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Part I
Theoretical Foundation  

of E-Commerce

Time flies. It is now the 17th year since 1999, the year China’s e-commerce 
was born. In the spring of  that same year, Yun Ma set up the Alibaba 
e-commerce website at a lakeside garden in Hangzhou’s suburb. In the May 
of  1999, China’s first B2C website selling software books, 8848 went online 
as operated by LaoRong or Juntao Wang. In the June of  1999, four travel 
enthusiasts from different industries, namely Nanpeng Shen, Jianzhang 
Liang, Qi Ji, and Min Fan created Ctrip to provide online ticketing and 
hotel reservation services. In the August of  the same year, Yibo Shao and 
his alumni from Harvard established Eachnet, China’s first C2C e-commerce 
network. By the November of  1999, Guoqing Li and his wife Yu Yu, who 
had both worked in the publishing business for about 10 years, set up China’s 
first online bookstore, Dangdang. Starting from this year, e-commerce  
entrepreneurship began to surge and roll, changing people’s living and con-
suming habits along the way.1

First, e-commerce has changed the way business is done. A typical sce-
nario in traditional business activities is that a salesperson is “constantly on 
the move trying to break deals,” while consumers get exhausted looking for 
commodities they need. In contrast, people now get serviced online by surfing 
online stores and purchasing all kinds of products via the internet. Businesses 
contact customers and conduct loan transactions utilizing the internet, and 
governments conveniently conduct electronic bids and make government 
purchases. Second, e-commerce changes people’s consumption habits. The 
most obvious change in online shopping is the dominant customer. This 
means that the intention of customers to make purchases has become even 
more important, and consumers can choose to finish a transaction in an easy 
and self-serving manner, hence fully embodying the dominant role in online 
shopping. In addition, e-commerce has changed the production of tradi-
tional enterprises. For manufacturing enterprises, consumers’ special needs, 
their individual e-commerce activities, and its social impact, all are presented 
to manufacturing enterprises via the internet so that an increasing number 
of businesses are targeting the long-tailed market by producing customized 
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2	 Qiongwei Ye and Baojun Ma

products for consumers. For service enterprises, customized services covering 
the full spectrum of customers’ life are provided by way of such innovative 
measures as internet financing, O2O, and localized daily services.2

E-commerce has already changed the world. Yet, in this era of  the high 
speed development of  the internet, the rapid spread of intelligent terminals, 
and a revolutionary surge of  big data, e-commerce still retains its unlimited 
potential of  vitality and creativity, given its nature of  super sensitivity to its 
time and technology environment. Therefore, the internet plus e-commerce 
innovations will become a more important driver of  national economic 
development.
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