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Introduction to Banking System in India
1.1 Origin

1.2 Meaning

1.3 Definition of Bank

1.4 Evolution of banking in India

1.5 Structure of Indian banking system
1.6 Functions of bank

08

1,2

Technology in Banking
2.1 Need & Importance of Technology in Banking
2.2 E-Banking
2.2.1 ATM, Credit Card, Debit Card, Tele Banking
mobile

Banking, Net banking
2.2.2 SWIFT(Society for Word Wide Web Internet
Financial

Telecommunication)
2.3 Concept & Benefit of core banking solution

10

1,3

Service Quality in E-Bank

3.1 Service Design

3.2 Delivery Strategy

3.3 Facility management

3.4 Security challenges in E- banking Service

10

13

Internet Banking Industry in India
4.1Payment & settlement system

4.2 Cheque Transaction System( CTS)
4.3 Electronic clearing Service

4.4 Electronic fund Transfer System
45 RTGS

10

2,3

Technology Up gradation and development

Global trend

Impact of IT on HR and customer

Privacy and confidentiality

Risk involved in computerized environment, Thresatd
damages

Control Mechanism

Computer system Audit

System Security

Legal frame work of electronic objective

The objective is to enable student to gain advance
knowledge of business practices and operation iergimg
sector viz retailing, logistic, services and agrsiness

10

12,3
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Chapter 9: Mobile Business Services:A Strategic Per  spective

The Competitive Landscape: A Mixture of It and Telecom Value Chains...............ccccvvveee. 154
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Network Operators

Chapter 16: M—Commerce in the Automotive Industry M aking a Case for Strategic
Partnerships
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Mobile Advertising as a Branding TOOL..........ccuuiiiiiiiiiiiiieec e 248
The Finnish Mobile Market. ... e 249
Attitudes Towards Mobile ADVEIISING..........uuuiiiiiiiiiiiiiee e 249
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Online and Mobile Advertising Created Traffic to the http://www.tupla.com/ website....253
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Loyalty of Website Visitors was Relatively Low Due to Long Campaign Period............ 255

Recommendations and Critiques for Advertisers Based on the Campaign Analysis.....255



