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Nowadays information technology is innovative and Internet becomes a
universal use in daily life, The transaction ways between either a business
and a business or businesses and consumers are changed from the physical
environment to the electronic approach. Hence, students have to understand
the importance of e—commerce, This course is to introduce the strategies,
models, technologies and applications of e—commerce, The practical cases are
also needed to read by students to deeply understand the effects of
e—commerce on businesses and consumers.
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E. Turban, D. King, D. Viehland, and J. Lee, “Electronic Commerce: A
managerial Perspective 2008,” Pearson International Edition

Prec ity

B GRS § S I L AR )

o Bc
@ T R4 % @HFERLE 350 % @HRFRIEE 400 %
TN egas: 150 %
T | it GEE. BERE) 1100 %
"H®H 432 k% #u  http://info. ais. thu. edu. tw/csp # 4 HitA
4 B F (% http://www. acad. tku. edu. tw/index. asp/) &i+F & F3+ 4
9

%?lﬁ‘f’.}%ﬁJ é-)‘ °

TMIXB4MO0853 0P

MG P EREENFTE o FRYDEKHT > p 2B PR A F S LR -
4 /

¥ 4 F  2011/10/15  21:11:50




