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I ANNOTATION

Electronic commerce (e-commerce) is the most widely-spread e-business. The goal of the course
"E-Commerce" is to provide the masters of "Computer Science" knowledge about the methodology, or-
ganization and technology of online sales. The primary focus of this course is teaching students about:

e the characteristics, organizational forms and technological models of e-commerce;
o electronic payment systems, used in e-commerce;

e e-commerce systems;

e strategies for promotion and advertisement of electronic shops.

The knowledge that students receive with this course will allow them to develop skills in organiz-
ing and technical provision of e-business, helping them to form skills for developing and practicing e-
commerce. The course project consists of a business plan, description and implementation of an online
store.

The course gives students skills for self-learning and helps them improve their skills in team
work and decision-making in regards to the application of Internet technologies in business.

INLTHEMATIC CONTENT

No.
by TITLE OF UNIT AND SUBTOPICS NUMBER OF HOURS
row
L S L.E.

1. Electronic business basics 6 2
1.1. | Impact of the Internet on business. Internet economy 2 -
1.2. | E-business definition and major advantages 2 -
1.3. | E-business categories 2 2
2. Electronic commerce 12 4
2.1 | Electronic commerce — definition, features and technological models 3 -
2.2 | Electronic payment systems, used in e-commerce 3 1
2.3 | Evaluation of electronic shops 6 3
3. E-commerce systems 15 20
3.1 | Essence of e-commerce systems 2 -
3.2 | Architecture of e-commerce systems 2 -
3.3 | Technologies for creating online stores 2 2
3.4 | Open-source software for creating online stores 9 18
4. Promotion and advertising of electronic shops 12 4
4.1 | Introduction to e-marketing 3 -
4.2 | The e-commerce website as a marketing tool 3 1
4.3 | Website promotion and advertising 3 1
4.4 | Web site Search Engine Optimization (SEO) 3 2

Total: 45 30




III. FORMS OF CONTROL.:

No. extra-
by TYPE AND FORM OF CONTROL Ne curricu-
row lar, h.
1. Midterm control
1.1. | Course project 1 40
1.2. | Course project 2 50
Total midterm control: 90
2. Final term control
2.1. |Test 75
Total final term control: 75
Total for all types of control: 165
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