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Course Purpose
and Objectives

This course aims to make students aware of the main aspects of e-commerce and
Customer Relationship Management. Also, the course aims to equip students with
skills and tools to explore the opportunities that internet and e-business offers.
Additionally, the course aims to focus on concepts and equip students with skills and
tools that will help them understand and take competitive advantage of the evolving
world of opportunity, offered by e-commerce. In addition, this course will introduce
major concepts, requirements, problems and opportunities for successful planning,
implementation and assessment of e-Government projects.

Learning
Outcomes

By the end of this course students will be able to:

e Critically define e-commerce and describe how it differs from e-business.

¢ Understand and describe the unique features of e-commerce technology and
discuss their business significance.

e |dentify and describe the major B2C business models, B2B business models
and understand key business concepts and strategies applicable to e-
commerce.

e Critically describe how the use of Internet features and service, support e-
commerce.

¢ Identify the steps to be taken, in developing an e-commerce presence and
describe the tools used to establish secure internet communication channels.

¢ Identify and describe the marketing capabilities of social marketing platforms
such as Facebook, Twitter, Instagram and Pinterest.

e Describe why e-commerce raises ethical, social, and political issues.

¢ Identify the challenges faced by the different types of online retailers and
describe current trends in the online career services industry

o Use e-Government terminology to discuss main topics in the field

e Explain how e-Government delivers government services and facilitates
citizens’ participation and democracy

e Identify international aspects of EU policies for e-Government.

e Examine the current and future trends, and risks related to e- Government.

Prerequisites

ALL COMPULSORY NONE
COURSES

Required




Course Content

The Revolution is Just Beginning

E-commerce Business Models and Concepts

Technology Infrastructure for E-commerce

E-commerce Infrastructure: The Internet, Web, and Mobile Platform
Building an E-commerce Presence: Websites, Mobile Sites, and Apps
E-commerce Security and Payment Systems

E-commerce Marketing and Advertising Concepts

Social, Mobile, and Local Marketing

Ethical, Social, and Political Issues in E-commerce

Online Retail and Services

Online Content and Media

Social Networks, Auctions, and Portals

B2B E-commerce: Supply Chain Management and Collaborative Commerce
Introduction, Orientation

The IT revolution

The new Economy and the role of government

The Public Policy Analysis/Implementation lifecycle

Defining E-Gov and eDemocracy

Electronic Public Services, and eDemocracy

The eGov evolution

International perspective of E-Gov

Electronic Services, and service delivery

Open Government

E-Democracy and citizens’ participation in governance

The e-Gov policy in Europe

Teaching
Methodology

The course is delivered through lectures, discussion, assignments, presentations,
case studies and multimedia implementation. Highly interactive sessions. Guest
speakers from the industry and the public sector will be invited.
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e — 40% Final Exam
20% Mid-term / Tests
30% Projects & Assignments
10% Attendance & Participation
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