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Summary - The fundamental goal of this scientific discussion is to research effects of e-business on development of postal service for 21. century, i.e. finding the right answer to find the answer to the question if virtualization increases or decreases the need to develop postal traffic?  In order to find the answer to the question in a scientific way in different combination the following scientific methods are used: analysis and synthesis method, descriptive methods, inductive and deductive methods, desk research method and method. Special attention in this scientific paper is given to the analysis of the phenomena of transformations of national postal operators into the logistics operators. 
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I. INTRODUCTION

Postal services, represent a large sector of the European economy: the annual turnover, of euro80 billion, is equivalent to 1,4% of the European Union's GDP, handle 135 billion items a year and the public-sector operators employ 1,4m people. The Internet challenges some postal services, such as routine letters. But online retailers need physical delivery, to carry orders to customers' homes. Therefore the task of this scientitific debate is to find the answer to the question if virtualization increases or decreases the need to develop postal traffic. 
Therefore, a working hypothesis has been established: Inexpensive, efficient postal services are thus an essential adjunct of e-commerce. 

The applied scientific research to prove the hypothesis is based on the methods of analysis and synthesis, the inductive and deductive methods, a comparative method, abstract and concrete methods a statistical and mathematical methods.

II. the relevant characteristics of postal traffic and e-business 

The first documented use of an organized courier service for the diffusion of written documents is in Egypt, where Pharaohs used couriers for the diffusion of their decrees in the territory of the State (2400 BC). The first well documented postal service is that of Rome. Organised at the time of Augustus Caesar (62 BC-AD 14), it may also be the first true mail service. The service was called cursus publicus, and was provided with light carriages called rhedæ with fast horses; additionally there was another, slower, service equipped with two-wheels carts (birolæ) pulled by oxen. This service was reserved to the government's correspondence; another service for citizens was later added. By the name of the stations in which mail was distributed and messengers' routes crossed, derives the Latin name of mail, Posta (originally posata or pausata = place of rest) because in these stations messengers used to rest during their voyages. The English term "mail" is instead supposed coming from the Teutonic name for the bag used by messengers. 

Anything sent through the postal system is called mail or post. In principle, a postal service can be private or official. Restrictions are generally placed on private systems by governments. Since the 19th century, national postal systems have generally been established as government monopolies with a fee on the article prepaid, often in the form of adhesive stamps. Government monopolies generally do not extend to delivery of parcels or courier services providing express mail. Since the advent of e-mail, which is usually faster, the postal system has come to be referred to in Internet slang by the retronym “snail mail”. Modern mail is usually organised by national services (that in recent times are increasingly being replaced by privately-owned companies). In the 20th century, mail has found an evolution in vehicles using newer technologies to deliver the documents, especially through the telephone network; these new telephone network; these new vehicles include telegram, telex, facsimile, e-mail, short message service (SMS). 
E-commerce (or its synonym, e-business) is the use of computer networks, primarily the Internet, to buy and sell products, services and information. The result of e-commerce is a great range of fast, low-cost electronic services. Former IBM chairman Louis Gerstner belives e-commerce is a whole new way of doing business and describes it as «...all about cycle time, speed, globalization, enhanced productivity, reaching new customers, and sharing knowledge across institutions for competitive advantage. E-commerce offers a tremendously wide variety of electronic  business opportunities, limited only by imagination. Internet electronic commerce includes electronic trading of physical goods and intangibles such as information. This encompasses all the trading steps such online marketing, ordering, payment, and support for delivery. Internet is create a new mode of transportation – electronic transportation. Electronic transportation is the newest mode that «transports» goods such as music1, previosly sent solely by physical modes, electronicaly via the Internet. A lot of computer software is now digitally downloaded by the user. The next business to head this way are films, newspapers and books. Besause of that some author sugest the broad understanding of what electronic commerce is about, namely «doing business elecronicaly». 

Within the popular term e-commerce, four definitons are frequently used. They are based on the type of transaction. These for types of transaction are shown in Table 1.

Table 1: Types of E-Commerce Transactions
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The B2B segment of e-commerce has grown to over $1 trillion in the U.S. and constitutes about 80% of the e-commerce market. According to Forrester Research, electronic commerce generated sales worth US $ 12.2 billion in 2003.

III. Interlation between e-BUSINESS AND POSTAL SERVICES 

E-commerce is a paradigm shift much more dramatic than deregulation was in 1980. Today's postal firms face a greater threat than even before. For example, after the air-cargo market was deregulated in 1980. private firms destroyed United States Postal Service (USPS) grip on the parcels market. The way people and companies communicate is changing. Electronic messages are substituting for «snail mail». Specialists in logistics are threatening to grab big chunks of the market for moving the goods required by business. Liberalistaion and modernisation are the main objectives of postal policy. Without competition, postal incumbents may miss opportunities in rapidly developing markets, such as high-margin services that quarantee delivery at a set time and so-called hybrid mail where the sender of a large business mailing starts the process by sending an e-mail to a specialist printing and mailing firm.

A. E-shops and postal service 

Most commercial Web sites are business-to-consumer electronic shops, selling for example flowers, books, airline tickets, food, beverage, consumer products, health care products, defence and aerospace products, steal and metal products, retail goods, hotels (…). Benefits sought for the company are increased demand, a low-cost route to global presence, and cost reduction in promotion and sales. Benefits for the customer can be lower prices compared to the traditional offering, wider choice, better information and convenience in selecting, buying and delivery, including 24-hour availability. E-shops has revolutionized not only the way goods are sold, but how they are delivered. The growth of e-shops increases the amount shipped in small packages to customers. The biggest advantage of the Postal service is its network and powerful infrastructure. Only efficient operators will succeed in the emergent logistic business. With more competition to spure change, some postal operators might be among them. Postal operators have to try to turn from a national post office into an international logistics operators, delivering not just letters, but anything from anywhere to anywhere else, at any time. 

B. E-goverment and postal service

Using the e-business infrasturcture, e-government brings closer the functions and citizen services, and greatly improves the relations citizen – administration. Using his computer, a citizen can contact the administration and ask for information, forward inquiries and applications, receive the requested receipts and confirmations, pay all his invoices (utility bills, taxes, duties, fines, …). Also, the "exclusive stands" have been introduced to serve both the administration and public services for performance of their activities. Such stands are now being opened in post offices, administrative buildings, courts (…). So the tough competition between Post and currier services for delivery of court and administrative addresses, utility invoices and other bills, seems exhausted and somewhat ridiculous. Because of that the Postal operator should continue introdusing new services and look for ways to market them all effectively.

C. E-banking and postal service  

E-banking (Internet banking) is a term used for performing transactions, payments etc. over the internet through a bank's secure website. This can be very useful, especially for banking outside bank hours (which tend to be very short) and banking from anywhere where internet access is available. E-payment is approximately 100 times cheaper that classic payment and significantly improves the clients' awareness. Classic and mobile Internet are being used for all banking transactions. Post office operators should also introduce e-banking business. The advantages of e-banking from the user's point of view are shown in an Internet study done by Privredna banka Zagreb. The poll is still in progress, and it begun 12th July 2004. The results of this poll (number of votes 3446) as per 3rd January 2005 should be as follows (graph 1)
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Graph 1: The most important advantages of Internet banking as per user's point of view
IV. THE EFFECTS OF E-BUSINESS ON POSTAL SERVICES DEVELOPMENT 

European Union intent to create a single market in postal service. Objectives of European Uninon in postal service are also high level of employment, social protection and high quality of universal service. The increase in demand within the postal sector as a whole, predicted for the medium term, could help to offset the loss of market share that the universal service providers may incur as a result of further market-opening and would thereby further safegard the universal service. E-business and global market are the main factors because the Europe's postal system is modernised. E-busines also promises to create vast new markets – in the physical delivery of goods. 

The main activity in Postal Service organization is transportation of mail and packages in a country and outside the borders. But Post office has yet two important products: logistics and financial services. The next graph (graph 2) also confirms these statements.
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Graph 2: Deutsche Post's turnover by product division

The growth of Deutsche Post and expansion of its activities have been remarkable. Deutsche Post is Europe’s second-most efficient post office. In 1998, mail accounted for almost three-quarters of its turnover, with express parcels making up the rest. In the first half of 2000. year, mail, though still the biggest of the company’s four divisions, accounted for only 35% of sales. Parcels’ share was about one-sixth. The rest—ie, almost half—was split evenly between new divisions for logistics and financial services. Deutsche Post’s activities are by far the most controversial. It has made acquisitions in all the main European markets and in all the big postal sectors—parcels, express mail and logistics, as well as letters.

Mail.

For many Postal operators main profit came from the mail division. In EU private leters sent between individuals represent only 8% of total mail volume and Christmas cards account for half of this. A study by the EU found that the costs of the Universal Service Obligation (USO) vary from 5% to 14% of the state monopolists' revenues. Because of that EU wants to: 1) reduce the letters monopoly to 50 grams, 2) liberalise direct mail, and 3) liberalise outbound cross-border mail. 

In the EU, items of ordinary correspondence diferent weighing represents diferent part of the total postal revenues of the universal service providers (cf. graph 3).

[image: image3.png]Weighing up the mail

Domestc il revrties of universalsenic providers

DIRECT MAIL
020 grams

LeTERs 2050 rams

150+ grams 50150 grams

s 150+ grams

grams

2050

arams | 135

020

arams.




Graph 3: Domestic mail revenues of universal-service providers in 2000.

Direct mail represents in most Member States a dynamic and growing market. Direct mail is already  largely open to competition in six Member States. The improvments in service flexibility and pricing resultant from competition would improve the position of direct mail versus alternative communications media, which, in turn, would be likely to lead to new postal items as an aditional spin-off and strengthen the position of the postal industry as a whole. It is a very interesting information that the number of letters in Republic of Croatia has increased in 2003 in respect to 1999 by 6,9% ad has reached the number of 340 millions. The inner mail traffic registers the constant growth, which during the said period amounted to 10,21%. At the same time the international mail traffic is registering constant decrease in number of postal services rendered. Letters of up to 100 grams make the core of mail traffic, and this amounts to more then 100 millions HRK. Number of letters mailed in the international traffic has decreased for 13,6% in the mentioned period.

Express parcels. 

The market in USA for express parcels by itself was worth $22.6 billion in 1997. Parcel division in many countries are the part of Post office, which compete against private-sector firms. Distinctions between postal, express and logistics services are blurring. And the fastest-growing part of the business is catering to the demand for outsourcing by providing companies with third-party logistics. The most famous express parcel carriers are truly a World-class organization. One of the most important strategic decision made by companies like Federal Express, DHL, TNT (...) is where to locate their operations. The International aspects of these decision is an indication of the global nature of location decisions. The Croatian post from 2002 has offered customers high-speed post, called hpexpress. Croatia has a four postal logistical centres: Zagreb, Split, Rijeka and Osijek. In one area it is possible to send and receive mail or packages in a few hours. If a customer send mail or packages from one area to another it can take up to about 19 hours on the same day. The mail or packages can be delivered to the right address the next day or in two days for a lower price. From 1999 till 2003 the number of packages has almost doubled. That is, in 1999 there were 1 238 000 packages distributed, while in 2003 there were 2 136 000 packages .

Fincial services.

The financial-services operation are very important for many Postal operators. For example, with ¥255 trillion ($2.1 trillion) of deposits, Japan’s postal savings system is the biggest financial institution in the world. Japan's postal savings accounts make up 35% of all household deposits, nearly as much as all deposits in commercial banks put together. The postal insurance business has ¥117 trillion in policies, and controls more than a third of the country’s life-insurance market. Germany's ten-year-old Deutsche Postbank, for instance, has profits of €500m a year. Since 1st April 2002 Croatian post provides cash payments in the name and for the account of Hrvatska poštanska banka d.d. Zagreb.

Logistics. 

Logistics is the process of planning, implementing, and controlling the efficient, effective flow and storage of goods, services, and related information from point of origin to point of consumption for the purpose of confirming to customer requirements. Many e-merchants outsourced the whole business of order checking and distribution because they found that their own distribution systems, geared to moving goods on pallets from warehouse to shops, proved a disadvantage, not a benefit. Everybody used carriers or the post for delivery. UPS (United Parcel Service) has been one of the biggest beneficiaries of the e-commerce boom in USA: it reckons to handle around two-thirds of all goods ordered online. It has also developed a sophisticated (and very popular) website-cum-tracking service that allows consumers to check exactly where their order is at any time of the day or night. It has edged out its biggest rival, Fedex, which realised too late that its main business, document delivery, was being disintermediated by e-mail. To find right answer on the logistics challenge postal operators are baying logistics firms. 

V. CONCLUSION

The postal system is a part of the transportation and communication system. Postal services are a large and still growing sector in most countries. The economic powerful postal operators try to transform their main focus from national post office to world's top logistics company. E-business is a paradigm shift much more dramatic than deregulation was in 1980. E-business has plenty in common with postal services. Inexpensive, efficient postal services are thus an essential adjunct of e-business. For a postal system it is very important to have a good infrastructure and network connections throughout the country. The main activity in Postal Service organization is transportation of mail and packages, logistics and financial services. 
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