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	2.
UoW Credits
	20
	Level:
	M
	Status 

	C
	
	

	
	

	3.
Subject
	Business Management
	Type:
	Taught and Independent Study

	
	
	
	
	
	
	
	

	4.
Pre-requisites

      Co-requisites
	None
None

	
	
	
	
	
	
	
	

	5.
Aims/Learning Outcomes.  On completion of this module students will be able to:

a) Demonstrate critical understanding of key academic approaches to eCommerce;

b) Evaluate how successfully these approaches are implemented in the business world;

c) Integrate into research activities a critical consideration of the wide-ranging impact of changing technological, social and legislative factors such as control, censorship, access options, piracy, unhealthy children, online fraud and newly emerging topics; 

d) Develop awareness of how to utilise a range of specific eCommerce models and methodologies;

e) Illustrate an understanding of how tools and theories in d) above may be influenced by and adapted to account for market, global and cultural differences;

f) Recognise how different organisation structures and dynamics are evolving in the fully-committed eCommerce business;

g) Present research, analysis, conclusions and recommendations in professional business reports or presentations as required.

	

	6.
Catalogue Summary

The world of electronic business is a relatively new and fast developing sector. Through a range of specific case studies and student led projects critical consideration will be accorded both to the strategic principles involved in eCommerce and the detailed tools and methodologies used in implementation. 

Views based on practical experience of students will be welcomed and encouraged. 

The implications of different business cultures and how they may or may not affect the design, structure and utilisation of eCommerce recur throughout the module. 

The module takes an integrative approach drawing on new and existing perspectives and     models from many disciplines such as information systems, strategy, marketing, operations and human resource management.

	
	
	
	
	
	
	
	

	7.
Assessment Pattern

Individual presentation and critical analysis of selected website/s 

Detailed project plan and specification for a new website with costed and justified business plan
	Weight %

50

50
	Pass Req

50% in individual presentation

Minimum 40% in group-work

50% on Aggregate 
	Comments

Supported by physical evidence of research

	
	

	8.
Indicative Tutorial Team
	Elwyn Cox, Eric Bodger.

	

	9.
Indicative Teaching Methods

A combination of lectures and seminars including in-depth use of case studies, supported by guided research for students.  Example web sites and e-based processes will be analysed in detail and the transient nature of tools such as viral campaigns evaluated. 

Input from guest lecturers and speakers will be strongly supported where relevant.


	10. Indicative Learning Activities

Lecture

Student managed learning

Total:
	Hours

 30
170
200
	Comments




	11. Sample Assignments

Individually select a UK-based website and critically evaluate its value to both the customer and the site owner.  Consider the tools used and recommend improvements (possibly by reference to competitor sites). Find a similar site in any other country (English language preferred, but not compulsory) and highlight the similarities and differences.  Argue with justified reasons whether the geographic or cultural environment has had an impact.  Guideline presentation length, 20 mins.

As a group of 3 or 4 you are to develop a capital funding proposal to present to investors. Lecturing staff will play the role of the investors and you have to show detailed, carefully costed plans for the development of the site plus associated marketing plans. As part of the report that you will give in advance to the investors you will reference leading contemporary thinking.

	
	
	
	
	
	
	
	

	12. Indicative Outline Content

A consideration of the rapid, if uneven, growth of the internet as the medium for electronic transactional-based systems. 

Does eCommerce require a new business paradigm or is it an adaptation of existing theory – evolution rather than revolution?

How complete is the move to eCommerce? Is the pace of change sustainable - what new developments are on the horizon? What geographic and cultural differences impact on the globalisation of eCommerce? 

Specific areas include:

What is the difference between eMarketing, eBusiness and eCommerce?

The effects of an e-environment on organisations.

Critical evaluation of strategy process models for e-business.

Advise on the successful utilization of resources for e-business implementation.

Analysis of the eCommerce value chain.

How can the importance of Customer Relationship Management be compatible with the impersonality of the eBusiness environment?

Comparative analysis of websites.

	
	
	
	
	
	
	
	

	13. Indicative Reading
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Chaffey, D. (2002), E-Business and E-Commerce Management, Pearson Education Ltd.: Harlow

Chaffey, D., Mayer, R., Johnston, K. and Ellis-Chadwick, F. (2003), Internet Marketing: Strategy, Implementation and Practice, FT Prentice Hall: Harlow 2nd edition.

Hofacker, C. (2001), Internet Marketing, 3rd edition, John Wiley: New York

Oz, E. (2001), Foundations of E-Commerce, Prentice Hall: Upper Saddle River, NJ.

Parker, R. (2000), Relationship Marketing on the Web, Adams Streetwise: Holbrook, MA

Peters, T. (2003), Re-imagine! Business excellence in a disruptive age, Dorling Kindersley: London

Rayport, J. and Jaworski, B. (2001a), E-Commerce, McGraw-Hill: London

Rayport, J. and Jaworski, B. (2001b), Cases in E-Commerce, McGraw-Hill: London

Seybold, P. (1999) Customers.com, Century Business Books. Random House: London 

Siegel, D. (2000), Futurize your Enterprise. Business strategy in the age of the e-customer, John Wiley: New York

Smith, P.R. and Chaffey, Dave (2002), eMarketing eXcellence: The Heart of eBusiness, Elsevier Butterworth-Heinemann: Oxford

Willcocks, L. and Sauer, C. (eds) (2000), Moving to E-business, Random House: London
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