《商务英语－电子商务》课程教学大纲

课程基本信息


课程代码：16065502

课程名称：电子商务（英）

英文名称：Introduction to Electronic Commerce

课程类别：专业课   
学    时：32

学　　分：2
适用对象：本科英语专业三四年级学生

考核方式：笔试

先修课程：《当代商学概论》

课程简介 
随着互联网在上世纪末的快速发展，越来越多的企业通过网络平台来加强与用户、商业伙伴以及员工之间的交流，提高企业生产管理效益。《商务英语－电子商务》作为电子商务的入门课程，旨在为对网络商务感兴趣的同学提供系统学习的机会，开阔他们的视野，帮助他们初步了解电子商务在各个商业领域的应用，并通过实操进一步了解电子商务领域涉及的一些管理和技术动向。本课程主要介绍电子商务的性质、电子商务的实现和管理、电子商务给企业带来的契机、以及电子商务的局限和风险等。除电子商务领域的基本知识外，学生将接触电子商务领域一些实用性强、具有创新性和前瞻性的观点，并有机会策划创建自己的电子商务网站。

本课程是一门面向本科英语专业三四年级学生的选修课，每次讲授一个学期，每周2学时，共32学时，学生根据兴趣和时间安排自由选择参加。授课方式以教师讲解为主，学生主题发言、学生讨论和练习为辅。课堂教学采用中国高等教育出版社和美国Pearson Education出版集团出版的《电子商务》。由于时间有限，部分章节的内容可根据具体情况合并或省略。
With the phenomenal growth of Internet over the last decade, having an online presence has become a primary concern of today’s business management that endeavors to reach out to its customers, collaborate with its partners and support its employees in most efficient fashion. Introduction to Electronic Commerce serves as an introductory course that aims to provide those who are interested in online business with a broad overview and an insightful exploration of the roles of E-business in a modern corporation from different perspectives. The purpose of this course is to describe what EC is; how it is being conducted and managed; and its major opportunities, limitations, issues, and the risks. Apart from being introduced the fundamental EC notions and applications, students will be exposed to innovative and practical E-commerce ideas and allowed chances to design their own E-commerce solution through in-class and out-of-class activities, plus a basic set of hands-on skills in developing a pilot E-commerce website.

In addition, this course will be using many examples, past and up-to-date, to introduce the development of EC in China, especially the science and technology development such as AI, quantum computing, etc. that have enabled EC popularity, to raise Ss’ awareness of both technological and business innovation in the Information Age and China’s contribution in this regard; to build Ss’ confidence and pride in themselves as well as in the nation; and to encourage Ss to think critically not only in matters of electronic business, but also in how life and society has been affected by the introduction of the latest technology developments, e.g., information cocoon and populism rekindled by social media, etc.   
This course is a selective course for third-year and fourth-year students at the School of Foreign Languages. It lasts one semester, or 32 academic hours in all. The teaching process consists of instructor’s lectures, thematic speech by students, discussion among students and in-class and out-of-class online practice. Textbook assigned for this course is Electronic Commerce by Efraim Turban, published by the Higher Education Press of China and the Pearson Education Group of the US.

课程性质与教学目的

《电子商务（英）》属于商务英语专业学生的后期教学，是对学生商务知识的必要扩充。本课程重视理论，更强调实践，涉及面广，能为学生提供深入探讨的机会，拓展他们的知识面，提高他们对现代商业发展趋势的深入了解，并将进一步培养他们应对现代商业发展的能力。

本课程的目的是：通过教师的“精讲”和学生的“多练”，通过课堂讨论和各种形式的课堂内外的实践，培养和发展学生的网络商务知识和技能，以拓展学生的兴趣，增强他们的能力，提高他们的综合文化素质。
教学内容及要求 

第一章
Foundations of Electronic Commerce

目的与要求

Upon completion of this chapter, the students will be able to:

Define electronic commerce (EC) and describe its various categories;
Distinguish between electronic markets and inter-organizational systems; 
Describe the benefits of EC to organizations, consumers, and society; 

Describe the limitations of EC;

Describe and discuss the framework of EC and its major components;

Understand the forces that drive the widespread use of EC;

Describe and discuss the changes that will be caused by EC;

Discuss some major managerial issues regarding EC; 

Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation.
教学内容

主要内容
Some foundational information about electronic commerce;

Some EC-related, introductory managerial issues.

基本概念和知识点
Definitions and content of Electronic Commerce

Definitions

The EC field

Electronic markets

Inter-organizational information systems and electronic markets

Classification of the EC field by the nature of the transactions

The electronic marketing process

A brief history of EC

Interdisciplinary nature of EC

The future of EC
Benefits and limitations of Electronic Commerce

The driving forces of Electronic Commerce

Business pressures

Business Process Engineering

Impact of Electronic Commerce

Improving direct marketing

Other marketing-related impacts

Transforming organizations

Redefining organizations

Impacts on manufacturing

Impact on finance and accounting

Human resources management, training and education

问题与应用（能力要求）
Discuss some of the introductory, EC-related managerial issues to get a better picture of how EC helps with the management in an organization. 

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操

练为辅，课外布置学生完成相关练习。

第二章  Retailing in Electronic Commerce

目的与要求
Upon completion of this chapter, the students will be able to:

Define the factors that determine the business models of electronic marketing;

Identify the critical success factors of direct marketing;

Design the desirable relationship within the direct marketing setting;

Analyze the critical success factors of electronic brokers;

Identify the typical products that sell well in the electronic market;

Observe the reactive strategy of traditional department stores;

Discuss whether EC should always target the global market;

Identify the consumer’s shopping procedure on the Internet;

Discuss the types of comparison-shopping aids;

Describe the impact of EC on disintermediation and reintermediation in retailing;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation. 
教学内容

主要内容
Some foundational information about business-to-consumer electronic commerce;

Some B2C EC-related, introductory managerial issues.

基本概念和知识点

Overview of electronic marketing structure

Forecast of the B2C electronic markets

Business models of electronic marketing
Direct marketing vs. indirect marketing

Full cybermarketing vs. partial cybermarketing

Electronic distributor vs. electronic broker

Electronic store vs. electronic shopping mall

Generalized e-malls/stores vs. specialized e-malls/stores

Proactive vs. reactive strategic posture toward cybermarketing

Global vs. regional marketing

Sales vs. customer service
Direct Marketing
Proactive and full direct marketing

Reactive and partial direct marketing

Online customer service

Electronic intermediaries

Generalized e-brokers

Specialized electronic distributors

Reactive electronic department stores

Regional shopping service

Procedure for Internet shopping: the consumer’s perspective

Aiding comparison shopping

Search of hypertext files by agents

Search in a Web-based database: human and software agents sharing information

Comparable item retrieval and tabular comparison

Comparison of multiple items from multiple malls

Comparison as a multiple-criteria decision making

The impact of EC on traditional retailing systems

Disintermediation and reintermediation

Impact on manufacturer’s distribution strategy

问题与应用（能力要求）

Discuss some of the B2C EC-related managerial issues to get a better picture of how EC helps with the management in an organization. 

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习。

第三章  Internet Consumers and Market Research

目的与要求
Upon completion of this chapter, the students will be able to:

Describe the essentials of consumer behavior;

Describe the characteristics of Internet surfers and EC purchasers;

Understand the process of consumer purchasing decision making;

Describe the way companies are building relationships with customers;

Explain the implementation of customer service;

Describe consumer market research in EC;

Understand the role of intelligent agents in consumer applications;

Describe the organizational buyer behavior model;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation.
教学内容

主要内容

Some marketing-related information about Internet consumers, their characteristics and decision making process;

How do companies target Internet consumers and implement customer service;

Organizational buyer behavior model. 

基本概念和知识点

Building customer relationships

The consumer behavior model
Consumer behavior

Direct sales, intermediaries, and customer relations
Personal characteristics and the demographics of Internet surfers
Environmental variables

Personal characteristics and individual differences

Consumer buying patterns
Consumer purchasing decision making

The purchasing decision-making model

The customer decision model in Web purchasing

A model of Internet consumer satisfaction

One-to-one and relationship marketing

One-to-one marketing

Issues in EC-based one-to-one marketing

Delivering customer service in cyberspace

Product life cycle and customer service

Types of customer service functions and tools

Some tools of customer service

Examples of superb customer service

Market research for EC

Market segmentation

Online market research

Online market research methods

Intelligent agents for consumers

Intelligent agent for information search and filtering

Intelligent agents for products and vendor finding

Negotiation agents

Intelligent agents for customer service

Learning agents

Organizational buyer behavior

A behavioral model of an organization buyer

Management issues
问题与应用（能力要求）

Discuss the consumer behavioral models on the Internet, and related managerial issues to get a better picture of how EC helps an organization better cater to the customers’ needs. 

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操

练为辅，课外布置学生完成相关练习，巩固所学内容。

第四章  Marketing on the Web

目的与要求
Upon completion of this chapter, the students will be able to:

Identify marketing segmentations on the Web & how some of them are different from the offline segmentation

Describe the influence on the 4P’s mix by E-commerce

Illustrate how communication via the Internet is different & has made online CRM different from before

Understand creating & maintaining brands on the Web

Identify & explain some new marketing strategies on the Web

Describe the difference of online intermediation
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation.
教学内容

1、主要内容

Marketing segmentations; 

Marketing Mix and the 5th P; 

Web communications & how the Internet makes a difference for CRM;

Creating and maintaining brands on the Web;

New marketing opportunities & new marketing techniques. 

Intermediation on the Web
2、基本概念和知识点

Marketing segmentation
Geographic segmentation

Demographic segmentation

Psychographic segmenation

Behavioral segmenation

How segmentation is different online
Marketing Mix
Product

Price

Place

Promotion

How are the 4P’s in Marketing Mix influenced by the Internet

The 5th P -- Personalization
Web communications

Characteristics of web communications

Implementing CRM on an enhanced communication medium

Multi-step Flow Theory

Social media marketing

Branding on the Web

Creating a brand name on the Web

Emotional branding

Rational branding

Maintaining brands on the Web

Brand leveraging strategies

Brand consolidation strategies

New marketing opportunities

Seckill

Collective buying

Intermediation on the Web

Intermediation

Roles of intermediaries

Disintermediation, reintermediation, & hypermediation

infomediaries

Managerial issues

3、问题与应用（能力要求）
Discuss managerial issues related to Web marketing implementation to get a better picture of how to use EC to help an organization understand its customers better and enhance its customer relationship management. 

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习，以巩固所学知识。

第五章  Advertisement in Electronic Commerce

目的与要求
Upon completion of this chapter, the students will be able to:

Describe the objectives of Web advertisement, its types, and characteristics;

Describe the major advertisement methods used on the Web, ranging from banners to chat rooms;

Describe various Web advertisement strategies;

Describe various types of promotions on the Web;

Discuss the benefits of push technology and intelligent agents;

Understand the major economic issues related to Web advertisement;

Describe the issues involved in measuring the success of Web advertisement as it relates to different ad pricing methods;

Compare paper and electronic catalogs and describe customized catalogs;

Describe Web advertisement implementation issues from ad agencies to the use of intelligent agents;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation. 
教学内容

1、主要内容

Major types, characteristics, methods and strategies of Web advertisement; 

Web advertisement measurements and implementation issues.
2、基本概念和知识点

Web advertisement
Internet advertising terminology

Why Internet advertisement

Objectives and growth of the Internet advertisement

Targeted (one-to-one) advertisement

Types of Internet advertisement
Advertisement methods
Banners

Splash screen

Spot leasing

URL (Universal Resource Locators)

E-mail

Chat rooms

Other forms
Advertisement strategies

Considerations in the Internet-based ad design

Passive pull strategy

Active push strategy

Associated ad display strategy

Ads as a commodity

Implementing the strategies

Customizing ads

Interactive ad strategies

Comparison ads as a medium of advertisement

Attracting visitors to a site

Online events, promotions, and attractions

Push technology and intelligent agents

Push technology

Push on the Internet

The future of push technology

Intelligent agents

Economics and effectiveness of advertisement

Exposure models that are based on CPMs

Click-through

Interactivity

Actual purchase

Other models

Online catalogs

Evolution of online catalogs

Comparison of online catalogs with paper catalogs

Advertising in online catalogs vs. electronic malls

Customized catalogs

Special advertisement topics

How much to advertise?

Auditing and analyzing Web traffic

Internet standards

Localization

The major Web ad players

Managerial issues

3、问题与应用（能力要求）
Discuss managerial issues related to Web advertisement implementation to get a better picture of how to use EC to help an organization enhance its presence. 

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习，以巩固所学知识。

第六章  Business-to-Business Electronic Commerce

目的与要求
Upon completion of this chapter, the students will be able to:

Describe the applications of B2B EC;

Identify key technologies for B2B EC;

Classify the architectural models of B2B EC;

Describe the characteristics of the supplier-oriented marketplace;

Describe the characteristics of the buyer-oriented marketplace;

Describe the characteristics of the intermediary-oriented marketplace;

Discover the benefits of B2B EC in procurement reengineering from the GE case;

Describe the importance of JIT delivery in B2B EC;

Distinguish the characteristics of Internet-based EDI from traditional EDI;

Design a method of integrating EC with back-end information systems;

Analyze the role of agents for B2B EC;

Describe marketing issues in B2B; 

Specify the characteristics of the solution for B2B EC;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation. 
教学内容

主要内容

Major B2B EC applications, major B2B EC models and their characteristics. 

Procurement reengineering via the GE case. 

Differentiation between the Internet-based EDI and traditional EDI. 

Marketing and some managerial issues in B2B. 
基本概念和知识点

Major B2B activities

Purchasing

Logistics

Support 

Characteristics of B2B EC
Supply chain

Entities of B2B EC
Models of B2B EC
Supplier-oriented marketplace

Buyer-oriented marketplace

Intermediary-oriented marketplace

Virtual corporation: networking between business partners

Networking between headquarters and subsidiaries

Online services to business

Procurement management using the buyer’s internal marketplace

Buyer’s internal marketplace

Issues in procurement management

Inefficiency in procurement management

Goals of procurement reengineering

The major solution: B2B EC

Customer’s internal marketplace cases

Supplier-oriented marketplace

Case study: Cisco connection online

Buyer-oriented marketplace

Case study: GE’s TPN case revisited

Electronic bidding process

Benefits to buyers

Benefits to sellers

Lessons 

Intermediary-oriented marketplace

Goal of intermediary-oriented marketplace

Benefits of intermediary-oriented marketplace

Benefits to customers

Just-in-time inventory

Why JIT delivery for B2B EC

Value-added service to ensure the customer’s delivery commitment

Supporting customer’s tailored tracking system

Benefits to business
Other B2B models, auctions, and services

Business-to-business auctions

Managed interactive bidding

Facilitating auctions and bartering

Business-to-business services

From traditional to Internet-based EDI

Traditional EDI

Internet-based EDI

Integration with back-end information systems

ERP – Enterprise Resource Planning system

The role of software agents for B2B EC

Agent’s role in the seller-oriented marketplace

Agent’s role in the buyer-oriented marketplace

Electronic marketing in B2B

Direct marketing to reach functional buyers

Relationship marketing

Audience strategy and mailing lists

Electronic/interactive media

How to build e-mail lists and marketing database

Internet marketing strategies

Solutions of B2B EC

Managerial issues

问题与应用（能力要求）
Discuss B2B EC-related managerial issues to get a better picture of how EC helps with the management to deal with its suppliers and business partners. 

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习。

第七章  Intranet and Extranet

目的与要求
Upon completion of this chapter, the students will be able to:

Describe the relationship among the Internet, intranet and extranet;

Describe the role of firewalls for intranet extranets;

Discuss the functions and applications of intranets;

Discuss the industries that use intranets;

Discover typical cases of intranet applications;

Identify the key elements of extranets;

Identify the key technologies for tunneling; 

Discuss the applications of extranets;

Describe typical industries that use extranets;

Discuss the business models for extranet applications;

Describe the architecture of embedded extranets;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation. 
教学内容

主要内容

Intranet and extranet, their functions and applications. 

Embedded extranets. 
基本概念和知识点

Architecture of the Internet, intranet, and extranet
The Internet

The intranet: an intra business delivery system

The extranet

Intranet software

Applications of intranets
Generic functions of intranet

Intranet application areas

Industry-specific intranet solutions
Considerations in intranet deployment

The extranets

Basic concept of extranets

Potential of the extranet market

Planning extranets: coordination and security

The structure of extranets

Elements of extranet

Extranet products and services

Categories of extranet products and services

Extranet tools and services providers

Applications of extranets

Benefits of extranets

Industry specific extranet solutions

Business models of extranet applications

Connect business customers to sell parts: AMP

Connect dealer’s kiosk: General Motors

Connect with suppliers for purchases: VHA, Inc. 

Tracking shipping status: CSX Technology

Reduce design cycle time by connecting suppliers: Adaptec, Inc. 

Reduce product development time by connecting suppliers: Caterpillar, Inc. 

Link the worldwide chain’s employees: Kinko’s, Inc. 

Link business partners: Countrywide Home Loan

Embedded extranet: FedEx’s extranet embedded in Cisco

Connect with service institutions: IntraLoan

Managerial issues
问题与应用（能力要求）
Discuss the different networks that facilitate business operations and the related managerial issues to get a better picture of how extranet helps with the management in an organization. 

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习，以巩固所学知识。

第八章  EC Strategy and Implementation

目的与要求
Upon completion of this chapter, the students will be able to:

Describe the strategy planning process of EC;

Understand the process of formulating EC strategies;

Explain competitive intelligence on the Internet and in EC; 

Explain the steps and issues involved in EC implementation;

Understand how to reassess EC projects;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation. 
教学内容

主要内容
Strategy planning process of EC and the role of CSF. 
Some managerial issues in EC implementation. 
Competitive intelligence for EC. 

基本概念和知识点

Strategic planning for EC

Industry and competitive analysis

Strategy formulation

Critical success factors for EC

A value analysis approach

Return on investment and risk analysis

Electronic Commerce scenarios

Strategic planning framework: competitive vs. cooperative strategies

Electronic commerce strategy in action

The steps to successful EC programs

Competitive intelligence on the Internet

Using the Internet to conduct competitive intelligence

Using push technology for competitive intelligence

Implementation: plans and execution

A pilot project

Electronic Commerce leadership

Uncovering specific EC opportunities and applications

Creating a Web team and assigning functional skills to subprojects

Evaluating outsourcing

Web content design

Security and control in EC

Project and strategy assessment

Need for assessment

Measuring results

Collecting information

Finalization 

Managerial issues
问题与应用（能力要求）
Discuss the different strategies, their implementation and related managerial issues to get a better picture of what need to be considered in EC strategy implementation. 

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习，以巩固所学知识。

第九章  Public Policy, From Legal Issues to Privacy

目的与要求
Upon completion of this chapter, the students will be able to:

List and describe the major legal issues related to EC;

Understand the difficulties of protecting privacy and describe the measures taken by companies and individuals to protect it; 

Describe the intellectual property issues in EC and the measures provided for its protection;

Describe some of the ethical issues in EC and the measures organizations take to improve ethics; 

Understand the conflict between Internet indecency and free speech and the attempts to resolve the conflict; 

Describe the issues involved in imposing sales tax on the Internet; 

Discuss the controls over exporting encryption software and the issues of government policies; 

Differentiate between contracts online and offline; 

Describe the measures available to protect buyers and sellers on the Internet;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation. 
教学内容

主要内容
Legal, ethical and privacy issues related to EC and the measures taken by both companies and individuals to protect themselves to their best interests. 
基本概念和知识点

EC-related legal incidents

Contractual issues in EC

Copyright infringement on the Web

Legal, ethical, and other public policy issues

Legal and ethical issues

Ethical issues

Protecting privacy

Privacy issues

How is private information collected?

Privacy protection

Protecting your privacy

Federal Trade Commission (FTC) audit

Movement of advocate groups and industry

Electronic Privacy Information Center (EPIC)

Privacy policy basics

Protecting intellectual property

Copyrights

Trademarks 

Patents 

Domain names

Free speech, Internet indecency, and censorship

The free speech vs. censorship issue

Protecting children

Controlling spamming

Taxation and encryption policies

Taxation policies

Encryption policy

Other legal issues: contracts, gambling, and more

Electronic contracts

Gambling 

Consumer and seller protecting EC

Fraud on the Internet

Buyer protection

Internet shopping rights

Third-party services

Authentication and biometric controls

Seller’s protection

Managerial issues
问题与应用（能力要求）
Discuss legal, ethical, privacy, intellectual property and other social issues online to get a better picture of how EC should be implemented with regard to the said issues. 

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习，以巩固所学知识。

第十章  Infrastructure for EC

目的与要求
Upon completion of this chapter, the students will be able to:

Describe the protocols underlying Internet client/server applications;

Compare the functions and structures of Web browsers and servers; 

Discuss the security requirements of Internet and EC applications and how these requirements are fulfilled by various hardware and software systems; 

Describe the functional requirements for online selling and what the specialized services and servers are that perform these functions; 

Describe the business functions that Web chats can fulfill and list some of the commercially available systems that support chat; 

Understand the ways I which audio, video, and other multimedia content are being delivered over the Internet and to what business uses this content is being applied;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation.  
教学内容

主要内容
Technological infrastructure of EC, such as the Internet protocols. 
Security requirements and the hardware and software used to fulfill such purpose. 
Requirements for online selling with regard to EC infrastructure. 
基本概念和知识点

A network of networks

Internet protocols

TCP/IP

Domain names

Internet client/server applications

New world network: Internet2 and Next Generation Internet (NGI)

Web-based client/server

HyperText Transport Protocol

Web browsers

Web servers

Commercial Web servers

Web server usage survey

Internet security

Cornerstones of security

Encryption

Digital Signature: authenticity and nondenial

Digital Certificates and Certificate Authorities (CAs)

Secure Socket Layer

Secure electronic transactions

Firewalls: access control

Virtual Private Networks

Selling on the Web

Functional requirements

Electronic Commerce solutions: outsourcing vs. insourcing

Electronic catalogs and merchant servers

Electronic Commerce Suites

Chatting on the Web

Multimedia delivery

Webcasting

Bandwidth requirements for streaming audio and video

Internet telephones

Analyzing Web visits

Managerial issues
课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习，以巩固所学知识。

第十一章  Economics, Global, and Other Issues in EC

目的与要求
Upon completion of this chapter, the students will be able to:

Identify the major impacts of Web-based economies;

Describe the major components of Web-based economies;

Analyze the impact of online markets on competition; 

Describe the impacts on industry structure and intermediation; 

Describe the role and impact of virtual communities; 

Evaluate the issues involved in global EC; 

Analyze the impact of EC on small businesses; 

Understand the research opportunities in EC; 

Describe the factors that will determine the future of EC;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation. 
教学内容

主要内容
Major impacts and components of the online economy. 

Factors that will determine the future of EC. 
基本概念和知识点

Marketplace vs. marketspace

The components of digital economics

Competition in marketspace

Some issues in digital economy and success factors

The need for a critical mass of buyers and sellers

Quality uncertainty and quality assurance

Pricing on the Internet

Contributors to electronic market success

Impacts on industry structure, intermediaries, and others

The roles and value of brokers in e-markets

Potential winners and losers in EC

Virtual communities: the Internet communities

Global Electronic Commerce

Barriers to global EC

The U.S. policy regarding global EC

Electronic commerce in small companies

Supporting small businesses

Research in EC

Behavioral topics

Suggested technical topics

Suggested managerial research types

The future of EC
Internet usage

Opportunities for buying

Purchasing incentives

Increased security and trust

Efficient information handling

Innovative organizations

Virtual communities

Payment systems

Business-to-business

Technology trends
课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习，以巩固所学知识。

第十二章  Mobile Commerce & Pervasive Computing

目的与要求
Upon completion of this chapter, the students will be able to:

Define mobile commerce and understand its relationship to e-commerce;

Understand the mobile computing environment that supports m-commerce;

Describe the four major types of wireless telecommunications networks;

Discuss the value-added attributes and fundamental drivers of m-commerce; 

Discuss m-commerce applications in finance, advertising, and provision of content;

Describe the application of m-commerce within organizations;

Understand B2B and supply chain management applications of m-commerce; 

Describe consumer and personal applications of m-commerce; 

Understand the technologies and application of location-based m-commerce;

Describe the major inhibitors and barriers of m-commerce; 

Discuss the key characteristics and current uses of pervasive computing;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation. 
教学内容

主要内容
Mobile commerce & the supporting computing environment. 

Pervasive computing & its future 
基本概念和知识点

Mobile computing

Overview of mobile commerce

Mobile computing devices

Mobile computing infrastructure

Mobile computing software

Mobile computing services

Wireless telecommunications networks

Personal Area Networks

Wireless Local Area Networks

Wireless Metropolitan Area Networks

Wireless Wide Area Networks

Mobile commerce

Attributes of m-commerce

Drivers of m-commerce

Mobile financial 

Mobile banking

Wireless Electronic Payment Systems

Wireless Bill Payments

Mobile shopping, advertising, and content provision

Wireless shopping 

Targeted advertising

Mobile portals

Mobile intrabusiness applications

Support of mobile employees

Supporting other types of work

Customer support

Non-Internet intrabusiness applications

B2B m-commerce and supply chain management

Mobile consumer and personal service applications

Mobile games

Wireless telemedicine

Other mobile computing services for consumers

Non-Internet mobile applications for consummers

Location-based mobile commerce

Location-based advertising

Emergency response cell phone calls

Telematics and Telemetry applications

Barriers to location-based m-commerce

Security and other barriers to mobile commerce

M-commerce security issues

Technological barriers to m-commerce

Ethical, legal, and health issues in m-commerce

Pervasive computing
Overview of pervasive computing

Pervasive computing initiatives

Managerial issues
课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习，以巩固所学知识。

第十三章  E-Commerce Security

目的与要求
Upon completion of this chapter, the students will be able to:

Document the trends in computer and network security attacks; 

Describe the common security practices of businesses of all sizes;

Understand the basic elements of EC security;

Explain the basic types of network security attacks;

Describe common mistakes that organizations make in managing security; 

Discuss some of the major technologies for securing EC communications;

Detail some of the major technologies for securing EC networks components;
Examples of Chinese companies (to be updated every semester) will be used to help & encourage Ss to analyze and think critically not only in matters of e-commerce, but also in life and future career, and to help Ss to develop initiatives in their life and study, preparing them for future contributions to larger purposes of the nation.
教学内容

主要内容
Major impacts and components of the online economy. 

Factors that will determine the future of EC. 
基本概念和知识点

The continuing need for security

Security is everyone’s business

Basic security issues

Types of threats and attacks

Nontechnical attacks: Social Engineering

Technical attacks

Managing security

Security risk management

Securing EC communications

Access control & authentication

Public key infrastructure

Securing networks

Firewalls

Demilitarized zone

Personal firewalls

VPNs

Intrusion detection systems

Managerial issues

课后练习

Questions for Review

Questions for Discussion

Internet Exercises

Team Exercises

教学方法与手段

课堂上以教师的精讲为主，以学生的主题发言、课堂讨论和实际操练为辅，课外布置学生完成相关练习，以巩固所学知识。

五、各教学环节学时分配

	教学环节

教学时数


课程内容
	讲

课
	习

题

课
	讨

论

课
	实验
	其他教学环节（主题发言）
	小

计

	第一章 
	1.5
	0.2
	0.3
	
	
	2

	第二章
	1.5
	0.2
	0.3
	
	
	2

	第三章
	1.5
	0.2
	0.3
	
	
	2

	第四章
	1.5
	0.2
	0.3
	
	
	2

	第五章
	1.5
	0.2
	0.3
	
	
	2

	第六章
	1.5
	0.2
	0.3
	
	
	2

	第七章
	1.5
	0.2
	0.3
	
	
	2

	第八章
	1.5
	0.2
	0.3
	
	
	2

	第九章
	1.5
	0.2
	0.3
	
	
	2

	第十章
	1.5
	0.2
	0.3
	
	
	2

	第十一章
	1.5
	0.2
	0.3
	
	
	2

	第十二章
	1.5
	0.2
	0.3
	
	
	2

	第十三章
	1.5
	0.2
	0.3
	
	
	2

	Course Project
	
	
	
	
	4
	4

	考试
	
	
	
	
	
	2

	合计
	
	
	
	
	
	32


六、推荐教材和教学参考资源
Electronic Commerce (7th edition), Kenneth C. Laudon, China Renmin Univeristy Press, 2014

E-Commerce: A Managerial & Social Media Perspective, Efraim Turban & David King, Springer Publishing House, 2018

The E-Business (R)evolution (2nd edition), Daniel Amor, Prentice Hall PTR & Hewlett-Packard Professional Books

中国电子商务年鉴，宋玲主编，中国电子商务协会

电子商务概论 (第二版)，宋文官编著，清华大学出版社，2007
电子商务:[英文版] 廖丽洁,朱立立主编, 高等教育出版社，2011
电子商务， 《电子商务》杂志社
电子商务技术， 《电子商务技术》杂志社
Harvard business review

Economist
本课程相关网站： 

http://www.cio.com
http://www.brint.com/Elecomm.htm
http://www.ijec-web.org/
http://www.cyberspacelaw.org/crews/
Other websites that provide online business can be useful references. 

其他学习网站：

www.bing.com

www.ask.com

www.whatis.com 

www.m-w.com 
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