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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.
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