It is a direct link between Web sites.

(EBO4.txt)
ER209 | Eng: banner exchange (EBO1.txt) Th: - Abbr: -
Concept: banner exchange Grammatical Category: n

Feature: ﬂ’]ﬁ‘[ﬂﬂ@\‘iLL@ﬂLﬂgﬂulumiﬁ\lﬁﬁﬂmW%ﬂ@'mﬂu%‘lﬂﬂ Tneazudng banner TeearNInauiouanti
wnspalunsuan banner eamiluivlofasdau ssvnllAesasienii dufeileuans banner 789
anEnauaesAu banner 189ANAgnUaAAsTu L e EnALEY Tunangy aundinansnsnzy
2zl banner Unngluduladaials Welidhdanguifhmng Faddu deaneluideen 4 u

U a A o o 1 dl =3 & M v
fadepoararvuaiumisuas banner Nazantsng v lasfresnullls

Conceptual Relation: 5 NW26

Extraction: 1. Banner exchange organizations arrange for the trading of three or more partners...
Each time the participant displays a banner for one of the exchange's members it receives a credit.
After a participant has "earned" enough credits, its banner is displayed on an appropriate member's
site... Many of the exchanges also permit the participants to specify what type of site the banner can
be displayed on, thus allowing the advertiser to target what type of audience will see the banner ad.
(EBO4.txt)

2. Banner exchange programs offer a simple service. If you post a certain number of banner ads on

your site, they will post your banner ad on another site. Usually, this isn't an even exchange; you
have to post more than one banner ad for every one of your banner ads they post... The exact ratio
varies, but 2:1, posting two banner ads on your site for every one of yours posted on another site, is

a typical arrangement... The advantage of joining a banner exchange program is it's a free way to

get other sites to post your banner ads. The disadvantage is that you give up a lot of control over

where your ads are posted and what ads are posted on your site. (E015.txt)
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oT 0G
search engine —_— spider _ meta tag

NW29
OT = Object -Tool
OG = Object - Target

AN8BLNY: search engine 14 spider wsntindayaain meta tag WndnvinassiiinaldlunsAumdays

ER210 | Eng: spider (EB03.txt) Th: - Abbr: -

Concept: spider Grammatical Category: n

Feature: ltlsunsuAumdntud@n lnnsdulasisine inerhAnisedeyaaniiulafiuniiasse e

LAANTIEINNT

Conceptual Relation: 5 NW29

Extraction: 1. AltaVista. (www.altavista.digital.com), on the other hand, uses automated search
robots called spiders that visit your site and display listings based on the words found in your site's
content. (EB03.txt)

2. Certain spiders then read the information in the tags as a way to help them index the site.

(EBO4.txt)
ER211 | Eng: meta tag (EBO1.txt) Th: - Abbr: -
Concept: meta tag Grammatical Category: n

Feature: dquniivaeesia HTML Gaifasmnlasfazneslaiviu wiluwiudiddnyvizeumagaeslas

dusuli spider i lunnassaiilu search enigine

Conceptual Relation: 5 NW29

Extraction: 1. Meta tag. tag giving a spider (search engine) specific information, such as keywords
or site summaries; part of the HTML code. (EB04.txt)
2. Some search engines rely on "meta tags." These are HTML tags invisible to site visitors but which

guide the indexing of the page. (E085.txt)
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hyperlink

GS GS

reciprocal link affiliate link

NW30
GS = Generic - Specific

A1esuNe: hyperlink 71 M lunslasanuieliiduasstszinn@e reciprocal link wae affiliate link

ER212 | Eng: hypertext link (EBO1.txt) Th: - Abbr: -

Concept: hyperlink Grammatical Category: n

o P Aaa A o \ = P Y = o 9 a v @ 4
Feature: ?lﬂﬂ']']ﬂﬁi’ﬂgﬂmﬂmﬂ%ﬂﬁ"ﬂﬂqLL‘WL\N"U@\TL’]ULWW@HLLN’U@%@’]H sﬁﬁ@zuqaﬁ@ﬂiﬂﬂQLQULW@uu

Conceptual Relation: 5 NW25 wag NW30

Extraction: 1. A hypertext link is an item, such as text or an image, which has the address or location
of another web page attached to it. When a user clicks on the hypertext link, they are instantly
transported to the attached location and the associated web page is automatically loaded.
(EBO1.txt)

2. Users navigate from one page to the another by clicking on hypertext links within a page. Behind

most hypertext links is the location of a hypertext document. (EB04.txt)

ER213 | Eng: hyperlink (EBO1.txt) Th: - Abbr: -

Concept: hyperlink Grammatical Category: n

QI Aﬂl ] 4 ¥ v ‘é =3 :l/ o ‘ﬂl =3 = o ! o A ' =3 &
Feature: &sgne L ldeaanqantisluiumaniulilfqeauluiumamantu sieiu viesinadulas

Conceptual Relation: 5 NW25 wag NW30

Extraction: 1. Although hyperlinks enable the user to move around efficiently within a page via
anchors or to move to another page of content anywhere on the Web, they do not make HTML a
programming language. (EB02.txt)

2. The World Wide Web (WWW) whose key feature is the hyperlinks that allow users to quickly jump
from site-to-site is likely to be the main application for electronic commerce on the Internet.

(E148.txt)
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ER214 | Eng: link (EBO1.txt) Th: a9A (THR26), nsidianTle | Abbr: -

a

(THR38), @4l (THR45), N5

\Tanse (THR50)

Concept: hyperlink Grammatical Category: n

Feature: @snoa g1 ddeannidulasiuiisanuvianile

Conceptual Relation: 5 NW25 waz NW30

Extraction: 1. This ability to place, at no cost other than very simple programming, a link to any web
site in the world allows users to traverse the Internet, following paths that will hopefully lead them on
a useful voyage. (EBO1.txt)

2. Some sites don't like to provide links to other sites because they want to keep people on their own

site. (EB0O3.txt)

ER215 | Eng: reciprocal link (EBO3.txt) Th: - Abbr: -

Concept: reciprocal link Grammatical Category: n

Feature: link nnaguwaniasutiussurdnasdulas

Conceptual Relation: 5 NW30

Extraction: 1. Some sites will provide a link to your site if you provide a link to their site; this is
referred to as a reciprocal link. (EB03.txt)
2. Try finding web sites with similar themes and make deals to create reciprocal links. (E109.txt)

ER216 | Eng: affiliate link (E039.txt) Th: - Abbr: -

Concept: affiliate link Grammatical Category: n

IS4

aal lij [~3 & L2 lﬂl (=3 & . ‘ﬂl o
Feature: AauiislunisTawasndulas InaldaneuuniileNedunludulbfueanuann link Annuue

U

TwdulsfautaRaninlidnlasuinann link &

Conceptual Relation: 5 NW30

HO
affiliate link +— affiliate

PC PC PC

pay-per-click pay-per-lead pay-per-sale

NW31
HO = Holder - Object
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PC = Payee - Condition

'
vl o

ANBBUNY: HNTU affiliate link 89 ldludulasuesnuiEends affliate  tnsazldfuAinauunuay

Seulaseldiine pay-per-click, pay-per-lead 38 pay-per-sale

Extraction: 1. In its simplest form, an affiliate program allows other web sites to promote yours
(usually through banner displays) with a special affiliate link. Then, all visitors to your site coming
from an affiliate link are tracked and the affiliate is then rewarded in some manner. (E068.txt)

2. The siteowner stands to make some money, so long as enough visitors click on the affiliate links

and make purchases. (EQ78.txt)

ER217 | Eng: affiliate (EB04.txt) Th: - Abbr: -

Concept: affiliate Grammatical Category: n

Feature: fnawmzileiedeniasldaivlafuedativayu uazarlifuAnauunumuteulape
pay-per-lead, pay-per-sale Waz pay-per-click LALINLIIANALELE LTATAALILNUULLNANNANY 111

WUl pay-per-sale WaE pay-per-click

Conceptual Relation: ) NW31

Extraction: 1. In most cases, becoming an affiliate is as uncomplicated as signing up and linking to
the affiliate sponsor's site. (E006.txt)

2. Many merchants offer a hybrid selection of pay-per-lead, pay-per-sale, pay-per-click and two tier
commission structures. For example, FlowersFast.com pays 10 percent commission per sale and 5

cents pay-per-click bonuses for all new affiliates. (E052.txt)

ER218 | Eng: pay-per-click (E039.txt) Th: - Abbr: PPC

Concept: pay-per-click Grammatical Category: n

Feature: N1938ANARLUNWLLLNINES merchant azaneliiun affiliate 419150 unique visitor NgNTiNN

fadulasunami

Conceptual Relation: /) NW31

Extraction: 1. Pay-per-click commission structures pay affiliates a fee for every unique visitor that is
referred to the merchant site. (E052.txt)

2. Thousands of sites all over the globe have developed robots designed to defraud pay-per-click
programs. (E039.txt)

ER219 | Eng: pay-per-lead (E039.txt) Th: - Abbr: PPL

Concept: pay-per-lead Grammatical Category: n

Feature: N13318/AARLUNWLLLNENES merchant azaneliiun affiliate AmiunsthgnAunadasise

113n195097) sunuenivlasiaesnu
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Conceptual Relation: /) NW31

Extraction: 1. With a pay-per-lead commission structure, merchants pay affiliates a flat fee or bounty
for each qualified lead (customer) that is referred to the merchant site...Typical pay-per-lead
programs offer loan, credit card or insurance applications, Web hosting or a selection of FREE or
trial offers. (E052.txt)

2. The elimination of CPC programs freed up the Compliance Department at CJ, composed of four
people working full-time, to focus more on pay-per-lead fraud and compliance with the CJ Publisher
Agreement and Privacy Policy." says Todd Crawford, vice president, strategic alliances for

Commission Junction. (E039.txt)

ER220 | Eng: pay-per-sale (E052.txt) Th: - Abbr: PPS

Concept: pay-per-sale Grammatical Category: n

Feature: N13318IANAALWNLLLILINTNTS merchant azanslsiun affiliate AnudmIFasazaassslaann

AU RUANFALINNT

Conceptual Relation: ) NW31

Extraction: The pay-per-sale model is the most common and easily tracked commission structure.
Merchants pay commission based on a percentage of revenue generated by the sale of a product

or service from the affiliate site. (E052.txt)

unsolicited OB electronic mail
commercial e-mail
oM / \SM
GS opt-in double opt-in
spam ;é
opt-out

NW32
OB = Object - Problem
OM = Object - Method
o a Aaa o . X ~ = ) Y o o
ANRBLNE: AABNN99U95U electronic mail luEaslusnNgasLLLAS opt-in (A9NUNNU opt-out) NU
double opt-in wsidsiiuiloyuues electronic mail Aan1sgnuasiniilu unsolicited commercial e-mail

y 4
Faiilu spam AUl
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ER221 | Eng: electronic mail (EBO1.txt) Th: ldsealdaidnnseiingd Abbr: -

(THRO9)

Concept: electronic mail Grammatical Category: n

Feature: #87nN911LURWMAsER wazld SMTP WinulwsTnaaalunisds

Additional Feature: 18ANNNZ9D9 LENWATRTNE ABNAILADT

(http://www.voltapublishing.com/netgains/features/ecommerce/index.html)

Conceptual Relation: 5 NW25 wag NW32

Extraction: 1. Electronic mail and the Web are Internet-based media. (EB04.txt)
2. The Internet uses simple mail transfer protocol (SMTP) as the protocol to transmit electronic mail

and most business transactions. (E157.txt)

ER222 | Eng: e-mail (EBO1.txt) Th: aanangdlannsaiing Abbr: -
(THR02), lulssreiiel

Adnnaiind (THR22), Awua

(THR32), 8Lua (THR34)

Concept: electronic mail Grammatical Category: n

. S A A o o \ = @ - S 9y o Wy
Feature: m\‘mwmimmmmLﬂuLm@\‘immmyfaﬁwwuﬂumﬁmmmwuism TnafAn1danemn wildua

ARLFUNALALIINTININTRINND

Conceptual Relation: 5 NW25 uag NW32

Extraction: 1. E-mail is emerging as a marketing channel that affords cost-effective implementation
and better, quicker response rates than other advertising channels. (EB04.txt)

2. E-mail is another essential tool for low-cost site promotion. (E088.txt)

ER223 | Eng: opt-in (EBO1.txt) Th: - Abbr: -

Concept: opt-in Grammatical Category: n

Feature: n13nnasiudayasine Negluacnanla Ingazldiiunig e-mail §ldainnsnnausioann

Yo Y A o ¥ My ¥
senafiudeyavzaadaadnldusmanisludldnusiesnis

Conceptual Relation: 5 NW32

Extraction: 1. Opt-in: The opt-in list is the current standard and it is commonly used. It works like this:
(a) When you sign up for a service you are offered the option of receiving information on a variety of
topics.

(b) The person/company who took your information compiles it and then sells it to e-mailers who are

looking for people with interests which you have indicated you share. (E093.txt)
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2. The opt-in format allows users to take themselves off the list and add themselves back on

whenever they wish. (E117.txt)

ER224 | Eng: opt-out (EBO1.txt) Th: - Abbr: -

Concept: opt-out Grammatical Category: n

Feature: nseni@anniailuasndn Teynyia i deyallnaunsunynnadu

Additional Feature: 38UfjiRlun"9asinsann@n e-mail NEldreliaumuaanainsanisgds e-mail fiae
a . N, . aly ¥ A
n13AAN likn YiTadd e-mail Nievvaliauiesjresnuesn

(http://www.empiredd.com/Pages/Resources/Fags/e-glossary.html)

Conceptual Relation: 5 NW32

Extraction: 1. That's why it is also good to have an Opt-out feature that is a way to unsubscribe
easily. (E120.txt)

2. This is in stark contrast to the more common "opt-out" policy prevalent in the physical world in
which consumers may never know that data is being collected about them and possibly resold to

others without their knowledge. (E170.txt)

ER225 | Eng: double opt-in (E088.txt) Th: - Abbr: -

Concept: double opt-in Grammatical Category: n

V Yaos

V R I -. = o, Z ) 3 o
Feature: N13ANAY3L e-mail (7asnaula InanLizEmiizeyrraLdaiuazds e-mail innuina ligFuaLdu

~ 2
ANAN

Conceptual Relation: 5 NW32

Extraction: 1. Double opt-in: The double opt-in represents the most permission based on the

methods currently in use. It is rarely practiced. There are 3 basic conditions which define double
opt-in:

(a) you have given your permission for someone to send you e-mail on a specific topic of interest to
you, and

(b) that person/company has sent you an e-mail asking whether or not it is ok for them to send you
their specific resource, and

(c) you have replied "yes". (E093.txt)

2. Using a "double opt-in" process, it e-mails people on the lists to verify they're indeed willing to

receive solicitations. (E088.txt)
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ER226 | Eng: unsolicited commercial e-mail Th: Tulsudidaidnnsafindnd | Abbr: UCE

o

(E166.txt)/ Unsolicited Commercial E-mail mqﬁixmﬁlﬁ@mﬁ‘ﬁﬁ

(EBO4.txt) (THR21)

Concept: unsolicited commercial e-mail Grammatical Category: n

Feature: e-mail n19n13AAigedegFulneensedonnainunassinge wieuivanmuns lasnngusds

WAL

Conceptual Relation: 5 NW32

Extraction: 1. Unsolicited Commercial E-mail: or UCE involves an e-mailer obtaining your name from

a variety of sources (bulk e-mail lists for sale, extractor software) and then sending you a legitimate
commercial offer. UCE is identical to direct mail. (E093.txt)
2. Check with your Internet service provider or online service for ways to reduce unsolicited

commercial e-mail. Do not read junk e-mail. If the e-mail you receive looks questionable, simply

delete it. (E166.txt)

ER227 | Eng: spam (EBO1.txt) Th: - Abbr: -

Concept: spam Grammatical Category: n

Feature: unsolicited e-mail gtlutinising uenainiienaiudeacuiiddlinedianunau i olne tna

aztlaanuilasde Neg uardeyadAtyaus 1e9gds

Conceptual Relation: 5 NW32

Extraction: 1. People who use the word "spam" usually refer to any form of unsolicited e-mail.
(E093.txt)

2. Spam: spammers often obtain their e-mail lists in the same manner as UCErs do, however, their
offer is usually not a traditional offer, and for that reason they disguise their name, location, and other

significant information. Sometimes their intent is to defraud. (E093.txt)

ER228 | Eng: junk e-mail (EBO1.txt) Th: - Abbr: -

Concept: spam Grammatical Category: n

Ao ' A vo \ . \ ) A A Ay Ao =
Feature: e-mail Ninazliszydediuludes To 204 e-mail wsiazldiluTeaunlaiddonuuwny §

ATNUNNIAERTL spam

Conceptual Relation: 5 NW32

Extraction: 1. Usually, junk e-mail does not contain the recipient's address on the "To" line of the e-
mail. Instead, the addressee is anonymous, such as "good@business.com". (E166.txt)
2. Have you noticed how junk e-mail -- or spam -- has crept into our lives to the extent that the

complaining about it is waning? (E092.txt)
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ER229 | Eng: junk mail (EBO1.txt) Th: ldswaidaes (THR34) Abbr: -

Concept: spam Grammatical Category: n

T
' Yo '

Feature: apuNNgANUIUNINA NN TuENaRs et Ue mmmmm%gmmmamzuu

U al
'
o o

a @ & A a o Ay
LQ@@K»L']@L’]U ﬁi’ﬂL’ﬂ'ﬂ/]@%l}lq@?ﬂuiﬂ’]ﬁ"ﬂ'ﬂui@umq\iﬂ V]NE@NV’]TT@TU

Conceptual Relation: 5 NW32

Extraction: 1. Another method of obtaining e-mail addresses is use to software robots to scan the
WWW and collect addresses from public sources such as Usenet postings. Direct mail advertisers
have used this method for years, flooding the postal mail boxes with what many term "junk mail."
(EBO1.txt)

2. Web users are already tiring of the levels of junk mail generated by the online services to which

they subscribe. (EB02.txt)

ER230 | Eng: frequently asked questions Th: AonufionLes (THR31), | Abbr: FAQ
(EBO1.txt) ANDNNLL DY, HeA9
(THR34), floyunasiiag

(THR35)

Concept: frequently asked questions Grammatical Category: n

¥ o

Feature: LATaNauLILNN87 wazaayuanlun1sdanisiuAnIng) 2esgnAn wazinignAnFan

2 o < = o X v = Xy, X
NARAUTeILEENIN N TRz dulaTe lide

Additional Feature: $18n13A1naLduiuAn niamtesasiniuaonangidesgaiulas

(http://www.merchantworkz.com/glossary.asp)

Conceptual Relation: 5 NW25

Extraction: 1. Frequently asked questions (FAQs) is the simplest and least expensive tool to deal

with repetitive customer questions. (EB04.txt)
2. Research has shown that from FAQs on an online shopping site, customers have a better idea of

a company's product and feel more comfortable making the decision to buy. (EB03.txt)

ER231 | Eng: call center (EBO3.txt) Th: AuENANNILTANS Abbr: -

o a

(THR41), Aueiiznsdeyanis

NgAWI (THR51)

Concept: call center Grammatical Category: n

, o o o 5 o4 dd e o = L .
Feature: uuqmmm‘mmmi@uﬂm’flummmmmmmnmmmmﬁm&mummmqmmmm\m

Conceptual Relation: 5 NW25
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Extraction: 1. Today's call center is a comprehensive customer service entity in which EC vendors
take care of customer service issues communicated through various contact channels. (EB04.txt)
2. You can consolidate the number of channels customers need to talk to by hiring a call center to

manage your online purchasing site. (EB03.txt)

mass customization L» cookie

PM / \PM

push technology # pull technology

NW33
PT = Process - Tool
PM = Process - Method
A1BBLNE: mass customization NIen lAsREdRIITAS push technology WaZ pull technology Tmer

cookie Tun19sausIndRy s

ER232 | Eng: mass customization (EBO1.txt) Th: nsuam luguuumugs Abbr: -

2IgNAUAATAL (THR37)

Concept: mass customization Grammatical Category: n

Feature: N3 WLEN19NMNNZANALANABINI209gN ATUAATAY HADZLIWLLASD LUL push LATWLY

pull Ine/lfszlamiiann cookie

Conceptual Relation: 5 NW25 wag NW33

Extraction: 1. What has been found is that by creating mass customization, specifically configuring

services individually for the customer either by showing her popular associated products or by
showing her products she typically orders, your customer's buying experience becomes easier and
more personal. (EB03.txt)

2. Mass customization comes in two forms: push and pull. (EB03.txt)

3. Cookies turn out to be very useful for the implementation of mass customization principles.

(E158.txt)

ER233 | Eng: push technology (EBO1.txt) Th: - Abbr: -

Concept: push technology Grammatical Category: n
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Feature: nAlulag#vinliiin mass customization tluunisdsdayannaadesivgnanlilnednuls

1 919419 TnsenalugznimEvizelde Anassnilunidntias

Conceptual Relation: 5 NW33

Extraction: 1. To provide mass customization, two technologies are used:

-Push technology: The seeker is automatically provided with information by being sent to the right
place. (EBO3.txt)

2. Use an information delivery service (such as Info Wizard, My Yahoo, or PointCast) to find out what

is published on the Internet, including newsgroup correspondence about your competitors and their

products. Known as push technologies, these services provide any desired information including

news, some in real time, for free or a nominal fee. (EBO4.txt)

ER234 | Eng: pull technology (EBO3.txt) Th: - Abbr: -

Concept: pull technology Grammatical Category: n

a n:ll & Y KX v nzllu/ ¥ @ s v | ¥ ° o o ¥ = ! a
Feature: mmwlmqnmmmgwmLfmmmmm’mvmism D’]Lﬂuﬂ’ﬂyj@@'ﬁﬂﬂ&mﬂ@ﬁﬁm@ﬂL@Eﬂ'ﬁ‘]_lﬁ‘ﬂ'ﬁ‘

Conceptual Relation: 5 NW33

Extraction: 1. Pull technology is dependent on information that is specified by the visitor. The visitor
pulls information from the web site. (EB03.txt)

2. Many of the "pull" technologies that are of value to customers and businesses are not free

services; fees are charged. (EB01.txt)

ER235 | Eng: cookie (EBO1.txt) Th: @ﬂﬁ (THR16) Abbr: -

Concept: cookie Grammatical Category: n

Feature: WnzuAdNMILEInaFANuATasnaniaaastesfidianandulos uaziiualuansn

Tasinaares ineiulmMiiazarnnsnanandeyaesd dena o

Conceptual Relation: 5 NW33

Extraction: 1. Cookies are small files or tokens that are stored on a visitor's hard disk. They contain
data about the visitor and the visitor's current session. Cookies are created so that an application on
a web site can recall information about a current visitor's session. (EB03.txt)

2. This process is done with a device known as cookie, a file created at the request of a Web server

and stored on the user's hard drive, so the Web site can "remember" your past behavior on the

Internet. (EBO4.txt)
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online community

ol

discussion group

o o NG

message

chat room newsletter

board

NW34
GS = Generic - Specific
OT = Object - Tool
o a . . | o d’ . . % d’f ¥ d’ A ' [ 1
ANRELNE: discussion group LIUANSULULNTAY online community mwwuimﬂ‘lmmfmmmj Iun

message board, chat room LLaZ newsletter

ER236 | Eng: virtual community (EBO1.txt) Th: - Abbr: -

Concept: online community Grammatical Category: n

Feature: wiavsanAuiiauaulamiiow] Auuuduled dunquiihwngresinlasnnuazinnig

AAA

Conceptual Relation: 5 NW25 waz NW34

Extraction: 1. Virtual communities create new types of business-people with similar interests that are

congregated in one Web site, a natural target for advertisers and marketers. (EB04.txt)

2. The huge growth of virtual communities - people getting together in interest groups online -

promises to shift the balance of economic power from the manufacturer to the consumer. (E096.txt)

ER237 | Eng: online community (EBO1.txt) Th: - Abbr: -

Concept: online community Grammatical Category: n

' al' 1% %’/ é’ @ Y o a dll a v o o & =< | |
Feature: ﬂ@qwmmmwuuumu%m"ﬂmﬂmmmwuﬂmmiﬂ INLATNATINANNANNUS TN DT ULUAY

AnuTasreun

Conceptual Relation: 5 NW25 waz NW34

Extraction: 1. And since many customer-supplier relationships have to be sustained without face-to-

face meetings, online _communities are increasingly being used to serve business interests,

including advertising (chapter 12 and www.roguemarket.com). (EB04.txt)
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2. The vignette entitled Parenthoodweb illustrates the advertising and sponsorship opportunities

offered by the Parenthoodweb.com, an online community for parents and expecting parents.

(EBO1.txt)
ER238 | Eng: electronic community (EBO1.txt) Th: - Abbr: -
Concept: online community Grammatical Category: n

Feature: anundmivlvianinuiuanilasudaya apvnmniiu iauaisiiee iuuasinnudiAy

ANUFU e-commerce

Conceptual Relation: 5 NW25 uaz NW34

Extraction: 1. Electronic communities can create value in several ways as summarized in Figure

12.4. Members input useful information to the community in the form of comments, feedback,
elaborating their attitudes and beliefs, and information needs that is retrieved and used by other
members or by marketers. (EB04.txt)

2. In a series of papers, I've argued not just that cyberculture needs to be understood, but that

electronic community has primacy over electronic commerce. (E121.txt)

ER239 | Eng: discussion group (EB01.txt) Th: - Abbr: -

Concept: discussion group Grammatical Category: n

] g 4 o = = o = Y & o SN 2
Feature: ﬂ@ﬂﬂuwwmwau%mmunﬂumwm Lmzummummmﬂmmulw,i@\‘iuuj

Conceptual Relation: 5 NW34

Extraction: 1. A discussion group is a group of people with a common interest in a specific topic.

(E111.txt)
2. If your company sells stereo equipment, you can go to a stereo discussion group and see what
subjects are of interest to people, or what they are saying about your or your competitors' products,

providing you with a window into the consumer's mind. (EBO3.txt)

ER240 | Eng: message board (EB04.txt) Th: - Abbr: -

Concept: bulletin board Grammatical Category: n

= o = = & P coA o e =
Feature: @491 M lunsuanidasuanuaamiuuwdulfulauiu chat room uaRNeiuRsaNnIg

uanilaauANNAAILLIL message board Tusasinlunannaaiu

Conceptual Relation: 5 NW34

Extraction: 1. A message board is similar to a chat room in that it allows your site users to exchange
ideas and thoughts -- and it keeps them at your site while they do so. Message boards and other
forums differ from chat rooms in that they are asynchronous: Visitors do not communicate in real

time and therefore need not be present at a certain time in order to participate. (E117.txt)
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2. Typical services are message boards, including opinions and responses; and member activities,

such as what is going on, site statistics, chat rooms, free e-mail service, and free Web page.

(EBO4.txt)
ER241 | Eng: bulletin board (EBO1.txt) Th: - Abbr: -
Concept: bulletin board Grammatical Category: n

o

Feature: NINLARAAMNLNEINLUILDLRNIEATU msﬁmmmmmummmuamammu”Lm udeanidann

¥Aa community

Conceptual Relation: 5 NW34

Extraction: 1. The "store-and-forward," asynchronous nature of a forum makes it possible to create a
bulletin board where collections of messages about particular subjects can be stored in a database
and, in response to user queries, be dynamically turned into HTML pages. (EB04.txt)

2. Where appropriate, "community" features such as bulletin boards, newsletters and regular
competitions can encourage customers to return to a site. (E126.txt)

3. Collaboration tools such as newsgroups, chat groups, and bulletin boards can be used so

members of the groups can post comments and communicate with each other. (EB03.txt)

ER242 | Eng: chat room (EBO1.txt) Th: ¥iaeaunu (THR22), ¥iee | Abbr: -

At (THR34)

Concept: chat room Grammatical Category: n

Feature: an1undmiunudlzyanauwduladlunaimaaiy asliauisnFanaudaninuidelludn

o < 4 v dl' A ' = v . v a v
LACHBURINITD muumuwmuuj 19] Whiumresllaad1auilalunisaiie community LL@$1‘1/1‘]_I‘iﬂ’]ﬁ@ﬂﬁW

Conceptual Relation: 5 NW34

Extraction: 1. A chat room is a virtual meeting ground where groups of regulars come to gab (see
chapter 11 for technological explanation). The chat rooms can be used to build a community to
promote a political or environmental cause, to support people with medical problems, or to let
hobbyists share their interest. (EB04.txt)

2. Once the message is sent, it is gone forever (there is no undo button). Secondly, a message you

send on the chat room may be read by tens of thousands of people worldwide. (E166.txt)

ER243 | Eng: newsletter (EBO1.txt) Th: - Abbr: -

Concept: newsletter Grammatical Category: n

-

Feature: dayat1aansraaivlas aedanlaainisnainsaeivlslagazdndslinig e-mail

Conceptual Relation: 5 NW34

Extraction: 1. Keeping your site's visitors up-to-date with changes in the site's content, sales and
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promotional items, and related news is a great way to keep visitors coming back. One way to do this
is to publish an e-mail newsletter... If you offer news and information in your newsletters and do not
allow users to post to the group, the software and maintenance are, obviously, much simpler.
(E117.txt)

2. (a) You go to a website and sign up to receive information from that website, usually a newsletter.

(E093.txt)

traffi
hit iy \iM unique visitor

page view visit

NW35
SC - Subject - Measurement

ANRRLNE: traffic AINNTDIR teA0E hit, page view, visit 478 unique visitor

ER244 | Eng: traffic (EBO1.txt) Th: n91Wn (THR38), auns | Abbr: -

AN9iEisNTN (THR45)

Concept: traffic Grammatical Category: n

o A A @ - E Y 2 @ o =~
Feature: @ququﬂuWLﬂﬂNTNLquiﬁm Lﬂum‘i’amm’mﬂ’m"n’lmLQLIVLE]WIUEEILWH\‘ITG]

Conceptual Relation: 5 NW25 wag NW35

Extraction: 1. Flat fee pricing may be implemented with or without traffic (the amount of individuals
who visit a Web site) guarantees. (E144.txt)

2. Traffic allows you to measure how often your site is accessed. (E053.xt)

ER245 | Eng: Web site traffic (E011.txt) Th: - Abbr: -

Concept: traffic Grammatical Category: n

Feature: Wluasniauantalsz@nsninlugiuninannaasiiulasii

Additional Feature: A1uaugi8lenanuaznsidlenan i las

(http://www.marketingterms.com/dictionary/2/)

Conceptual Relation: § NW25 wag NW35
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Extraction: 1. Website Traffic Report also offers a FREE complete tracking and reporting system to
analyze your Web site traffic and evaluate the performance of your marketing programs. (E053.txt)
2. For example, business-to-business marketers are achieving significant success generating Web

site traffic by simply mailing an oversized postcard promoting the site to prospects and customers.

(E011.txt)
ER246 | Eng: Web traffic (EB04.txt) Th: - Abbr: -
Concept: traffic Grammatical Category: n

a do Wy LA ~ @
Feature: @QV]Q@]VI@W"]T.] hit ﬁi’ﬂ@qﬂﬂqﬁ‘L?ﬂﬂ@‘L’]ULWq

Conceptual Relation: 5 NW25 wag NW35

Extraction: 1. Hits have been widely criticized as a measure of Web traffic. (E170.txt)
2. One auditing service, Business Publishers Association International (BPA), employs the use of

page requests as their gauging device for Web traffic. (E171.txt)

ER247 | Eng: site traffic (EB03.txt) Th: - Abbr: -

Concept: traffic Grammatical Category: n

Feature: a9 Mussiiupanuianaaadulas Wiutladalun1sdssiiuneaiin s

Conceptual Relation: § NW25 waz NW35

Extraction: 1. Aside from running to your mailbox to collect commission checks, analyzing site traffic
can help achieve your goal of boosting affiliate sales and commissions. (E053.txt)
2. At a minimum, accurate information on site traffic must be made available to the advertiser so that

the advertiser can evaluate alternative Web media vehicles. (E170.txt)

ER248 | Eng: hit (EBO1.txt) Th: auaulidniinnsinan Abbr: -
(THR45)

Concept: hit Grammatical Category: n

L2
o

3 ] a a é’ =3 ac rd‘ o =K ]
Feature: N19NTENILFAZATNAATULULILLT TN T %Qﬂ‘féﬂﬁ"mglw,lﬁmuuvm L ﬂqﬁ‘mqquﬁﬁﬂﬂuﬁm
- ~ = o ° v o \ - = % =
ﬂ?@ﬂqiL?ﬂﬂ@LQULW’Q imﬂ'ﬁzu'ﬂmqwﬂququﬂi\iwwﬂqiﬁqquﬁﬁﬂmLLW@:@\?ﬂﬂ?zﬂﬂuﬂﬂQLQULunu Lﬂu@\j

nin M lun199m il ssansninnislasron

Conceptual Relation: 5 NW35

Extraction: 1. Hits - A hit refers to a single action on the Web server as it appears in the log file. A
visitor downloading a single file is logged as a single hit, while a visitor requesting a Web page
including two images registers as three hits on the server; one hit is the request for the HTML page,

and the two additional hits are requests for the downloaded image files. (E053.txt)
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2. When visitors reach a Web site, their computer sends a request to the site's computer (server) to
begin displaying pages. Each element of a requested page (including graphics, text, interactive
items) is recorded by the site's Web server log file as a "hit." (E170.txt)

3. Debates regarding appropriate advertising pricing models (e.g. CPMs versus ad banner
clickthrough rates) and confusion over the appropriate unit of analysis (i.e. hits, visits, unique visits,

page views, and the like), mire industry efforts to grow the medium as a business. (E143.txt)

ER249 | Eng: page view (EBO4.txt) Th: AuuANARNNASeNTN | Abbr: -

(THR45)

Concept: page view Grammatical Category: n

Feature: AuauATiLmantislsngsiadan page view nilsaariuiind1iduvane hit

Conceptual Relation: 5 NW35

Extraction: 1. page views
The number of times a particular Web page has been presented to visitors. [TRAFFIC] (E170.txt)
2. A single visit or page view may be recorded as several hits, and depending on the browser, the

page size, and other factors, the number of hits per page can vary widely. (EB04.txt)

ER250 | Eng: page impression (EB03.txt) Th: - Abbr: -

Concept: page view Grammatical Category: n

Feature: Fan@nati1edn page view ilusruuaiaiiumanilagnFananid@svines uanslieanuauai

NlfpTLimaiv

Conceptual Relation: 5 NW35

Extraction: 1. Page views: Also called page impressions, this is the number of times a particular Web

page has been requested from the server. (E015.txt)

2. You pay based on the page impressions (people going to that page) for the page on which your

banner is located. (EB03.txt)

ER251 | Eng: visit (EBO1.txt) Th: - Abbr: -

Concept: visit Grammatical Category: n

¥

Feature: AMuauAvaean aiianadiiu s Tnatfuainnisiesaedeyastnfinsdaiuaasidanas 17

al

dl % a dl o =3 Cd % :j/ ' G| ‘ﬂl :’/ 1
FIENTNVE ATENTRRUNUICHZININNIUUA faziiunisfasraniesaliifunnianauassl

Conceptual Relation: 5 NW35

Extraction: 1. A visit is commonly defined as a sequence of requests made by one user. Once a
visitor stops making requests from a site for a given period of time, called a time out, the next hit by

this visitor is considered a new visit. (E170.txt)
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2. Visits - Number of visits to your site. If a visitor is idle longer than the idle-time limit, WebTrends
assumes the visit ended. If the visitor continues to browse your site after they reach the idle-time

limit, a new visit is counted. (EB04.txt)

ER252 | Eng: unique visitor (EBO1.txt) Th: aruaugdnBenauilaidan | Abbr: -

1 (THR45)

Concept: unique visitor Grammatical Category: n

Feature: AauauAuusazauidsnaiiuloinieluszazinaiinivuun Inadn@uainiiet IP, domain

name LAz cookie

Conceptual Relation: 5 NW35

Extraction: 1. Unique Visitors - Number of unique visitors determined by IP addresses, domain
names, and cookies. (E053.txt)

2. unique visitor

A visitor that can be qualified as a unique individual within a given period of time. (E170.txt)

interactivity

SM
SM /
SM
SM

click-through

visit duration

conversion rate churn rate

NW36
SC = Subject - Measurement
o o a da X 4 ama o o @ o o o o © o ad
ANBELNEL: mmfmwmmﬁuum@ﬁgmmmmrgjmmmmLﬂummmm@mimmmmmmmu%mﬂm JRHREN

AN Ndiflusadanail visit duration, conversion rate, churn rate W& click-through

ER253 | Eng: visit duration (E143.txt) Th: - Abbr: -

Concept: visit duration Grammatical Category: n

1 dl ¥ k7 =3 & QI d“' d’ Yo o =3
Feature: ﬁQQLQZ\\WWQﬂﬂWL"HWLLZ\]&’ﬂ'ﬂﬂﬂ’]ﬂLQ‘]_le"ﬂﬁ] Wudanianldinaudniga

Conceptual Relation: 5 NW36

Extraction: 1. The time between the consumer entry and exit from a Web site is defined as the visit
duration (or session duration if only one site was visited during the session). (E143.txt)
2. Discussion has centred on the following measures of success:

* traffic;
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* visit duration;... A crucial measure is the duration of the visit. (E164.txt)

ER254 | Eng: conversion rate (E002.txt) Th: - Abbr: -

Concept: conversion rate Grammatical Category: n

o dl o o =3 (=3 o‘dJ o ¥ Vv Q’ QI o
Feature: fnsldlunsdnmnudnsaaaaiolas Eﬁdﬁ'ﬁﬂﬁﬁ‘ﬂﬂ‘illﬂg\ﬂﬂﬁQﬂﬂﬂ‘i‘LWN@\iﬂﬁuQﬂﬂQWN@zW]ﬂ

pinee] uazdaianeiianaaaiulasiti

Additional Feature: df19n5asiazaefidananiinansiflugie

(http://www.emakina.com/functions/glossary.cfm#)

Conceptual Relation: 5 NW36

Extraction: 1. Some ways to boost your conversion rate include improving navigation, simplifying
checkout process (such as one-step checkout and easily replaced passwords), and sending out e-
mails with special offers. (E002.txt)

2. "Although JCPenney had 1.6 million fewer visitors than Best Buy in November, the company had

half a million more buyers because its conversion rate was three times higher than Best Buy's."

(E017.txt)

ER255 | Eng: churn rate (E158.xt) Th: 8m91N19gyiRegnen Abbr: -
(THR41)

Concept: churn rate Grammatical Category: n

o A Y o A o A a P ' a v A a
Feature: ’ﬂ[?]ﬁ"W]Qﬂﬂ’]L@ﬂsﬂ@@uﬂWﬁﬁ"m_lﬁ‘ﬂ'1?Lu@ﬂ@qﬂbLNW’ﬂI@sLu@uﬂﬁﬁﬁ‘@‘Lli‘ﬂ’]ﬁ‘

Conceptual Relation: 5 NW36

Extraction: 1. These different examples underline why companies pay such attention to the churn
rate. Companies that solely rely on onerous marketing campaigns to replace the lost customers are
prone to serious survival problems before long. (E158.txt)

2. The Strategis Group asserts that the Internet service providers endure a five-times higher churn
rate, culminating to 10 per cent monthly. The main reasons invoked were "busy signals, connection

speed and poor customer service". (E158.txt)

T
o

ER256 | Eng: click-through (EBO1.txt) Th: AMUIUANTHEARNAILW | Abbr: -

{2114tun (THR26)

Concept: click-through Grammatical Category: n

17

Feature: AMuua3anfidasaunan banner i lUdwivlasfuedluwnn iugamtenlddnnansanly

VI Lol

Conceptual Relation: 5 NW36
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Extraction: 1. A Click-Through is an accurate count of the number of times that a user left a
publisher's Web site and successfully arrived at an advertiser's Web site. (E170.txt)

2. Web publishers were arguing that the problem with activity-based measures like click-through or
interactivity is that the Web publishers cannot be held responsible for activity related to an

advertisement. (EB04.txt)

ER257 | Eng: click (EB0O4.txt) Th: - Abbr: -

Concept: click-through Grammatical Category: n

o P a o v @ - = = o .
Feature: ’Qqu')uﬂﬁ\iwmLﬂﬂﬂmwﬂ@ﬂkﬂﬁmqLW@DLﬂﬂQLQUVLTWﬂﬂ\WEI‘QJqu AAMNUNNELALIINU ad click

al

Conceptual Relation: 5 NW36

Extraction: 1. Clicks (or ad clicks): every time a visitor clicks on an advertising banner to access the
advertiser's Web site. (EB04.txt)

2. clicks/adclicks

The number of times that an ad has been clicked by visitors. A measure of response to an ad

placement. [TRAFFIC] (E170.txt)

ER258 | Eng: ad click (EB04.txt) Th: - Abbr: -

Concept: click-through Grammatical Category: n

Feature: AMuua3anldpan ad banner iavadayaiisiinainglasmn

Conceptual Relation: 5 NW36

Extraction: 1. ad clicks

The number of times users ‘click" on an ad banner to request additional information from the
advertiser. (E170.txt)

2. Clicks (or ad clicks): every time a visitor clicks on an advertising banner to access the advertiser's

Web site. (EB04.txt)




NMANUIN A
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[

s L4 o ol @ o0 L o L4
31} nmuumwaw’lﬁ‘luuuwnmfagaﬁww

X>Y - X iflunananlvn) Y iflunuantiasaag X

(ABBR) - intia

(SYN) - ANND

(ANT) - ANRTITN

(EBxx.txt) - wilndayantisdaaainadsdayanism

(Exxx.txt) - windayalanansainAdadayanim

(THRxx) - LONA13819B9NN0 Nl

(TRXxX) - snennslutiunndeyadnwit

TRO01 | Eng: electronic business (EBO1.txt) Th: gsnadiannsaind (THR18)
Grammatical Category: noun Subject Field: electronic business

Definition: n3vinganssuynduneulugsnaiuaesiannsetind lddnauiuFaswesnisions nsfnse

19za19U mmﬁqﬁ@mmm’wj MintunieludINeu (THR22)

lllustration: The term electronic business also includes the exchange of information not directly

related to the actual buying and selling of goods. (EBO1.txt)

Note: flaluifienuneansuiuasinailuaina

Linguistic Specification: (SYN) e-business (EBO1.txt), (ABBR) EB (E104.txt)

Cross-reference: electronic commerce (TR002)

TR002 | Eng: electronic commerce (EBO1.txt) Th: waaiaeiaianynsaiing (THR09), dABNLRST
(THR12)
Grammatical Category: noun Subject Field: electronic business

Definition: dauntiinasganagidnnsetindniiuiesainisteadeya nanined uaz3nismnu

A 1 a rd' 5 @A o &
ATaTgAaNNaRalszna A ug U el

lllustration: Electronic commerce is defined as buying and selling of product, services or information

via computer networks, mainly the Internet. (E157.txt)

Note: flalufifienuneansuiuasnaiuana

Linguistic Specification: (SYN) e-commerce (EBO1.txt), E-commerce (E037.txt), E-Commerce
(E049.txt), e-Commerce (E139.txt), eCommerce (EBO1.txt), ecommerce (EBO02.txt), Internet

commerce (EBO1.txt), (ABBR) EC (EBO1.txt)
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Cross-reference: electronic business (TR001)

TRO03 | Eng: business-to-business (EBO1.txt) Th: gsnariugena, 1y (THR40)

Q a

Grammatical Category: noun Subject Field: electronic commerce

Definition: W1tlaeiaLannseindNngzyinsenineedAnsgsnanuedAnsgsna

lllustration: We prefer to use business-to-business (b2b) to denote dynamic systems relationships

between business partners. (EB02.txt)

Note: -

Linguistic Specification: (SYN) business to business (E102.txt), Business-to-Business (E056.txt),
Business to Business (E104.txt), (ABBR) B2B (EB04.txt)

Cross-reference: electronic commerce (TR002), business-to-consumer (TR004), business-to-

government (TR005), consumer-to-consumer (TRO06)

TR004 | Eng: business-to-consumer (EBO1.txt) Th: gsnafuguslna (THR10), 9T (THR40)

Grammatical Category: noun Subject Field: electronic commerce

Definition: Whiigeiaidnnsaiindinszvinszuinvesdnagsnanugusina

lllustration: Business-to-consumer and business-to-business are useful distinctions that help us

direct activities and investments in ecommerce. (E002.txt)

Note: -

Linguistic Specification: (SYN) business to consumer (E056.txt), Business-to-Consumer (E127.txt),

Business to Consumer (E114.txt), (ABBR) B2C (EB04.txt)

Cross-reference: electronic commerce (TR002), business-to-business (TR003), business-to-

government (TR005), consumer-to-consumer (TRO06)

TROO05 | Eng: business-to-government (E173.txt) Th: g7naiuigug, A (THR40)

Grammatical Category: noun Subject Field: electronic commerce

Definition: W1alaeiaidnnsetindinszvinssndneesAnsgsianuiguna

lllustration: Although business-to-government isn't likely to eclipse the overall size of the business-to-

business market--estimated at anywhere from $3 trillion to $50 trillion annually by 2005--government

e-commerce is a potentially large market. (E173.txt)

Note: -

Linguistic Specification: (SYN) business to government (E104.txt), (ABBR) B2G (E104.txt)

Cross-reference: electronic commerce (TR002), business-to-business (TR003), business-to-

consumer (TR004), consumer-to-consumer (TR006)
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a

TRO06 | Eng: consumer-to-consumer (EB02.txt) | Th: §iislnaiugising, T (THR40)

Grammatical Category: noun Subject Field: electronic commerce

Definition: wWhiigeiaidnnaatindnnssinszudnegidlnanudusine

lllustration: While this solution is extremely convenient for buyers who already hold credit cards, and

is a good model for consumer-to-consumer (C2C) payments, such as those required at auction

sites, it's not really an improvement, as far as | can tell, over credit card payments for business-to-

consumer (B2C) transactions. (E032.txt)

Note: -

Linguistic Specification: (SYN) Consumer to Consumer (E104.txt), (ABBR) C2C (EBO4.txt)

Cross-reference: electronic commerce (TR002), business-to-business (TR003), business-to-

consumer (TR004), business-to-government (TR005)

TROO07 | Eng: portal (EBO1.txt) Th: WU (THR30)

Grammatical Category: noun Subject Field: electronic commerce

Definition: Wasiggiaiannsafindgtuuumiiafifuunasdayaluzesiie nadniadenleelgiivlas

A sy
au N idayaiil

lllustration: A portal is referred to a site that serves as the "port of entry" onto the web. Portals are

designed to give web users the information they need as they first enter the WWW. (EBO1.txt)

Note: ffaqiiufiiisn1aia3nsines] emegadld iy 13019 e-mail uaziunai wiuiwa Jelfainen

T UNYTRANEINLENA N AT R AN A

Linguistic Specification: -

Cross-reference: search engine (TR008), directory (TR009), horizontal portal (TR010), vertical portal

(TRO11)
TRO08 | Eng: search engine (EBO1.txt) Th: ﬁuisﬂﬁu?msﬁuuﬁmﬂ@, VASTLR1AY
Grammatical Category: noun Subject Field: electronic commerce->portal

Definition: 13uvintszinnuilsnldisnisAumdayadaadAny

lllustration: Anyone can submit its URL to a search engine and be listed. (EB04.txt)

o o

Note: 1. tryaiAAnsinuuluiAinaaAnyt
2. NUANARINUANNIAL AN

3. ivlasflszinnilazldldsunsualiine flunissausandeyaaniivlasfsine) undnviinssell uda

o

wansuaiuqameanTasana il hlfasumaniadAtymuigAumiszy

o

4. fnvirninaasnlwiriae wtwiridlwsuladiuntirddullsuwnsy

Linguistic Specification: -

Cross-reference: portal (TR007), directory (TR008), search engine (TR040)
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TRO09 | Eng: directory (EBO1.txt) Th: WBuladansuy, lednnes

Grammatical Category: noun Subject Field: electronic commerce->portal

Definition: 3uvintszinmuilanliuinisdundeyalnauisdagyaiumuonny

lllustration: The correct choice of a category is important because the user navigates through the
directory and may not find the site if it is categorized differently than expected by the visitor.
(EBO1.txt)

o & '

Note: 1. 1TeyaJRANYS ”w?ﬁ'@\iﬁwﬁ”agcym?iﬁ@glﬁmﬁ@ﬁﬁdﬁ “g13UL (directory)” (THR34) AN ANIN
“Viu et Lﬁ@izqﬁu@ummu‘mﬁﬂﬁ

2. VUANARNUANNNIAL AN

3. %Hmﬁ‘lﬁﬂﬁmaLﬂumiﬁamImiﬂﬂ“\ﬂamwamlﬁuiﬁnﬁﬁuj feaglFFumalszifutaudnanaaninnn

susanlFlugudeyasvela

Linguistic Specification: (SYN) Web directory (EB02.txt), Internet directory (EB03.txt), online directory
(EB02.txt)

Cross-reference: portal (TR007), search engine (TR008)

TRO10 | Eng: horizontal portal (E055.txt) Th: WBuvindiald

Grammatical Category: noun Subject Field: electronic commerce->portal

Definition: 1uvinfilsiuinisdeyaluiesiie

lllustration: The Client Help Desk even mentions "horizontal portals" (e.g. Yahoo!, see above) adding

that these are "all-purpose portals." (E055.txt)

o

Note: 1. tryniAAninuuluiAinaaAnyt

o

=3 ' a d’ld % 1 ol 1 a 1 =
2. Buyheia il lfannAn lusnnvizeAraundinuasAsssuiilay

Linguistic Specification: (ANT) vertical portal (EBO2.txt)

Cross-reference: portal (TR007), vertical portal (TRO11)

TRO11 | Eng: vertical portal (EB02.txt) Th: IUYRNIZAL

Grammatical Category: noun Subject Field: electronic commerce—>portal

. ey < 1 dl Y a k7 2
Definition: L’J‘].W]'W]Iﬂ‘i.lﬁ‘ﬂ’]i“ﬂ@ﬁj@L’?).‘W’]ZWTLL

lllustration: Few companies as yet have made the transition to the new thinking about intermediary
roles that we explore in the section "Role Types," though vertical portals (or vortals) are starting to

address the directory needs of specific industries and interest groups. (EB02.txt)

<

Note: 1. tieyaiAANyInNN WA na ANy

o

@ ' a da/d ¥ U A U a U =
2. BuyhefaiifisngldannAn lusunvizeAaundnuasAsssuiiia

Linguistic Specification: (SYN) vortal (EB02.txt), (ANT) horizontal portal (E055.txt)

Cross-reference: portal (TR007), horizontal portal (TR010)
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TRO12 | Eng: electronic publishing (EBO1.txt) Th: §l¥isns@edidnnsatind

Grammatical Category: noun Subject Field: electronic commerce

Definition: wWhiigeiaidnnaatindgLluuuntianliiznistonann deya gunn @es vivedetszan

lllustration: We also need to consider the impact of electronic publishing on the cyber book retailing

business with a long-term perspective. (EB04.txt)

o

Note: 1. tryalAANinuN WAL na AN AL AL ANARTNUAN NI AN

2 Buladdssnnil iu misdenuivirelneansuuueanlay dgldannen s ANe99uLTaN Weamn

AUABAZLINTANNLATDANAY

Linguistic Specification: -

Cross-reference: electronic commerce (TR002), content provider (TR013)

TRO13 | Eng: content provider (EB02.txt) Th: §lWEnN91leun
Grammatical Category: noun Subject Field: electronic commerce

Definition: Wasiagiaiannsafindgtuuumienliuinsdeyauazilenisine sonldfsnsafraiumaise

wilauTulmsl

lllustration: You can work with a content provider who writes these pages, and each language
section of your Web site will start taking on a life of its own, as well as the characteristics (even

visually) of that culture. (E069.txt)

o o Y

Note: 1. 1TayamAAnwiinaenisula

2. Bulasfaiatilsne lFanANess i le NvTaAaNITn LaTA1RWANYTRLFNNT

Linguistic Specification: -

Cross-reference: electronic commerce (TR002), electronic publishing (TR012)

TR014 | Eng: online auction (EB02.txt) Th: miﬂmjmfau"l,@ﬂ

Grammatical Category: noun Subject Field: electronic commerce

=

Definition: wWhtiaeididnnaatindgLuuntieiiiunisudeduiuauasadui uasdausnlfausluredm

= & z
77 ReulalunnsTauneiy

lllustration: Bidders participating from different locations, and the ability to alter the length of time the

online auction takes, make a world of difference. (E116.txt)

Note: FIiLANARINAANNITAUANS

Linguistic Specification: (SYN) on-line auction (EBO1.txt), electronic auction (EB04.txt), e-auction

(E116.txt), Internet auction (EB04.txt)

Cross-reference: electronic commerce (TR002), forward auction (TR015), reverse auction (TR016),
Dutch auction (TR017), English auction (TR018), Yankee auction (TR019), sealed bid auction
(TRO20)
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TRO15 | Eng: forward auction (E116.txt) Th: nsisvaane

Grammatical Category: noun Subject Field: electronic commerce—>online auction

Definition: n191lszyananlatidnduien1iiunisanadudn

lllustration: Competitive bidding usually gets more advantageous prices for the seller on forward

auctions and for the buyer on reverse auctions. (E133.txt)

Note: TryniRAnyinuu luiAina ANyt

Linguistic Specification: (ANT) reverse auction (E057.txt)

Cross-reference: online auction (TR014), reverse auction (TR016)

TRO16 | Eng: reverse auction (E057.txt) Th: miﬂ‘ixaﬂm%

Grammatical Category: noun Subject Field: electronic commerce—>online auction

Definition: N9tlszyanaulaiantuiientiunsgaduin

lllustration: In a reverse auction, a single buyer posts a description of needed goods or services on a

marketplace for multiple sellers to bid on. (E133.txt)

Note: TryniRAnyinuu TuiAna ANyt

Linguistic Specification: (ANT) forward auction (E116.txt)

Cross-reference: online auction (TR014), forward auction (TR015)

TRO17 | Eng: Dutch auction (E004.txt) Th: nsusvyauuusang

Grammatical Category: noun Subject Field: electronic commerce—>online auction

T
o

Definition: n1st/szyananlatimsmlszyaGusiuazasligs udares- anaun uazduganistlszyaium

A Ay
WeaNgnnaslszya

lllustration: In a Dutch auction, the auctioneer begins with a high starting price at which level no one
is expected to bid and then lowers the bid gradually until someone buys (See "Bidwords," above.)

(E004.txt)

Note: NUANARINUANNITAUANA

Linguistic Specification: -

Cross-reference: online auction (TR014), English auction (TR018), Yankee auction (TR019), sealed

bid auction (TR020)

TRO18 | Eng: English auction (E004.txt) Th: nsUszyaiuusans e

Grammatical Category: noun Subject Field: electronic commerce—>online auction

Definition: n91/szyananlatidniuissyaduAnananisazniledu InaGudaasadunngn wasgaue

4

A gal
PRET1ANEI4R
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lllustration: An English auction starts the bidding at the lowest acceptable price and solicits

successively higher bids until the auction is closed. The highest bidder wins. (E133.txt)

Note: 1. MUANARATNUANNITAUANS

'
al

2. luseninanstseyaazuenianzaageannifiseyaluniziu

q

Linguistic Specification: -

Cross-reference: online auction (TR014), Dutch auction (TR017), Yankee auction (TR019), sealed bid

auction (TR020),

TRO19 | Eng: Yankee auction (E004.txt) Th: nsilszyauuuuen

Grammatical Category: noun Subject Field: electronic commerce—>online auction

Definition: nsilszyaaaulatimtih@udatinmenlulfunmusnnuaualilseys Tnasndugauean

7791 YTl wazinan lunnsiszyaninanay

lllustration: The Yankee auction is a multi-item version of the English auction, where winners are
determined by ranking bids according to highest price, then by largest quantity, then by earliest
time. (EQ04.txt)

Note: 1. TUANARATNUANNITAUANS

' '
¥ A ¥

2. adnaiunistsvyauuudengunssndaushediulssyaluangedn ussinanundusnlunisleszyall

al

v

Hiunnuun uavdtiulszyaanunsnssfunndudisesnislszyals

Linguistic Specification: -

Cross-reference: online auction (TR014), Dutch auction (TR017), English auction (TR018), sealed bid
auction (TR020)

TR020 | Eng: sealed bid auction (E133.txt) Th: n191sveady

Grammatical Category: noun Subject Field: electronic commerce—>online auction

Definition: n191/szyananlati litlainesanvesdiilszyanuls Witulssyaieaniaben uazdnusae

diuilszyageqn

lllustration: The sealed bid auction knows two versions: the first price sealed bid auction, and the

Vickrey auction in which the price is that of the second highest bid. (E146.txt)

o & g

Note: 1. tryalAAnyinuN TuiAna ANy

o

2. nstlszyagtunuiifiansilssinnpe nnslscyadusangagn way n19Ulsyaduaaisad wianIg

a a

Uszyanuiinazd

Linguistic Specification: -

Cross-reference: online auction (TR014), Dutch auction (TR017), English auction (TR018), Yankee
auction (TR019), first price sealed bid auction (TR021), second price sealed bid auction (TR022)
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TRO21 | Eng: first price sealed bid auction Th: N91523adUTIANGEA
(E146.txt)
Grammatical Category: noun Subject Field: online auction>sealed bid auction

Definition: nsilszyadunfausAadiulszyalusmnigegn

lllustration: The introduction presented already the main versions: English auction, first price sealed

bid auction, and Dutch auction. (E146.txt)

Note: TrynimAnyinuu luiAinaIAnyT

Linguistic Specification: -

Cross-reference: online auction (TR014), Dutch auction (TR017), English auction (TR018), Yankee

auction (TR019), sealed bid auction (TR020), second price sealed bid auction (TR022)

TR022 | Eng: second price sealed bid auction Th: N19UsryaausANTe3
(E146.txt)
Grammatical Category: noun S