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Enterprises provide consumption information or interactive service to users
or consumers by communication network, such as, e—bank service,
preferential e-marketing, and B2C (business—to-consumer) and B2B
(business—to—business) of E-commerce. The purpose of this course is to
help students understand the development of e—commerce, e—commerce
including B2C and B2B for purchasing, ordering, and logistics checking by
communication network, and the way to reform business activity and
process, Mid-term and final report: Please submit your report after group
discussion,




AEARICE PRI A s TP 4 AR

-~ P ERESGER):
(=) M4 (Cognitive fALC)AE# @ C1 3248 ~C2 By 3 ~C3 &* ~C4 A4 -
C5 =4 - (6 4l
(=) T4t ; (Psychomotor f #P)4E% 1 Pl -7 ~P2 #H 5 & ~ P3 b= # i+ -
P4 B4k v ~P5 p it ~P6 £]iF
(2) "h& ) (Affective HAAAES Al #% VA2 7 B ~A3 €4 A4 3 -
A5 it A6 BB

SoRFREE TR AL~ T AT 2

(= 3R HHARE P HRA S BT 2 Tinar, o THA L THL ) E D R
158 PR HRC P AR - 5

(ZOF$HR T 5y §1-62 5T pF > @B AR F K AT (bl g TP R
5035 C5 COMPE -+ £ FHAICOTT  prit 2 iEA 0 HRA 2R ) o

(Z)F BB AAKE D HASEHEE T AP IARE D REHR
GO RNE R L SR R YOI R
(b4 Tk (#P)¥wac 4 ) 7 $&A ~ AD ~ BEFpF > RI323E 7] - )

: HERRCE) KEPER(E2) 0 B
: BAEE & | k(PP iy 4

12242 THMEFEH 2R, L | The purpose of this course is P6 ABCDEF
R B2C, B2B % RMl4e{T3 wi@ 3149 | to help students understand
REITHREE, TR R LW AR the development of

ZTE R, BRIk % F| e-commerce, e-commerce
HRAEE, including B2C and B2B for
purchasing, ordering, and
logistics checking by
communication network, and
the way to reform business
activity and process,

HE PR HE S 2w g s 2

g wE P& T 2 g o

1 3%%&7%@%%%%%Z%§<, A ;f—ﬂ ~ ;‘};{5 N ?‘%’? N ? 5 ~ R ? TN fﬁ—;—;‘. . ;%%\m
RB2C, B2B # [l 4n {745 oy @ 2048 | a2 i
BAEITIRIE, TEAEWNHRARN
ST, R e TR T R i
PRIEE.




AFARZ RFERF o AR EFER

ALk B Rs R R

e

BARBEAEAE $Bau 4 > L TR R 25k

IRARTF }
& =¥ g
& T REFTAPRFLDOFEERY > Fi e ~ A fel Fr §
Po¥ -
® FEARL BRfRp A8 B Ak g b ol BE B> B R FEHA R
/ I\ § E;ﬁ;; 3 R
O wAth TR AR FEFES oM IRE S o F Y g R
e SEER- S ESLR = S T
& mrrd B9 ER 3 K-S e Pl R URE SR & KT B FOE I
AN ] 3 .
O BiEwER AL G B ot > 22D % kR 3 EAl
& ELir WHEANL R ol Rl > 2 BATRELE T p i
o g YRR AT 4
¥ > % 2 REHIETEFZ LM 1 F¥F N FiFE R AT
& iHini jfﬁ TH2 R RAEREY A2 AR
¢ Hp4=22 N : : s
= |P A ALEe i % (Subject/Topics) % 2r
102/09/16~ ] .
1 102/008/92 Concepts and Essentials of Electronic Commerce
102/09/23~ ] .
2 102/08/95 Concepts and Essentials of Electronic Commerce
102/09/30~ _
3 102/10/06 E-marketplaces and Economic Impacts
102/10/07~ _
4 102/10/13 E-marketplaces and Economic Impacts
102/10/14~ . ) ) B
3| 102/10/20 Retailing in Electronic Commerce (E-Tailing)
102/10/21~ . ) ] B
61 J02/10/97 Retailing in Electronic Commerce (E-Tailing)
102/10/28~ _ . _
7 102/11/08 Market Research and Advertisement in Electronic
Commerce
102/11/04~ . . .
8 L02/11/10 Market Research and Advertisement in Electronic
Commerce
102/11/11~ ]
9N oo/ | Company—Centric B2B
102/11/18~ L
10 =X B
102/11/24 B A A
102/11/25~ _
1 102/12/01 B2B Exchanges and Services
102/12/02~ _
121 L0o/12/08 E-Government, E-learning, C2C, Knowledge
Management




102/12/09~
13 E-Government, E-learning, C2C, Knowledge
102/12/15
Management
1a| 102712716~ Mobile C 4P e C ’
102/12/9 obile Commerce and Pervasive Computing
102/12/23~ )
15 102/12/29 Electronic Payment System (B2C, B2B)
102/12/30~ ) )
16 Order Fulfillment and Other Support Services
103/01/05
103/01/06~ .
17 103/01/12 EC Strategy and Implementation
103/01/13~ aps
81 03/01/19 WAA AR
‘ SHE R BRSPS AR S B A T RS
i3
ARER
wEXE | B, BEHK
Electronic Commerce—A Managerial Perspective.; Turban% % (3 %& X/t )
EC R X

N
ol
e
=

EFXH4EH| FHEARBRESBE R HHFH) REFEE IHEAR
NE TEFTRHEREER, Ry EAX

i it ¥

B GRS § S I L AR )

GUFE: 200 % @FFE:200 % SMEFE:300 %
N l%i . =4
ﬁi}ii\-i QI KRFZ 1300 %
P X L () : %
")BPE AP s $u ot http://info. ais. tku. edu. tw/csp 4 Fitse
T4 B FE (% : http://www. acad. tku. edu. tw/CS/main. php) ¥ 7+ % " #cf7 &5
9

TLCXE3MO0853 0P

%

MAZHERREPFL cFRYIERFHET 22 WO A FiE NLfgE -
4 F / £ 4 F 2013/7/23  15:05:39




