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Unit 1 Introduction to Electronic

Commerce
R R R R R R R R R R R SRUNRURRURGRRUNRRGRRERR

L e A

Sentence Patterns
T Ly ARy e N e

1.Like so many buzz words in use today, Electronic Commerce
(EC, or E-commerce) tends to mean different things to different
people. What seems common is an understanding that EC is a
concept that extends beyond traditional company boundaries. It
impacts on other enterprises, not just your own, and exchange
of information on Internet is a fundamental cornerstone of such
developments.
PR HA T ZRATIH — 4, MEANM B FREFhEFE
Ao HEZ, MIUFELER T XM HP . BFHEEX—
WMEEER T EEEVHYAE. EEEEA LML, R
LRI E O, ERFEN EH#HTEERRERTESZEN
A,

2. Electronic commerce (EC) is an emerging concept that de-
scribes the process of buying and selling or exchanging of prod-
ucts, services, and information via computer networks including
the Internet.



HTRFRE MBS, ERKEGERENEANNITRILN
2 A b S2 B R R AL 5, A A RS AR B A R

.From a communications perspective, EC is the delivery of infor-
mation, products/services, or payments over telephone lines,
computer networks, or any other electronic means.

MBS ABEE, BT 558 i TE SR T R 48 B e v
FFB, LHUE B2 i SR 55 19 3K L AT

.From a business process perspective, EC is the application of
technology toward the automation of business transactions and
workflow.

MEFIRE, A FHSFRAAERFRANERABEF IS M
LR,

.From a service perspective, EC is a tool that addresses the de-
sire of firms, consumers, and management to cut service costs
while improving the quality of goods and increasing speed of
service delivery.

MRS B, TR 55 R0 2 A R IH S5 B, BRIRAR %5
AR F B, RN thA B TR &R SRS EE,

. From an online perspective, EC provides the capability of buying
and selling products and information on the Internet and other
online services.

MNELRLE MHER, TR SR T ERFM EXRER 5K
GRS H AP R IELRIR S

. The term commerce is viewed by some as transactions conduct-
ed between business partners. Therefore, the term electronic
commerce seems to be fairly narrow to some people. Thus,
many use the term E-business. It refers to a broader definition of

. 2 .



EC, not just buying and selling but also servicing customers and
collaborating with business partners over networks, and con-
ducting electronic transactions within an organization.
HNINA commerce —ial & 45 4 BAKL MBI AC 5% 30, B,
Xf—28 A K, electronic commerce EHEE X H FR %, 5
AHZ N E-business 36~ X H-F R %, B AT E S M
BMHATHI B TP LIE S, EAASEE PR S 5 K PRI & 1,
Bl BT T B F3E 5

8. Many people think E-commerce is just having a Web site, but E-
commerce is much more than that. There are dozens of applica-
tions of EC such as home banking, shopping in online stores and
malls, buying stocks, finding a job, conducting an auction, and
collaborating electronically on research and development pro-
jects.
FENAAR TR S HAREAE W2 7, (1% 4T
ML, PR S5 2R S REe R, AT T R ERAT, £
KB, RE 5, I, M LR F RS 1EH
KIBH %,

9. Electronic commerce could become a significant global econom-
ic element in the next century (Clinton and Gore 1997). The in-
frastructure of E-commerce is networked computing, which is e-
merging as the standard computing environment in business,
home and government.
HTRFRBRA T ML LREF MKMW E KEHEE (DK
WK, 1997) MLETTH VLR A TR 5 MR, 3 H #
IR 55 B R MBUR I B AR S AE R,

10. Networked computing connects several computers and other

electronic devices by telecommunication networks. This allows
. 3 .



11.

12.

13.

14.

users to access information stored in several places and to
communicate and collaborate with others from their desktop
computers.

R Ak EALER AR 2 MRS e TR &
M, A E DR E I R E S LA
B, 5t AT R & 1R,

Although some people still use a stand-alone computer exclu-
sively, the vast majority of people use computers connected to
a global networked environment known as the Internet, or its
counterpart within organizations, called an Intranet.

R A o A ATy IR 1 R R 9 TS, (R R S 3N A 7E {5
Fi 5[] o Lk I s ol P S A B B T AL

An Intranet is a corporate network that functions with Internet
technologies, such as browsers, using Internet protocols. An-
other computer environment is an Extranet, a network that links
the Intranets of business partners over the Internet.

Intranet &7\ & UK M, 48 Bl T 1 o TEL 356 P 5 AR (om0 45 B0 B2 4%
= F1 H B B B30, Extranet 22 B 4MEEN, Bl E bR
TR {5 b5 R 45 AR A P R P B

E-commerce is helping large numbers of organizations, private
and public, in manufacturing, agriculture, and services, not
only to excel but also frequently survive.

TR Tk RAGERIRS AT, B FRSEERBARS
FAAA A AR, 2 X R ERERIFHSRLT AN
ZH,

Electronic commerce (business transactions on the Web) and

the information technology (1T) industries that make “E-com-

merce” possible are growing and changing at breathtaking
. 4 .




15.

16.

17.

18.

speed, fundamentally altering the way people produce, con-
sume, communicate, and play.

W17 45 38 B A BBOR P L 3 B R 45 OR T RE, EAITIE
W E R SRR, JR AR A B AT %
WATER SR 07 2

IT-producing industries (i.e. producers of computer and com-
munications hardware, software, and services) that enable E-
commerce play a strategic role in its growth process.

SR HT R S WE SRRk (1 2 S L TR R
MIRSHEFE)ERTRSHRKRIBPES T S8 1E
Mo

Innovation has increased the demand for high paid, “core IT
workers” (e.g. computer scientists, engineers), created new
IT occupations, changed skill requirements for some non-1T oc-
cupations, and raised minimum skill requirements for many oth-
er jobs.

TEARZEF MK T A3 B LE THAREM 1T LA K (mit 57
PLEFE R LRI B FHER, QIE T Fry 1T B, s TIE IT
AVERGI X B RE RO K, IR T HAL TR B R B e

The pervasiveness of information technology, the variety of its
benefits to producers and consumers, and the speed of eco-
nomic change in the digital era have enhanced the established
economic performance.

FRBORA W R, B R A PR 285 R IE £ am Ak KB
TR ZFEEER IR T REHLTF s,

Electronic commerce can take many forms depending on the

degree of digitization of the product (service) sold, the pro-
« 5 .



19.

20.

21.

22.

cess, and the delivery agent (or intermediary).
RBEHORS)WHE ZELE R REESEPM)HE
FHEE, B FRSTUEREARMER,

A product can be physical or digital, an agent can be physical
or digital, and the process can be physical or digital as well.

i i AU B3 Bt B BR P LR SE Y, AT LURBUFHY

Buying a book from Amazon is not pure, because the book is
delivered by FedEx. However, buying a software from
Egghead is pure electronic commerce because the delivery,
payment and agent are digital.

M b s IR —ABIHEA RN FES, BB 26
ECIRPRIE /s A 35 0, T M Egghead E—FE Rk R4 T
R 55, B AT R B .

Electronic commerce uses several technologies ranging from
EDI to E-mail. For example, buying food from a vending ma-
chine with a smart card can also be viewed as E-commerce.
MO T RE 32 (EDD 2 L 7B, 778 55 (8 2 F AR 4
A, flm, HERRFANEHERNEEEHB TR BT
B %o

Although a form of industry not yet pervasive, forward-looking
dompanies are already engaging in one form of E-commerce,
business-to-business, to reduce their business costs; adding
electronic channels to their arsenal of sales tools; and creating
new virtual enterprises with little or no inventory or overhead
using the Internet and, specifically, the World Wide Web (the
Web).

REGTFREFEI R LB RXEANKE R, BT LA F
E£IEESHE B2B BB TR 531, DIRRIRHE & B4 ERE

. 6 .
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24,

25.

26.

FEF B A EERY L0 0 o T I QU R B A, A
FiI PR o EL 36 X, 5 59002 77 4 I LA O R P 7 2 7 4592 1 20
}ﬁo

E-commerce is not magical medium by which success is guar-
anteed. Those who want to succeed must be creative, savvy
about content, and, as is true in most successful businesses,
allow customer needs to be the driving force behind their E-
commerce strategy.

LT 7 25 A RARBERCh B BERL ., BRI E A Qa7
AR, LR P TR AR S LR S M IR ), K &
BORLDh A L # R an

The gold rush mentality, which characterized early E-commerce
efforts on the Web, must now give way to pragmatism and sol-
id principles that can enable businesses to effectively reach
customers using this medium.

EM LA PRI SR OSRER S, AR s T
%5 L AE V)G 52 BR F HE L AE A S U AR b, DA
T 55 3 Pl e A A A A AR R % P,

While the Web offers an unparalleled and cost-effective global
reach to businesses, the responsibility for promoting and publi-
cizing an E-commerce Web site rests squarely on the shoulders
of the company itself.

TTHEMBRBET 540 L N 48R e 4 B2 A 3R 7 S5 O HL 2,
R E A FR S M REREETAAECW S
to

Despite the strong association between E-commerce and the

Web, many companies transact business separate from the

Web using electronic data interchange (ED!) value-added net-
. 7 .
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28.

29.

30.

works (VANs) or other proprietary links that connect suppliers
and business partners.
REBTHFMAERNZAGFEENNKER, HRFZAH
HIF F B 500 A2 40 344 1 1) i 3 Lt 32 3 3L 1 TR A R 5 AR A
P 1 EEERIBE L5 .

Electronic markets are rapidly emerging as a vehicle for con-
ducting business. A market is a network of interactions and re-
lationships where information, products, services, and pay-
ments are exchanged.

WL T R B YRR S R, KT R — 1 E B
AR TS BR A R 45, #E G5 BUAE B 7 il IR 55 8 BB M1 AT

When the marketplace is electronic, the business center is not
a physical building but rather a network-based location where
business interactions occur.

WRTHRE TN, BLEBEFHOEAR—ANTHEA,
T 2 R S 7E [ 4% _b ) 7T A4 T 1 95 LB 35

The electronic market is the place where shoppers and sellers
meet. The market handies all the necessary transactions, in-
cluding the transfer of money between banks.
HYTHREFMEFHESNG . THTULEELMLE
W32 5, IS RIT Z B ITR S5 K.

In electronic markets, the principal participants—transaction
handlers, buyers, brokers, and sellers, are not only at differ-
ent locations but seidom even know one another.
ERTFHGY, TES 58 —X5BHE LNy, 24
A AL & &b R st i HAR M E IR,




31

1.
2.

.Customers and sellers independently determine which commu-
nication networks they will use in participating in the electronic
market. The network used may vary from transaction to trans-
action.

FERFHGP, &5 B EHhe 5 Cr g A fEEN
%, BEZ Gk MNE TS A AR,

% Professional Terms
% 353535353235 32 3234

E-commerce HTR%
E-business MR (] X)

Internet &R BRI (% 45 R BRIECRKH  TFRCHT | AR 2 M 25 AR

R 2P AR NG E: D)

.WWW (World Wide Web) 7 4E M (th FRIFER M, B3 +#3 3C

AW T B P EE Internet B ERMNEE BWEEIRS £250)

.networks %%

.browser W YT A%

.Extranet 2\ &) /M 9

.Intranet 23 F] FEKM

.electronic fund transfers (EFT) H F#K R4

. EDI  H-FHIE K

. financial transaction £ &%
. telecommunications HfF

. commercialization Rk fb

. protocol  PHIY

. software K

. hardware f#{F
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22.

23.

24.
25.
26.
27.
28.
29.
30.
31.
32.
33.
34.
35.
37.
38.
39.
40.
41.
42.

specification HLRE
virtual reality HEHIILE
. Web site 3
B2B (business to business EC) B AL WL X3 B L ATLA4 49 WL F R
%
B2C (business to consumers EC) LWl H R ENHEFH
%
C2B (consumers to business EC)  1H % & Xt B ML VLA &) F8 F 7
%
C2C (consumers to consumers EC) TH#REXMHBENE TR
%
Non-business EC  3F R VAL [H] i) B, F 7 35
Intra-organizational EC  #144 PP BT R 55
online service TELRIRE
just-in-time service B AR %
IT (information technology) 5B IEA
VANSs (value-added nets) 341H M
BBS (bulletin board system) H - -F 48
transaction X5, M. 55 ; &b ¥E, p 2R
home banking K EE4R1T
shopping online FEZ&TEY)
stock trading online TEZXMREARS
auction online FEZRIAE
PCs (personal computers) /> A H i
computer-aided design (CAD) 1 RBYLEBIIRIT
software development %
digital revolution ¥{FiL¥E M
index XHAERI[, MR
search engines 1EES|%¥
. 10 -



