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Abkurzungsverzeichnis

ADSL = Asymetric Digital Subscriber Line-Technologie
AOL = Amerika Online

DBW = Die Betriebswirtschaft

E-Mail = Electronic Mail

EC = Electronic Commerce

EITO = European Information Technology Observatory
FAQ = Frequently Asked Questions

FedEx = Federal Express

FYI = For Your Information

GHJ = G+J EMS Analyse des GfK-Online-Monitors
GfK = Gesellschaft fiir Konsumforschung

10 = Informationsékonomik

IR = Internetshopping Report 98/99

ISDN = Integrated Services Digital Network

IT = InternetTrak Q 2 1998

[uKDG = Informations- und Kommunikationsdienste-Gesetzes
KKV = Komparativer Konkurrenzvorteil

Marketing ZFP = Marketing Zeitschrift fiir Forschung und Praxis

NIO = Neue Institutionendkonomik

S-HTTP = Secure Hypertext Transfer Protocol

SET = Secure Electronic Transaction-Protocol

SigG = Signaturgesetz

SSL = Secure Socket Layer

TCP/IP = Transmission Control Protocol/Internetworking Protocol
UPS = United Parcel Service

URL = Uniform Resource Locator

WWW = World Wide Web

ZfbF = Zeitschrift fir betriebswirtschaftliche Forschung
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