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*PRFEM /T (Description)

With balanced coverage of both the technological and the strategic aspects of
successful e-commerce, students are able to tackle the real-world business cases
included in each chapter. In addition, this course also benefits those students
intending to open their own business. On successful completion of this course,
students should be able to:

[1]To gain an understanding of the theories and concepts underlying e-commerce and
“INTERNET+”

[2]To apply e-commerce theory and concepts to what managers are doing in "the real
world"

[3]To improve familiarity with current challenges and issues ine-commerce




[4]To understand the future trend ofe-commerce
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