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ABSTRACT

E-commerce is a kind of trade type between buyers and sellers rely on computer networks.
Carried out according to certain standards of various business activities. e-commerce is based on
modern information technology and network technology, financial electronic collection,
management, information technology, business and trade information networks into one, aimed at
logistics, capital flow and information flow of harmony and unity of the new trade, trade
activities of the entire process, electronic, networking and digital. E-commerce has brought to the
traditional ways of trading a huge impact, led to changes in economic structures, is a business
revolution in the way and is recognized internationally as the 21st century is an important driver
of economic development compared to current traditional companies. In this material, we first
consider the current problem, analyze particular characteristics of clothing shopping mall to
increase the purchasing power of customer. For these reasons, we describe the process for
building the clothing site.

A7 e], O|HE, oA, AHU

——

e-Commerce, event, marketing, internet

.M B AR A oA ARl X*ﬂ 3

of mEerel webd AR S Tl’ A= A

I &d olF 10de] Awt A, 2Rl wA ol 7129 uAS §AsE Ao WE F

2P 2P T o i A H o g gztEa 9lon, oo wet H@ugo

3 Slvh IEY &g o] @A Skl Wt W g gxo] vl Fod ds AN EE W
= 2Rl wgEe] v SAskslal AR

- 628 —



RS S AR st A= et A

A AARCE AEY AFEAT) 2
FFsha QlEldl B9t 25E
HE AdE B ROINE AE S
Foululb 48 Qlek Sl verel s 1T

Fio] FolAn 4w}

o

BN o, e

o o ml
)

R

o it
_(:»‘L
=

> 39

2 S rlo

o
I
]

¢

I

k=
30

oX fO o

S

>
=g

=X

a2
=

o

% o

o

&0 0 v g Lo

o5 TulnAL A Aol

W Frjsh olojx

ofN
o r

<% 1> A3} A ofolql Ww

<
Rl B 9x% | ¥22
B
3| o omam| o]
AR | O |y O]2738) O | 29

wil )] O1FZE| O] 1% | O| 1% | O 1%
A | g O nEg
14l

. =o

FO4E | O O 5

=

= 24

3 ASFA Ol
Apo] Apo)
e @) . O e
=x
2R8[O O ;;:
&

v. 2 2

o F AES Ao el AxAY FAE
Aoz oF ndo tds T3 24-US
& 4+ 9lor, 7E MuA FHEL thHslEo]

[1] el&de], “=2pQl FEAdo] zghdnt” 4
g7 A A4, 2006.

[2] D. Kim and S. kim, "Dynamic Expert Group
Models for Recommender System:s,"
Proceedings of the First Asia Pacific
Conference on Web Intelligence : Research
and Development, Maebashi City, Japan,
October, 2001.

[3] A. Cliff, D. Kania and Y. Beth, "Internet
World  Guide to  One-to-One  Web
Marketing," John Wiley & Sons, Inc., New
York, 1998.

[4] Peter, ]J. P., and Olson, J. C. "Consumer
Behavior and Marketing Strategy", Chicago:
Irwin, 1996.

- 629 —



