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Abstract:  
This paper examines the most important requirements of business organizations to integrate in E-
business as an inescapable inevitability for institutions to maintain its share, growth and survival 
in the market. Starting by E-business definition and the extent of its suitability to the 
organizations work, an appropriate atmosphere prior to entering E-business was set by preparing 
and leveling the staff,  being aware of the new step’s requirements and the intrinsic integration in 
E-business, and the full awareness of the  necessary requirements for a full E-business 
integration. 
Keywords: e-business, e-commerce, e-marketing, Internet. 
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