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This course will lecture based on cases. Certain international and famous
e—commerce cases will be introduced. Moreover, several issues will also be
covered such as online retailing, pricing, branding, marketing, social media,
and innovative business model. The goal of this course is to synthesize the
key factors of those cases and provide an overview concept of e-—commerce,
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1 106/09/24 Orientation & Introduction to EC
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2 Innovative Business Models / Case: Quirky and
106/10/01 .
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3 106/10/08 National Holiday
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4 106/10/15 B2C and C2B / Case: Dell and Priceline
106/10/16~| . . . .
51, Digital Content: Online Video / Case: Hulu and
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Netflix
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6 106/10/29 Unser—Generated Content: Online Reviews / Case:
TripAdvisor and Yelp
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7| Ls/11005 | B2B & C2C / Case: Alibaba and Taobao
106/11/06~ .
8 . Sharing Economy / Case: Uber and BlaBlaCar
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9 | Social Media / Case: Instagram and LinkedIn
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11 | Why EC Failed? / Case: Pets.com and HomeJoy
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12 106/12/10 Online to Offline / Case: Deliveroo and FoodPanda
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13 E-Commerce Payment / Case: Paypal and Alipay
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14 106/12/94 Collective Power / Case: Groupon and Gomaji
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15 106/12/31 Mobile Commerce: Argument Reality / Case:
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16 Internet of Things: Cloud and Big Data Analysis
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