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E-Business

Employment impact
of electronic business

Every 2 years, the Bureau of Labor Statis-
tics develops 10-year projections of indus-
try and occupational employment, taking

into account likely changes caused by new
technologies and business practices. The 1998–
2008 series of BLS projections, published in the
November 1999 Monthly Labor Review, did not
specifically address the effects of electronic busi-
ness (e-business) on the economy, because of
the recent nature of the phenomenon and the rela-
tive paucity of information pertaining to it. This
article presents a first look at the extent to which
e-business could affect industries and occupa-
tions over the next decade. The impacts described
will be reflected, to the extent possible, in the
2000–10 projections, to be published in the No-
vember 2001 issue of the Review.

E-business, consisting of marketing and other
business processes conducted over computer-
mediated networks, is changing the way organi-
zations in many industries operate. It leads to the
automation of some job functions and replaces
others with self-service operations, raising out-
put per worker and dampening employment re-
quirements in some occupations, as well as in the
industries in which those occupations are con-
centrated. In contrast, e-business has spurred
employment in industries producing hardware,
software, and systems used by e-businesses and
in computer and other occupations associated
with websites and networks. Because of its in-
creasing pervasiveness, e-business may be af-
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fecting output per worker and employment in vir-
tually every industry.

Interest in e-business has spawned a host of
quantitative projections by private forecasters,
most of whom focus on cost reductions and in-
dustry sales growth; none specifically addresses
the impact on employment. Because of the gen-
eral dearth of quantitative information, the as-
sessment presented in this article is completely
qualitative. Prospective changes are discussed
in terms of e-business stimulating or dampening
employment or output in an industry or occupa-
tion. This approach differs from discussions in
previous Monthly Labor Review projections ar-
ticles, which incorporate the impact of numerous
factors and which present employment increases
or decreases from the base year to the target year.
The approach also focuses primarily on indus-
tries and occupations with the largest potential
impacts and those which, reportedly, are uniquely
affected by e-business.

What does e-business encompass?

Electronic business (e-business) is any process
that a business organization conducts over a com-
puter-mediated network. It includes buying and
selling, as well as a wide range of customer-, pro-
duction-, and management-focused processes
carried out by for-profit, government, or nonprofit
entities.1  E-business is based upon the process-
ing and transmission of digitized information, in-
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cluding text, sound, and visual images, from one computer or
some other electronic device to another. Most e-business proc-
esses are self-service, and some are or may soon become fully
automated.

Electronic-commerce (e-commerce) is that part of e-busi-
ness which involves buying and selling goods and services.2

E-commerce may be classified into three groups:

•  Business to consumer (B2C) includes retail transactions
of goods, such as books and computers, and services, such
as insurance, banking, and travel and ticket reservations.

• Business to business (B2B) includes transactions between
manufacturers, wholesalers, retailers, construction firms, farms,
service industries, governments, and nonprofit organizations.3

Completely separating the impact of B2C and B2B is difficult, be-
cause online business establishments may use the same resources
to deal with both consumers and businesses.4

• Consumer to consumer (C2C) consists primarily of indi-
viduals buying and selling through auctions.

Besides e-commerce, e-business encompasses many self-
service and automated information transmission activities.
Customer-focused processes enable buyers to obtain prod-
uct information online and then complete the transfer of own-
ership offline, in stores, in sales offices, or with a telephone
call or fax. Another component of e-business involves cus-
tomer relations, including direct marketing by e-mail and nu-
merous customer-self service transactions and after-sale proc-
esses and services, such as technical support (assistance in
operating and maintaining technical products), requests for
changes in service, updating records, transferring funds, and
viewing the status of transactions, orders, and deliveries.

Management- or production-focused e-business activities
involve the following functions or tasks:

• Procurement, including ordering, automated stock re-
plenishment, payment processing, and other electronic B2B-
related activities.

• Personnel-related activities, including online job
postings, applications, and candidate screening; education,
training, and testing; and employee self-processing of changes
in benefits, travel arrangements, expense reports, supply or-
ders, and the like.

• The use of networks for sharing information and data-
bases, internally and with selected outside organizations, includ-
ing suppliers, distributors, logistics partners, and customers;
these links broaden and speed up the flow of information.

• The expansion of communication and collaboration
through discussion forums, video- and audioconferencing,
global calendaring, and team and project management.5

E-businesses rely heavily on physical systems—some
unique, others used in “brick-and-mortar” (that is, physical)

business operations as well. Among these systems are
intranets and extranets—networks     built on Internet-based
technology. Unlike the Internet, intranets and extranets are
accessible only by certain individuals or organizations.
Intranets limit access to those within an organization and may
or may not be linked to the external Internet. Extranets are
networks linking organizations with a common interest—for
example, customers, suppliers, and other business partners.
Extranets greatly facilitate and speed the flow of information
in management- or production-focused e-business activities.

E-businesses create websites that are digital versions of stores,
catalogues, sales offices, branch banks, help desks, trading ex-
changes, and telephone and mail communications. These sites
afford self-service or partially self-service sales transactions, elimi-
nating or shortening the time sales and administrative support
workers spend with customers. E-mail is used by sellers to com-
municate with customers, answer their questions, and inform
them of the status of their orders or transactions, as well as to
develop long-term relationships with those customers, offering
them personalized, useful advice, articles of interest to them, and
information on new products. Customers can submit product
reviews and evaluations, register complaints, obtain product or
procedural information, and resolve problems, dealing with work-
ers in a customer service center. E-mail is also used for direct-mail
marketing and advertising.

Companies are increasingly establishing customer service
(call) centers that use e-mail or live phone connections to
provide procedural or problem-solving assistance, advice, re-
assurance, product information not found on a website, or
information on the status of orders. While most e-business
transactions can be completely self-service, the availability of
a physical customer service center increases the chances that
a visitor will make a purchase (or complete another type of
transaction), rather than abandon a site, and may also result
in a larger purchase than otherwise. Many industries, such as
catalogue and mail-order houses, store-based retailers, and
banking, operated telephone call centers prior to the advent
of e-business.

Companies engaged in “e-tailing” tend to keep their inven-
tory in one or a few central warehouses for regional, national,
or international delivery, except for digitized products, which
are downloaded online. “E-grocers” handling perishables,
online convenience stores, and some stationery and office
supply stores maintain local warehouses. The most efficient
warehouses are designed to “pick and pack” orders, ship pack-
ages to individuals, and handle returns, all with a sophisti-
cated inventory control system. These warehouse are much
different from traditional retail warehouses designed to ship
bulk items to stores, but they are identical to warehouses
used by catalogue and mail-order retailers. As regards deliv-
ery services, most sellers with local warehouses ship to cus-
tomers, using their own fleet of vehicles; those with central
warehouses arrange with air or trucking courier (package de-
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livery) services or the U.S. Postal Service, as do catalogue
and mail-order retailers.

Impact on occupations

Table 1 lists occupational groups and detailed occupations
that, on the basis of research conducted for this article, are
likely to be most affected by e-business activities.

E-business activities, in general, will spur employment needs
for workers involved in e-business systems and organization
and in website design. More computer workers are needed to
set up, maintain, and oversee the additional hardware and soft-
ware systems that e-businesses require. Among the workers
needed are computer and information systems managers, com-
puter systems analysts, computer engineers, computer sup-
port specialists, database administrators, computer scien-
tists, and computer programmers. Some of these workers may
have titles unique to e-business, such as web developer or
web master; or they may bear more general computer titles,
such as application developer or network systems administra-
tor or engineer.

E-business activities also require more artists and commer-
cial artists, designers, and writers and editors. Web pages
used in e-business consist of text and visuals designed and
developed by these workers. Some growth in the requirements
for such workers, however, may be offset by reduced needs in
print publication-related employment. E-business organizations
also make use of management analysts, to develop strategies
and integrate their Internet activities into existing operations.
These analysts are employed in-house or are contracted
through management consulting firms.

A number of factors could temper the need for additional
website and systems-related workers. For example, shakeouts
or consolidations of e-commerce firms, as have occurred over
the past year, limit the number of systems. Because systems

are highly scalable (that is, the need for workers depends mostly
on the size and sophistication of the system), needs will not
grow nearly as fast as the number of contacts or transactions.
Finally, because e-business permits self-service technical sup-
port, it dampens the need for computer support specialists.6

Administrative support occupations, including clerical,
account for more jobs—nearly 24.5 million in 1998—than any
other major occupation group.7  The group is projected to grow
more slowly than the average for all occupations, primarily
because of the effect of office automation on several large
occupations, including bookkeepers, accountants, auditing
clerks, and word processors and typists.8  E-business, which
automates many administrative support functions or makes
them self-service, is expected to have a further dampening
effect on employment requirements in these occupations. The
reason is that much of the information that administrative
support workers collect, manipulate, and distribute can be
digitized and transmitted over networks. Self-service systems
permit an organization’s employees, customers, business part-
ners, and others to input and retrieve information from the
organization’s computers without involving administrative
support workers. This means that fewer workers are needed
to answer questions, look up or enter computerized informa-
tion, make reservations, produce and process documents, and
prepare mailings. Affected occupations, among those employed
in most industries, include secretaries, general office clerks,
human resources assistants, order clerks, and receptionists;
industry-specific occupations (discussed later in the section
on industries) include reservation and transportation ticket
agents and travel clerks, brokerage clerks, bank tellers, new-
accounts clerks, loan and credit clerks, and postal clerks. The
electronic delivery of digitized products, such as books, maga-
zines, music and videos, business forms, and documents, elimi-
nates the need for workers handling these items, including
postal clerks, stock clerks, and shipping, receiving, and traffic

Table 1. Likely effect of e-business activities on employment requirements in selected occupations
[In thousands]

                                               Occupation Likely effect

All occupations ......................................................................................... 140,514
Executive, administrative, and managerial: ......................................................
Engineering, science, and computer and information systems managers ...... 326 Stimulates
Management analysts .................................................................................... 345 Stimulates
Purchasing managers, purchasing agents, and wholesale
and retail buyers ........................................................................................... 547 Dampens

Professional specialty: .....................................................................................
Artists and commercial artists ........................................................................ 309 Stimulates
Computer systems analysts, engineers, and scientists ................................. 1,530 Stimulates, except dampens for computer support

.................................................................................................................. specialists in postsales technical support
Designers ....................................................................................................... 335 Stimulates
Writers and editors ......................................................................................... 341 Stimulates

Technicians and related support: .....................................................................
Computer programmers ................................................................................... 648 Stimulates

Marketing and sales ......................................................................................... 15,341 Dampens
Administrative support workers, including clerical ............................................ 24,461 Dampens
Customer service representatives  (adjustment clerks) ................................. 479 Stimulates, but also dampens as more

.................................................................................................................. traditional duties are made self-service

Employment,
1998
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clerks; at the same time, more efficient distribution systems
and smaller inventories reduce the need for those workers who
are still involved in physical distribution.

Among administrative support occupations, e-businesses
may use more customer service representatives, also known
as adjustment clerks, than traditional businesses. These work-
ers investigate and resolve customer’s problems with goods,
services, or billing; take orders; or provide information and
advice.9  E-business has created a new role for customer serv-
ice representatives. While operators of websites seek to pro-
vide all the information users need to complete transactions,
they often do not succeed. Through phone or e-mail contact,
customer service representatives provide e-business custom-
ers with procedural assistance, advice, reassurance, resolu-
tions of their problems, and product information not found on
websites; in brick-and-mortar businesses, many of these func-
tions are performed face to face or over the telephone by sales
and administrative support workers, including customer serv-
ice representatives. The employment of representatives ap-
pears to be increasing as firms upgrade customer service op-
erations, but most e-business transactions still do not require
personal contact.10  E-businesses may choose to hire more
customer service representatives because they are finding
that personal contact provided by these workers can stimu-
late sales and customer loyalty; however, to the extent that
new technologies automate responses to e-mail questions,
and as websites become more interactive, customized, and
user friendly, as networks transmit information faster, and as
customers become more “web savvy,” the proportion of trans-
actions requiring personal service could decline, offsetting
somewhat the demand for additional clerks. Furthermore, e-
business automation and self-service dampen the need for
these workers in brick-and-mortar activities.

E-business activities are expected to dampen employment
requirements for marketing and sales occupations. Self-serv-
ice and automation using websites and e-mail permit sales
without the need for workers in this major occupation group.
For example, e-business dramatically streamlines the sales
process by providing customers—businesses and consum-
ers—with a potentially unlimited amount of information on
products. E-business also helps users locate products, deter-
mine their availability, choose among alternative delivery ar-
rangements, and process orders and payments. Furthermore,
customers may have access to interactive devices that help
them calculate their needs for certain products and custom-
configure complex products such as computers and invest-
ment portfolios. Decision-support software offers tailored
purchasing advice for complicated transactions. Developing
technologies should permit increasingly sophisticated trans-
actions to be undertaken without the need for sales workers.

E-tailing also permits partial self-service; that is, custom-
ers obtain information about products online before turning
to sales workers to help them view or test products, to receive

assurances, and to complete transactions. Each sales worker,
in turn, handles more transactions, so the number of sales
workers required is lower. Several other aspects of e-business
also increase sales worker output; for example, e-businesses
may use website advertising and e-mail to seek customers. Those
customers found in this fashion are referred to sales workers, so
the overall amount of time sales workers spend “prospecting”
for customers may be reduced. E-tailing also facilitates and speeds
up the flow of paperwork associated with real-estate, insurance,
securities, and other complex transactions.

Online resources (for example, extranets and online
conferencing) enable B2B sales workers to obtain more infor-
mation about clients’ needs and to improve communications
with buyers and purchasing agents. Automated negotiation soft-
ware, which determines prices, specifications, and terms of serv-
ice, reduces or even eliminates the need for sales workers, as do
online auctions and other business intermediaries.11  These
same e-business systems also dampen requirements for pur-
chasing managers, purchasing agents, and wholesale and
retail buyers.

Effect on industries and staffing

Table 2 lists industry clusters, industry divisions, and de-
tailed industries that are likely to be most affected by e-busi-
ness activities.

Infrastructure. Industries that provide the hardware, com-
munication links, software, and knowledge needed for e-busi-
ness are generally referred to as infrastructure industries.12

For the purposes of this article, such industries include the
following construction, manufacturing, and service industries:
the water, sewer, pipeline, and communications and power
line construction industry (SIC 1623) installs fiber-optic or other
cable used for Internet communication networks and constructs
other communication facilities for the “information highway.”
Establishments in drawing and insulating of nonferrous wire
(SIC 3357) manufacture the cable. The computer and office
equipment (SIC 357), communication equipment (SIC 366), and
electronic components manufacturing (SIC 367) industries pro-
duce computers and related devices, including those through
which users access the Internet; communication equipment
through which the Internet operates, including switches, rout-
ers, hubs, bridges, modems, and servers; and components such
as semiconductors and printed circuit boards for use in com-
puters, communication equipment, and instruments. Establish-
ments in the telephone and cable communications services
industries (SICs 481 and 484) provide voice telephone and data
transmission services and video programming via wire (coaxial
or fiber cable) or wireless technologies and maintain the com-
munication infrastructure used by e-business. Establishments
in computer services (SIC 737) provide packaged software pro-
grams and numerous business services, including integration
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Table 2. Likely effect of e-business activities on output and employment requirements in selected industries
[In thousands]

                                         Effect of e-business1

All industries ........................................................................ 128,008

Infrastructure: ................................................................................
  Water, sewer, pipeline, and communications and power
     line construction, SIC 1623 ....................................................... 257 Stimulates output and employment needs.
  Drawing and insulating of nonferrous wire, SIC 3357 .................... 73 Stimulates output and employment needs.
  Computer and  office equipment, communication
   equipment, and electronic components manufacturing,
      SICs 357, 366, and 367 ............................................................ 1,321 Stimulates output and employment needs.
  Telephone and cable communications services, SICs 481
     and 484 ..................................................................................... 1,188 Stimulates output and employment needs.
  Computer services, SIC 737 ......................................................... 1,599 Stimulates output and employment needs.
  Management consulting services, SIC 8742, part of
    management and public relations services, SIC 874 .................. 367 Stimulates output and employment needs.

Sales related: .................................................................................
  Retail trade, except eating and drinking places and
    nonstore retailers, SICs 52–57 and 59, except 596 .................... 14,536 Dampens output and employment needs.  Particularly affects marketing
....................................................................................................... and  sales workers (52), stock clerks (10), and store managers (about 3).
....................................................................................................... Stimulates need for customer service representatives (0.5).

  Catalogue and mail-order houses, SIC 5961 ................................. 230 Both stimulates and dampens output and employment.   Stimulates need
....................................................................................................... for customer service representatives, but dampens need for other sales
....................................................................................................... workers, order clerks, and customer service representatives (estimated
....................................................................................................... at 30 percent for all 3) in catalogue and other activities.

  Wholesale trade, SICs 50 and 51 .................................................. 6,831 Dampens output and employment overall.  Particularly affects marketing
....................................................................................................... and sales workers (24) and administrative support workers, including
....................................................................................................... clerical (26). Stimulates output and employment in order
....................................................................................................... fulfillment for e-tailing.

Arrangement of passenger transportation, SIC  472 .................... 219 Dampens employment needs.
Securities and commodity brokers and dealers, SICs 621

 and 622 .................................................................................... 645 Dampens employment needs.  Particularly affects marketing and sales
....................................................................................................... workers (31), and administrative support workers, including clerical
....................................................................................................... (31), but stimulates need for customer service representatives (1).
.......................................................................................................

Insurance carriers, agents, and brokers,
    SICs 63 and 64 ........................................................................... 2,344 Dampens employment needs, but stimulates need for customer service
....................................................................................................... representatives (3).

Real-estate agents and managers, SIC 653 ................................ 1,471 Dampens employment needs.  Particularly affects real-estate sales
....................................................................................................... workers (12 percent of industry employment, as well as 245,000 self-
....................................................................................................... employed) and administrative support workers, including clerical (29).

Videotape rental, SIC 784 ............................................................ 165 Dampens output and employment needs.

Goods producing, except infrastructure related: ............................
Construction, SICs 15–17 ............................................................ 5,985 Could dampen output and employment needs.
Manufacturing, SICs 20–39 (overall) ............................................. 18, 772 Dampens employment needs.
Publishing, SICs 271–274 .......................................................... 779 Dampens employment needs.  Particularly affects printing workers (12)

....................................................................................................... and workers handling stock (11).  Could stimulate need for writers and

....................................................................................................... other “content” workers (18).
Printing, SICs 275–279 ............................................................... 766 Dampens output and employment needs.

Services producing, except infrastructure and sales related: ........
Local and long-distance trucking and terminals, SICs 421

and 423 ................................................................................... 1,579 Stimulates output and employment needs in e-tailing package delivery,
....................................................................................................... but dampens them in other activities.

Public warehousing, SIC 422 ....................................................... 166 Stimulates output and employment needs.
U.S. Postal Service, SIC 43 ........................................................ 867 Stimulates output and employment needs in e-tailing package delivery,

....................................................................................................... but  dampens them in other activities.
Air  transportation, SIC 45 ........................................................... 1,183 Stimulates output and employment needs in e-tailing package delivery,

....................................................................................................... but dampens them in other activities.
Radio and TV broadcasting, SIC 483 ........................................... 247 Could dampen output and employment needs.

.......................................................................................................
Mailing, reproduction, commercial art and photography,

    and stenographic services, SIC 733 ......................................... 316 Stimulates output and employment needs in commercial art
....................................................................................................... and photography, but dampens them in other activities.

Depository institutions, SIC 60 .................................................... 2,042 Dampens employment needs.  Particularly affects administra-
....................................................................................................... tive support workers, including clerical (66), but stimulates need
....................................................................................................... for customer service representatives (2).

Wage and
 salary

 employment,
1998

Industry

See footnote at end of table.
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systems design, programming, information retrieval systems,
and management of computer facilities. A variety of services
for e-business, along with Internet portals, are in this indus-
try.13  Establishments in management consulting services (SIC

8742), part of management and public relations services (SIC

874), provide counsel and assistance to managers of private,
nonprofit, and public organizations in many areas, including e-
business strategies, integration, and technology development.

The development of infrastructure, including facilities and
systems that permit faster transmission of more information and
improved software applications and technologies, is critical to
making e-business more attractive to potential users and to
fostering e-business growth. Such development is expected to
stimulate output and employment in infrastructure industries.14

Sales related. E-sales have the greatest potential to affect
employment in industries with a large proportion of sales work-
ers. For this analysis, sales-related industries are defined as
those with at least 20 percent of their employment in marketing
and sales occupations.15  In general, e-sales stimulate the need
for workers among pure e-business retailers, while dampening
it in industries in which sales and administrative support worker
functions are made self-service, are automated, or are shifted
to other industries.

Retail trade establishments (SICS 52–57 and 59), except
nonstore retailers (SIC 596),16  buy and resell merchandise, gen-
erally for personal or household consumption.17  Most are
stores designed to attract walk-in customers and with mer-
chandise displays and a stock of merchandise, but some are
warehouses servicing retail chain stores. These brick-and-
mortar establishments are distinguished from pure electronic
commerce operations. Some also have e-commerce (and cata-
logue) operations and may be known as “click-and-mortar,”
or multichannel, establishments. Retail trade establishments
are further classified according to the products they sell.18

Many “click-and-mortar” retailers seamlessly integrate e-busi-
ness into their store operations. For example, they offer online
ordering with the option of picking up or returning merchan-
dise in a store, they place Internet kiosks in stores and con-
nect cash registers to their websites to offer online product
information and to permit online orders, and they integrate

functions such as advertising, buying merchandise, and main-
taining inventory.

E-business should dampen employment needs in this in-
dustry. Most e-tailing sales growth will be at the expense of
traditional in-store sales. E-tailing permits sales transactions
without the need for occupations that accounted for nearly 2
out of 3 retail workers in 1998. These occupations include
marketing and sales workers (52 percent)—mostly sales work-
ers, cashiers, and supervisors—stock clerks (10 percent), and
store managers (about 3 percent). In contrast, the employ-
ment of customer service representatives (only 0.5 percent of
workers in retail trade establishments) should be stimulated
as they assume some functions formerly handled by sales
workers. Operating a website and staffing a “pick-and-pack”
warehouse (as opposed to a conventional one) spur the em-
ployment of computer specialists and stock clerks, but over-
all, lower in-store needs should more than offset these gains.
Online ordering with in-store pickup (rather than delivery by a
courier service) or other variations may have less impact on
store employment.

E-tailing also permits partial self-service, as customers ob-
tain product information online     before coming to stores or
sales offices, so that each sales worker handles more transac-
tions. Furthermore, in-store sales may be lost to pure e-tailers
classified in catalogue and mail-order houses (SIC 5961).

E-tailing facilitates outsourcing of functions, and therefore
output and employment, to other industries. Arrangements in-
clude routing orders directly to wholesalers (SICs 50 and 51) or
warehouse operators (SIC 422) for fulfillment;19  outsourcing the
operation of a customer service center to business services (SIC

738); and delivery to air or truck transportation firms or the U.S.
Postal Service. Online delivery of digitized products eliminates
the need for stock clerks, shipping, receiving, and transportation
clerks, and truckdrivers. Online sales of computers and motor
vehicles could reduce in-store sales to the point that some
motor vehicle dealers and computer stores become largely
repair facilities; if so, they could be reclassified from retailing
to repair services. However, the impact of e-business on mo-
tor vehicle dealers is not at all clear.20

Establishments in catalogue and mail-order houses (SIC

5961), part of nonstore retailers (SIC 596), buy and resell mer-

 Employment agencies, SIC 7361 .............................................. 322 Dampens output and employment needs.
Health services, SIC 80 ............................................................. 10,829 Dampens output and employment needs. Particularly affects administra-

....................................................................................................... tive support workers, including clerical (18).
Education services, SIC 82 ....................................................... 11,175 Little or none.

1  Numbers in parentheses refer to employment in the occupation as a percent of the industry total.

Table 2. Continued—Likely effect of e-business activities on output and employment requirements in selected industries
[In thousands]

                                          Effect of e-business1Industry
Wage and

 salary
 employment,

1998
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chandise, generally for personal or household consumption.21

Pure e-commerce (that is, online-only) establishments and
those using television commercials (home shopping) are in-
cluded in this industry, as are establishments of manufactur-
ing firms, located apart from their plants for the purpose of
marketing their products online to consumers.22  Most of these
enterprises ship merchandise from a warehouse directly to
customers and maintain a telephone customer service (call)
center to take orders or assist with online purchases. They
may maintain stock for sale or have third parties maintain
stock and fill orders. Many traditional cataloguers and mail-
order houses entered e-tailing early, because their existing
call centers, warehouses, and delivery arrangements were simi-
lar to those needed for e-tailing and because their customers
were comfortable buying on the basis of pictures and descrip-
tive text.

The sale of goods over the Internet stimulates output and
employment needs in both pure e-tailing establishments and
the e-tailing component of traditional catalogue and mail-or-
der houses. However, several factors may limit their growth.
These establishments face competition from store-based ones
(SICs 52–57 and 59, except 596) that have e-tailing operations.
In addition, within the industry, some e-tailing sales growth
will be at the expense of catalogue and mail-order sales. This
shift dampens employment needs, because e-tailing permits
ordering and servicing without order clerks, sales and related
workers, or customer service representatives (estimated at 30
percent for all three occupations in 1998).23  However, such a
shift also spurs the need for customer service representatives
involved with e-tailing purchases. In addition, operating a
website stimulates computer and art-related employment, al-
though, on balance, employment losses appear to outweigh
gains.24  On average, a Web transaction costs half as much to
process as a catalogue transaction.25  Employment growth
could also be moderated because many pure e-commerce
operations outsource customer service and order fulfillment
to establishments in other industries.

Establishments in wholesale trade (SICs 50 and 51) are in-
termediaries in the distribution of merchandise. Most provide
their customers—retailers, manufacturers, other wholesalers,
governments, construction contractors, farms, and other or-
ganizations—with goods made by many manufacturers and
allow them to devote minimal time and resources to transac-
tions. In addition to selling, these establishments may pro-
vide clients with transportation, credit, marketing assistance,
technical advice, and installation and repair services. There
are three types of wholesalers: (1) wholesale merchants or
distributors, which purchase goods from manufacturers and
sell the goods to other organizations; (2) wholesale agents,
brokers, and exchanges; auction companies; commission mer-
chants; and manufacturers’ representatives, which coordinate
the sale of goods from one party to another, but seldom take
title to or handle the goods in the process; and (3) sales

branches and offices of manufacturing firms, located apart
from their plants, that market their own products.

In one e-tailing model, wholesale distributors fill orders for
online retailers, including ownership of inventory, picking and
packing orders, and handling returns. This arrangement stimu-
lates output and employment requirements. However, a number
of other changes wrought by e-business should reduce employ-
ment requirements. For example, wholesaler-distributors use
websites to serve customers, permitting them, like retailers, to
operate with fewer marketing and sales workers (24 percent)
and fewer administrative support workers (26 percent).26  In
addition, within this industry, online agents, brokers, and busi-
ness exchanges operate with fewer sales and administrative
support workers than do traditional wholesalers. The greater
use of online brokers and exchanges may also shift the em-
ployment of precision production, craft, and repair workers,
as well as operators (including vehicle operators), fabricators,
and laborers (30 percent), to other industries.

The arrangement of passenger transportation industry
(SIC 472) includes travel agencies that furnish travel informa-
tion and act as agents in selling tours and transportation,
rental car services, and lodging services. The industry also
has tour operators who arrange and assemble tours for sale
through travel agents or who sell on their own account. Air-
lines’ joint-venture online travel websites that are separate
from airline operations are in the industry as well.27

E-business dampens employment needs in this industry.
Online travel information sites of airlines, hotels, government
tourism offices, convention and visitor bureaus, and others
could reduce the number of people who turn to agents for
information.  Online travel agencies permit self-service reser-
vations, without the need for travel agents and supervisors
(55 percent) or for reservation and transportation ticket agents
and travel clerks (10 percent).28 Online travel agencies also
automate some functions performed by other administrative
support workers (14 percent).

Securities and commodity brokers and dealers (SICs 621
and 622) buy and sell securities and commodity contracts and
provide advice to investors. Traditionally, full-service firms
bundled the execution of trades and investment advice into
one transaction fee, with advice provided by securities, com-
modities, and financial services sales workers (registered sales
representatives) assigned to specific customers. Discount bro-
kers, who existed before the advent of online sales of securi-
ties, allowed customers to place buy or sell orders that were
neither solicited nor recommended by sales workers, gener-
ally provided less advice, and charged a commission that was
discounted from the one charged by full-service brokers.
Online brokers are an extension of discount brokers, but are
able to offer a vast amount of investment information and
advice through their websites and e-mail; these brokers are
currently developing the ability to customize their online in-
vestment advice.29  (Full-service brokers also provide account
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and market information and research online.)
E-business dampens employment needs in this industry. E-

trading permits security sales without the need for marketing and
sales workers (31 percent), who are primarily securities, com-
modities, and financial services sales agents (25 percent). To the
extent that transactions entail assistance by customer service
representatives (1 percent),30  employment requirements in this
occupation will rise. E-business also permits partial self-service
as customers of traditional brokers obtain account, market, and
investment information online and then place orders with sales
agents (who can handle more customers in this model). E-trading
also makes self-service or automates functions of administrative
support workers (33 percent), such as brokerage clerks (9 per-
cent) and secretaries (6 percent), who help open accounts, pro-
vide information to clients, write up orders, and handle account
records.

Insurance carriers (SIC 63) underwrite annuities and insur-
ance policies against various risks, pay benefits, and may
also sell their own products. Insurance agents and brokers
(SIC 64) sell annuities and insurance policies issued by one or
more carriers, primarily as independent contractors. Websites
of pure e-insurance businesses, as well as those of traditional
establishments, permit customers to calculate their insurance
needs and design policies, and insurance malls permit cus-
tomers to fill out just one application, yet receive quotes from
a number of companies.

By permitting the sale of routine personal insurance (includ-
ing auto, homeowner, health, and term life insurance), as well as
less complex commercial insurance, without the need for insur-
ance sales agents     and brokers (15 percent of industry employ-
ment, as well as 114,000 self-employed), e-business dampens
employment needs in this industry. Transactions that require
assistance from customer service representatives (3 percent)
stimulate employment in that occupation.     E-business also per-
mits partial self-service, with customers obtaining product infor-
mation online and then purchasing those products they desire
through a sales agent (who can handle more transactions in this
model). Websites obtain leads for agents, so the time they spend
“prospecting” for customers may decrease.31  Intranets and
extranets reduce the time it takes to conduct business, because
agents have faster access to (1) information on products offered
by companies they represent, (2) explanations of processes
and procedures, (3) downloadable forms, and (4) links to sites
with useful information.

Self-service permits customers to file claims, resolve prob-
lems, update personal information on policies, request changes
in coverage, pay bills, and negotiate other, similar transac-
tions. This reduces the need for both sales agents and admin-
istrative support workers (42 percent), including policy pro-
cessing clerks, claims clerks, and general office clerks.

Real-estate agents and managers (SIC 653) sell, rent, buy,
manage, and appraise real estate for others. E-business
dampens employment needs in this industry by permitting

partial self-service as customers obtain information about
neighborhoods, properties, and financing online and then use
sales workers to visit properties and complete transactions.
This arrangement reduces requirements for agents (12 per-
cent of industry employment, as well as 245,000 self-employed).
It also has the potential for online sales with little or no in-
volvement by sales workers, but it is not clear how many
buyers would want such a service or whether legal restric-
tions on signing contracts online can be overcome. Brokers’
websites obtain leads for agents, so the time they spend “pros-
pecting” for customers may decrease.

Real-estate transactions are complex, requiring title
searches, credit reports, appraisals, inspections, and mort-
gage agreements. Intranets and extranets facilitate coordinat-
ing the process and permit the participants to track the status
of transactions. This may raise the productivity of sales and
administrative support workers (29 percent), allowing them to
handle more transactions.

Videotape rental establishments (SIC 784) rent recorded
videotapes and disks for personal or household use. E-busi-
ness dampens employment needs in this industry. With the
existing in-store delivery model, websites permit customers to
search inventory, reserve titles, and prepay for rentals. This
requires less involvement with customers on the part of
counter and rental clerks (68 percent), supervisors (14 per-
cent), and cashiers (7 percent), but creates work retrieving
and preparing tapes for pickup. Online delivery of digitized
movies (video on demand) eliminates the need for these work-
ers. Industry output levels depend on whether delivery is pro-
vided by establishments in this industry or by those in the
communications or entertainment industry.32

Goods producing. E-business could dampen retail store and
office construction as more transactions are conducted online.
E-business also could dampen hotel construction because of
lower business travel due to more online communication, col-
laboration, and training.33  This would affect establishments in
construction (SICs 15–17) that build these types of structures.

Manufacturing industries (SICs 20–39) include establish-
ments that engage in the mechanical, physical, or chemical
transformation of materials, substances, or components (in-
cluding their assembly) into new products. E-business could
dampen employment in this industry. E-business permits build-
to-order manufacturing, which allows lower inventory levels
of both parts and finished products and helps firms avoid
making products that are difficult to sell.34  This may dampen
the need for precision production workers, machine opera-
tors, and assemblers, as well as for workers handling stock.

Manufacturers’ websites permit self-service or partial self-
service operations for their customers’ purchasing agents and
buyers, who obtain product information and technical materi-
als and who use interactive devices to calculate their product
needs. At the same time, online resources enable sales work-
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ers to obtain more information about customers and markets and
to improve communication with purchasing agents and buyers.
Both changes permit sales workers (3 percent) to handle more
transactions. Sales through online business exchanges use few
or no sales workers, so a shift of transactions to them also lowers
employment requirements. In addition, e-business facilitates di-
rect sales from manufacturers to consumers, eliminating the need
for workers selling to wholesalers.

Establishments in publishing (SICs 271–274) publish, or
print as well as publish, newspapers, magazines, books, direc-
tories, technical manuals, and other items. Most traditional
newspaper and magazine publishers generate revenue from
both sales (either through subscriptions or by selling single
items) and advertising. Online publishers, with a few excep-
tions, generate all of their revenue from advertising and from
links to retailers.35

E-business could dampen employment needs in the pub-
lishing industry. The Internet is a new advertising medium.
Website and e-mail advertising through Internet service
providers, portals, e-tailers, online employment agencies,
and other e-businesses, as well as e-mail direct advertis-
ing, could draw away advertising from newspapers and
magazines.36  However, e-businesses also place advertising
in print media.

Online delivery of publishers’ “content” eliminates the need
for precision printing workers and printing and binding ma-
chine operators (12 percent); shipping and stock clerks; help-
ers, laborers, and material movers; and truckdrivers (11 per-
cent). Workers who develop content—writers and editors,
reporters and correspondents, photographers, artists, and de-
signers (18 percent)—as well as those who sell advertising
(15 percent), are less likely to be affected.37  In fact, because
the content of websites is updated more often than that of
print media, employment requirements for content workers
could increase.38  To date, print newspaper readership remains
high among Internet users, according to a Newspaper Asso-
ciation of America study,39  but things might change as port-
able reading device technology improves.

Establishments in the printing industry (SICs 275–279)
print books, newspapers, magazines, catalogues, business
forms, checkbooks, direct-mail flyers, advertising inserts,
directories, and other items. E-business dampens output
and employment in this industry. Online delivery of infor-
mation eliminates the need for printing. However, the net
impact on catalogue printing is unclear. Websites can sub-
stitute for catalogues, but because sites are passive, some
erstwhile pure e-commerce firms are issuing print cata-
logues to find customers and stimulate sales.40  E-business
also allows marketers to develop individual client pro-
files, through online questionnaires and customer sur-
veys. This and other technologies permit more narrowly
focused mailings, decreasing the need for printing tra-
ditional catalogues and direct-mail pieces.41

Services-producing, except infrastructure and sales related.
Transportation industries move goods (including those
shipped by e-tailers), mail, and passengers and provide ware-
house services. Establishments in local and long-distance
trucking and terminals (SICs 421 and 423) handle bulk freight
generally weighing more than 100 pounds or are courier serv-
ices (except by air) that deliver individually addressed letters,
parcels, and packages generally weighing under 100 pounds.
E-business both stimulates and dampens output and employ-
ment in this industry. E-tailing adds to the number of package
deliveries, stimulating output and employment requirements
in courier services. However, e-tailing eliminates the need for
warehouse-to-retail-store bulk shipments, handled either in this
industry or in retail or wholesale trade, thereby lowering em-
ployment requirements in local and long-distance trucking.
Online delivery of documents and digitized goods also dampens
employment.

Establishments in public warehousing (SIC 422) handle and
store goods for others and may also manage inventory; pick,
pack, ship, and track single orders; and handle returns. E-busi-
ness stimulates output and employment requirements in this
industry. E-commerce warehousing and fulfillment require spe-
cialized equipment, computer systems, and skills. Many e-tailers
have neither the resources nor the time to build and operate
warehouses, so they turn to warehousing specialists, raising
output and employment requirements in public warehousing.
However, opinion is divided on whether outsourcing is a good
long-term strategy, and some firms are setting up their own
warehouses.42  E-business also facilitates the outsourcing of
other activities to warehouses, such as inventory handling
and less-than-bulk shipments for build-to-order or just-in-time
manufacturing and other supply chain functions.

The U.S. Postal Service (SIC 43) delivers letters, documents,
periodicals, direct-mail advertising, catalogues, and packages
to homes and businesses. E-business both dampens and stimu-
lates output and employment needs in this industry. E-busi-
ness electronically delivers letters, including bills and pay-
ments, documents, direct-mail advertising, and digitized goods,
while websites serve as electronic catalogues. Taking the an-
ticipated impact of e-business into account, the Postal Service
projects that first-class mail, which covers about two-thirds of
institutional costs, will peak in 2002 and then decline at an
average annual rate of 2.5 percent a year in fiscal years 2003
through 2008. The Postal Service also projects that the rate of
growth of advertising-related mail that is not first class will
slow down after 2002. These expected changes should have a
dampening effect on employment. As more packages are
shipped by Internet retailers, however, the Postal Service
projects continued robust growth in priority mail and parcel
post, which should have a positive impact on employment
requirements.43

The air transportation industry (SIC 45) consists of pas-
senger and air cargo carriers; air courier services that deliver
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individually addressed letters, parcels, and packages (gener-
ally weighing under 100 pounds); and airports and related serv-
ices. E-tailing both stimulates and dampens output and em-
ployment needs in this industry. On the one hand, e-business
raises the number of package deliveries—spurring output and
employment in air courier services. On the other hand, the
online delivery of documents and digitized goods has a
dampening effect. Both factors particularly affect truckdrivers
(14 percent) and helpers, laborers, and (hand) material movers
(15 percent), who are concentrated in the sector. Online travel
reservations automate the reservation process, eliminating
the need for reservation and transportation ticket agents and
travel clerks (15 percent). (See also arrangement of passenger
transportation services (SIC 472) under sales-related indus-
tries.) Online training,     conferencing, collaboration, and B2B

selling dampen the amount of business travel and, therefore,
output and employment requirements in passenger carriers.44

Establishments in radio and TV broadcasting (SIC 483) broad-
cast programs to the public and derive revenue from advertising.
The Internet is a new advertising medium. Website advertising
through Internet service providers, portals, e-tailers, and other e-
business establishments, as well as e-mail, could draw away ad-
vertising from broadcasting,45  thereby dampening output and
employment needs in this industry. However, e-businesses also
place advertising with broadcasters.

Establishments in the mailing (direct-mail advertising serv-
ices), reproduction (photocopying and duplicating), commer-
cial art and photography, and stenographic services industries
(SIC 733) afford a variety of services to businesses. E-business
both dampens and stimulates employment needs in these indus-
tries. E-mail direct advertising requires less labor than traditional
direct-mail advertising. In addition, e-business-based systems,
including those using individual client profiles developed
through online questionnaires and surveys, are capable of
providing a surfeit of information about customers. These sys-
tems permit narrower targeted mailings, which could lower the
number of catalogues, inserts, and direct-mail pieces handled.
Both factors should result in lower employment requirements
in direct-mail advertising services. Online document delivery
dampens the need for reproduction and duplication services
and, therefore, output and employment. The demand for Web
content and advertising spurs output and employment in pho-
tographic and commercial art services, but some of this may be
at the expense of output and employment generated by con-
tent and advertising in print publications.

Depository institutions (SIC 60) include banks, savings in-
stitutions, and credit unions, which accept deposits, make
loans, service checking and other accounts, issue credit cards,
provide financial advice, and sell securities and insurance. Pure
electronic banks and most brick-and-mortar banks offer online
services, including opening of accounts, payment of bills, trans-
fer of funds, and application, processing, and approval of loans
and credit cards.46  Remote, self-service electronic banking has

been available through telephones and automated teller ma-
chines since the 1980s, permitting customers to check their
account balances, transfer funds between accounts, order
checks, and make deposits and withdrawals. This technology
has contributed to an overall employment decline of 9 percent
between 1988 and 1998.

E-banking dampens employment needs in depository insti-
tutions by automating or making self-service functions handled
by administrative support workers (66 percent), including tell-
ers, new-account clerks, loan and credit clerks, and general
office clerks, and, to some extent, by managers (25 percent),
but stimulates the need for customer service representatives
(2 percent). E-banks generally operate without branch  manag-
ers (financial managers). However, some e-banks have set up
branches because they are effective in attracting customers;
for the same reason, physical banks that offer online services
may continue to add branches. Online financial advice and
online sales of insurance and securities dampen employment
requirements for managers and sales workers.

Employment agencies (SIC 7361) solicit job listings from
employers, interview jobseekers, and match their qualifications
and skills to those being sought by employers. E-business
dampens employment needs in this industry. Job postings on
employer websites, e-mail ads to likely candidates, online news-
paper classified ads, and job-matching sites operated by edu-
cational institutions and professional associations compete
with the industry, thereby affecting its output and employ-
ment. Within the industry, online employment agencies oper-
ate without employment counselors and need fewer adminis-
trative support workers.47

Health services (SIC 80) includes establishments furnishing
medical, surgical, and other health services to persons. Among
these establishments are hospitals; nursing homes; offices of
physicians, dentists, and other health practitioners; and medi-
cal laboratories. E-business dampens output and employment
needs in the health services industry. The Internet gives pa-
tients access to all types of medical information, as well as
access to discussion groups and support communities, per-
mitting the patients to better evaluate their health risks, under-
stand their problems and possible treatments, and manage
chronic medical conditions.48  Patients are being encouraged
to assume a greater role in their own health care, and the Internet
makes it easier to do so. This turn of events might also contrib-
ute to fewer patients using brick-and-mortar medical resources.
The Internet also automates or speeds up administrative proc-
esses such as the transmission of prescriptions to pharmacies,
verification of health insurance coverage, submission and pay-
ment of claims, approval for referral to specialists, the entry of
information into medical records, the processing of such infor-
mation, the scheduling of appointments, and similar functions.
Together, these dampen the need for administrative support
occupations (18 percent), including receptionists, information
clerks, and secretaries.49
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Internet-delivered services provide physicians, dentists, and
other clinicians with rapid access to medical records, drug da-
tabases, and a vast amount of information on diagnosing and
treating medical problems (virtual consultations with special-
ists), from the examining room or from anywhere, using
handheld devices.50  These services also permit medical practi-
tioners to collaborate from various sites as they view the same
data and images. Together, such services could dampen em-
ployment needs.     Output and employment requirements in the
industry also could be dampened as better recordkeeping and
a more efficient flow of information lead to less duplicated
effort and fewer medical errors.51

Establishments in education services (SIC 82) provide aca-
demic or technical instruction and include elementary and
secondary schools, colleges and universities, and business,
computer, vocational and technical, and professional and man-
agement development schools. Most services are delivered
by teachers or instructors, who develop courses; explain, dem-
onstrate, supervise, and direct learning; and encourage and
evaluate students. Much education content can be digitized
and delivered online and is sometimes referred to as
“webucation” or e-learning. Adult and college-level distance
learning, through correspondence courses, television, and
videotape, have been around for a long time. However, e-
learning permits interaction between students and faculty and
among students through two-way interactive video, telecon-
ferencing, e-mail, chat rooms, and bulletin boards. E-learning
also permits teachers to convey much more information to
students, through prerecorded video, multimedia, and librar-
ies of information.

There is little evidence that e-learning will affect the
employment of schoolteachers (33 percent), teacher assist-
ants (9 percent), and college and university faculty (8 per-
cent), although it could change their job duties. Teachers
in webucation develop courses, arrange for access to re-
sources, act as coaches and monitors, respond to e-mail
questions, facilitate online discussions, and assess aca-
demic performance—activities similar to those in classroom
teaching. A National Education Association survey of the
organization’s members in higher education found that re-
spondents were concerned that preparing for and teaching a
distance-education course would take more time than would
preparing for and teaching a traditional course.52  In tradi-
tional classrooms, the use of the Internet may permit less
lecturing and more coaching and guiding.53

Some e-learning, including employer-sponsored train-
ing for specific skills, may be conducted without directly
involving teachers. However, the primary employment im-
pact of employer training may occur outside the education
industry, as 69 percent of formal employer-provided train-

ing is handled by in-house staff.54  E-learning courses for
specific skills may also result in fewer adult education, vo-
cational education, and other teachers (6 percent) if such
courses replace classroom learning. To the extent that the
availability of these courses attracts students who would
otherwise not have taken classroom-based courses, em-
ployment requirements may be raised. A similar effect for
college-level courses could spur faculty employment.

INDUSTRIES THAT PROVIDE THE HARDWARE, SOFTWARE, COMMUNI-
CATION LINKS, AND KNOW-HOW that underpin e-business activi-
ties, in general, are likely to enjoy higher levels of output and
employment than would occur in the absence of e-business.
Also, e-business stimulates output and employment in the
catalogue and mail-order houses industry, in which pure e-
tailers are located, and in those parts of the transportation
and wholesale trade industries which handle and deliver goods
for e-tailers. Much of this stimulus, however, may be at the
expense of traditional retailers. In addition, e-business stimu-
lates employment needs, across all industries, for computer-
related occupations and for other occupations associated with
websites and networks.

Concomitantly, however, this investment in e-business in-
frastructure should lead to labor-saving efficiencies through-
out the economy that dampen employment requirements.55

For instance, e-business sales and administrative transactions
require fewer workers, and the online delivery of digitized
products eliminates the need for handling and delivery work-
ers. E-business also reduces the amount of time workers in a
wide range of occupations spend searching for information
and may eliminate some traveling.

This article has sought to identify some ways in which e-
business is likely to affect output, output per worker, and
employment in selected occupations and industries. As in
these pages, the 2000–10 projections will not provide sepa-
rate numbers for e-business, because existing data systems
are not designed to measure e-business employment or out-
put. Although proposed 2002 revisions to the North Ameri-
can Industry Classification System (NAICS) will permit data
collection relating to the pure electronic shopping and elec-
tronic auction industries,56  NAICS will continue to classify estab-
lishments that provide a combination of electronic shopping and
brick-and-mortar shopping with store retailers. Also, all stock-
brokers and all travel agents, including those which operate solely
online, will continue to be in their respective industries.

E-business is pervasive and increasingly is being integrated
into existing activities, with organizations being referred to as
“click and mortar” or as “digital” or “e-business” operations. It is
unlikely that the impact of e-business on output and employ-
ment will ever be fully measured.                                              
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Notes
1 See Thomas Mesenbourg, Assistant Director for Economic

Programs, Bureau of the Census, “Measuring Electronic Busi-
ness ,  Def in i t ions ,  Under ly ing  Concep t s ,  and  Measurement
Plans,” on the Internet at  http://wwwhttp://wwwhttp://wwwhttp://wwwhttp://www.census.gov/epcd/www/.census.gov/epcd/www/.census.gov/epcd/www/.census.gov/epcd/www/.census.gov/epcd/www/
ebusines.htmebusines.htmebusines.htmebusines.htmebusines.htm.  Computer-mediated networks are electronically
l inked devices  that  communicate  interact ively over  network
channels. Such devices include computers, personal digital assis-
tants, webTV, Internet-enabled cellular phones, and telephones
l inked together  interact ively.  Networks include the Internet ,
intranets, extranets, electronic data interchange networks, and
telecommunications networks.

2
 
Ibid. E-commerce is defined by Mesenbourg as “any trans-

action completed over a computer-mediated network that  in-
volves the t ransfer  of  ownership or  r ights  to  use goods and
services.”

 3 B2B includes electronic  data  interchange (see note  1) ,
which is large and predates commerce on the Internet,  but is
conducted over private networks, not the Internet.

4 Examples of  establ ishments  deal ing with both types of
clientele include building material and hardware dealers, statio-
nery and office supply stores, banks, and insurance agents.

5 Mesenbourg, “Measuring Electronic Business.” Because e-
commerce consists of sales activities, it is potentially measur-
able;  many of the other e-business activit ies mentioned may
not be measurable.

6 “Roughly 85 percent of Cisco’s 800,000 monthly customer
queries are handled via the Web, eliminating the need for thou-
sands of customer-service reps (support specialists).” (See Scott
Thurm, “Eating Their Own Dog Food—Internet Builder Cisco
Goes Online to Buy, Sell, Hire, Keep Customers Happy,” Wall
Street Journal ,  Apr. 19, 2000.

7 See Douglas Braddock, “Occupational employment projec-
t ions to 2008,” Monthly Labor Review ,  November 1999,  pp.
51–77, especially table 1, p. 52.

8  Ibid. ,  p. 53.

9  In the Revised 2000 Standard Occupational Classification
Manual, adjustment clerks are subsumed under customer service
representatives, whose duties may overlap those of sales repre-
sentatives,  sales clerks,  or order clerks.  Employers may also
report workers who assist e-business customers as working in
these occupations.

10 Among selected e-businesses, the percentage of buyers us-
ing customer service ranged from 37.5 percent to less than 10
percent, according to Harris Interactive, Inc. (cited in “Reality
Bytes,” Wall Street Journal, June 5, 2000, p. B8).

11  Research Priorities in Electronic Commerce, report of a
National  Science Foundation–Universi ty of  Texas workshop,
Jan. 25, 1999; on the Internet at  http://crec.bus.utexas.edu/http://crec.bus.utexas.edu/http://crec.bus.utexas.edu/http://crec.bus.utexas.edu/http://crec.bus.utexas.edu/
workshop/ecdraf t .h tmlworkshop/ecdraf t .h tmlworkshop/ecdraf t .h tmlworkshop/ecdraf t .h tmlworkshop/ecdraf t .h tml .

12  For example, see “Measuring the Internet Economy,” Cen-
ter for Research in Electronic Commerce, the University of Texas
at Austin and Cisco Systems, January 2001, pp. 9–17; on the Internet
at wwwwwwwwwwwwwww.internetindicators.com.internetindicators.com.internetindicators.com.internetindicators.com.internetindicators.com and internetindic.htmlinternetindic.htmlinternetindic.htmlinternetindic.htmlinternetindic.html .

13  Online portals are websites that generate income through
advertising fees and charges for links to e-commerce sites.

14  “Increased use of the Internet and continued expansion
of corporate Intranets will be the principal forces driving the
demand for computer equipment (and therefore employment)
over the next 5 years.” (See U.S. Industry and Trade Outlook:
2000  (New York, the McGraw-Hill Companies and the U.S. De-
par tment  of  Commerce / In te rna t iona l  Trade  Adminis t ra t ion ,
2000), chapters 27 and 31.) However, employment in SIC 357 is
projected to decline by 0.3 percent annually from 1998 to 2008,
according to  B L S  project ions ,  despi te  a  14.5-percent  annual
growth in output. (See Allison Thomson, “Industry output and
employment projections to 2008,” Monthly Labor Review,  No-
vember  1999,  pp.  33–50.)  The aforeci ted U.S.  Industry  and
Trade Outlook: 2000 also discusses the impact of e-business on
many other industries.

15  Automobile rental and leasing, without drivers (SIC 751),
also has at least 20 percent, mostly counter and rental clerks,
but  e-business may not  have a major employment impact  on
that industry. Industries with 10 percent to 19 percent of em-
ployment in marketing and sales occupations include radio and
TV broadcasting (SIC 483), telephone and cable communications
services (SIC 481), publishing (SIC 271), advertising (SIC 731),
and miscellaneous business services (SIC 738).

16  Eating and drinking places (SIC 58), also part of the retail
trade group of industries, are much less affected by e-business
than are retail stores.

17  Such establishments may also process or repair products
or serve food, but these are subordinate activities.

18  Major industry groups include building materials, hard-
ware, and garden supplies (SIC 52); general merchandise, includ-
ing department stores (SIC 53); food establishments, including
grocery stores, supermarkets, convenience stores, and specialty
stores (SIC 54); automotive dealers and gasoline service stations
(SIC 55); apparel and accessories stores (SIC 56); furniture, home
furnishings, appliances, and electronics (SIC 57); and miscella-
neous establishments, including drugstores, sporting goods stores,
bookstores, stores selling stationery and office supplies, jewelry
stores, toy stores, and florists (SIC 59, except 596). To date, e-
tailing has taken a more significant share of the market in SIC

57, which includes stores that handle computer hardware and
software and prerecorded-audio and -video, and in SIC 59.

19  While Amazon.com has moved to ownership of stock and
operation of warehouses, other firms continue to outsource.

20  The  In te rne t  a rms  po ten t ia l  ca r  buyers  wi th  mass ive
amounts  of  information,  and margins  on Internet-faci l i ta ted
purchases are significantly lower than on other purchases.  (See
Susan Helper and John Paul MacDuffie,  “E-volving the Auto
Industry: E-Commerce Effects on Consumer and Supplier Rela-
t ionships”;  on the Internet  at  http://e-conomyhttp://e-conomyhttp://e-conomyhttp://e-conomyhttp://e-conomy.berkeley.berkeley.berkeley.berkeley.berkeley.edu/.edu/.edu/.edu/.edu/
conference-main.htmconference-main.htmconference-main.htmconference-main.htmconference-main.htm . )  This  suggests  that  the  industry wil l
employ fewer sales workers.

21  These establishments may also process products, but that
function is subordinate to selling.

22  Proposed changes to the North American Industry Classi-
fication System (N A I C S) for 2002 would define three separate
components of industry group 4541, corresponding to SIC 5961:
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