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Course Syllabus
[bookmark: _GoBack]Course Code: MGMT2010M    Course: Introduction to E-Business
Credits: 2.0           Weekly Contact Hours: 2.0 (Lecture) - 0.0 (Practice/Other)
Total Contact Hours: 32      Course Category: Major Course
Target Audience: Undergraduate Students
Prerequisites: None
I. Course Introduction
(A) English Description:
This course is designed for undergraduate students. It includes four parts: first, we will introduce the fundamental concepts and knowledge related to e-business. Second, we will cover the technologies required in the development of e-business. At the same time, we will introduce the environments that support e-business and guide students to consider its future. Finally, we will help students analyze selected typical cases. Through this course, students will gain a deeper understanding of the nature of e-business.
II. Teaching Objectives
(A) Learning Objectives:
With the rapid development of e-business and the emergence of new models such as new retail and new manufacturing, the concepts and content of e-business are constantly evolving. Through this course, students will master the basic concepts of e-business, fully understand its significant impact and importance on society and the economy, learn about the fundamental technologies and requirements of e-business, as well as the social and legal environments it requires, enabling them to better comprehend e-business.
(B) Educational (Moral Cultivation) Objectives:
Extract the ideological, political, and spiritual values inherent in the e-business knowledge system, enhancing its relevance and openness. Integrate methodological teaching in the discipline with the cultivation of a scientific spirit to improve students' ability to correctly recognize, analyze, and solve problems. Through discipline education, guide students to abide by e-business laws, regulations, and industry standards, emphasize the protection of secure information, and enhance their awareness of self-protection. Cultivate students' ability to correctly view the development of things, inspire creative thinking, and improve their innovation and entrepreneurial capabilities.
(C) Measurable Outcomes:
1. Ability to explain the core concepts and application principles of e-business.
2. Ability to describe the main influencing factors of e-business and explain the roles of information technology and participants in its development process.
3. Understand the current development environment and future trends of e-business.
4. Preliminary mastery of e-business analysis methods.
III. Course Requirements
(A) Teaching Methods and Requirements:
Classroom teaching is conducted using multimedia combined with blackboard writing. Teaching content and ideological-political case studies are uploaded in PPT format in advance to the "Study at ZJU" platform. In classroom teaching, quantitative content is primarily taught using the blackboard, while structural content is mainly delivered using PPT, with ideological-political elements organically integrated.
A teaching method combining in-class instruction by teachers and out-of-class self-directed learning by students is adopted. This approach encourages students to go beyond textbooks, leverage online information technology, broaden their scientific horizons, and develop the ability for independent learning.
(B) Assessment and Grading Policy:
Assessment Method: Closed-book final exam.
Evaluation Approach: Strengthen process-based assessment, emphasize students' active participation, and deepen the evaluation of students' understanding of the integration of disciplinary knowledge and ideological-political education.
Grade Composition:
· Active Participation (10%): Classroom engagement, discussions, and verbal contributions.
· Practical Component (20%): Extracurricular extended learning, group assignments, and ideological-political study.
· Closed-Book Final Exam (70%).
IV. Teaching Schedule
	Week
	Lecture Chapters & Main Content
	Teaching Mode (Online, Offline, Blended)
	Instructional Hours

	Session 1
	Overview of E-Commerce
With the development of Internet technology, e-commerce has emerged as a new business operation mode and has been widely adopted. Currently, the concept of e-commerce far surpasses its initial definition of "paperless trade." It has undergone a dynamic process of continuous expansion, involving aspects such as electronic technology, commercial transactions, and various societal dimensions.
In this lesson, students are required to understand and grasp the scope of e-commerce, comprehend its business models and classifications, as well as the distinctions among different models.
	Offline
	4

	Session 2
	E-Commerce Supporting Platform
A complete e-commerce system is not simply a web page or company portal as many imagine—it is an extremely complex and comprehensive electronic system. This system must include an internet information system, participating enterprises and organizations, consumer entities using the internet, institutions providing physical logistics and payment settlement services, as well as e-commerce service providers that offer online business services.
In this lesson, students are required to understand and grasp the components of e-commerce supporting platforms, and to deeply comprehend the interrelationships among the various parts within these platforms.

	Offline
	4

	Session 3
	E-Commerce Electronic Payment
In an e-commerce system, the payment process is an extremely critical component, referring to the procedure of transferring funds from the payer to the payee. Depending on the classification method, it can be categorized into various forms.
This lesson primarily requires students to master the characteristics of typical e-commerce payment systems and their application principles. It aims to cultivate the ability to select appropriate payment methods in different payment environments to achieve profitability and mitigate risks.

	Online and offline
	4

	Session 4
	Internet Marketing
Internet marketing is a new form of market promotion based on the international internet, utilizing digital information and the interactivity of online media to achieve marketing objectives. While internet marketing is related to e-commerce, it also differs from it—both are crucial aspects of business operations.
In this lesson, students are required to grasp the fundamental concepts of internet marketing and understand its distinctions from and connections to e-commerce. They are also expected to delve into various methods of internet marketing, such as online market research, the formulation of internet marketing strategies, and promotional tactics like online advertising.

	Online and offline
	4

	Session 5
	Electronic Transactions
Electronic transactions hold an extremely important position in e-commerce, as they are the process that enables buyers and sellers to conduct transactions smoothly. This process is primarily divided into three stages, including pre-transaction preparation, transaction negotiation and contract signing, handling pre-transaction procedures, as well as contract execution and claims settlement.
In this lesson, students are required to master the basic concepts of electronic transactions and understand the entire transaction process.

	Online and offline
	4

	Session 6
	Customer Relationship Management (CRM) is a crucial aspect through which modern enterprises leverage e-commerce and the internet to significantly influence customers. In the e-commerce environment, user behavior undergoes substantial changes, necessitating corresponding adjustments by enterprises. Therefore, CRM becomes particularly important in this context, meeting the demands of internet customers for convenience and swift operations.
In this lesson, students are required to grasp the concept of CRM, understand the patterns in customer relationship development, and deeply comprehend the value indicators used in constructing a customer value pyramid.

	Offline
	4

	Session 7
	Supply Chain Management
With the advancement of the internet, the manufacturing industry has gradually evolved into an integrated form combining manufacturing and services. Market competition is no longer just internal competition among enterprises, but has developed into competition among entire supply chains. In this process, various representative supply chain management philosophies continue to emerge.
In this lesson, students are required to grasp the concepts and objectives of supply chains and supply chain management, and to understand several common practices in supply chain management.
	Offline
	4

	Session 8
	Enterprise Internal Management
The advent of the internet era has presented enterprises with increasingly severe challenges. In this context, enterprises not only need strong capabilities for external collaboration but also must enhance internal management, focusing on planning, organizing, leading, and controlling.
This lesson requires students to master common practices for enterprise internal management in the e-business environment.

	Offline
	4



V. Reference Materials
1. Electronic Commerce (Original 12th Edition), Gary P. Schneider, translated by Chinese scholars, China Machine Press, January 2020.
2. PPT Course Handouts.
3. Important e-commerce journals and related ideological-political education materials.
VI. Course Website
Necessary course materials and links to textual resources will be provided via the campus intranet.
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