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Study on the Countermeasure Suggestions of Railway E-business

Development in the Background of Internet-+

SHI Yun-ming
(Party School of the Ministry of Railways, Beijing 100088, China)

Abstract: Railway enterprise faces all kinds of opportunities and challenges when developing e-business in the background of internet 4. Building

up e-business platform and promoting the intergrating of railway enterprise and internet is the best way to reply the challenges. Therefore, railway

enterprise should make a clear development target, bulid up e-business platform, innovate the strategy, expand the service scope, and optimize al-

location of resources. In order to develop railway e-business, railway enterprise should suppy more customized service and make the price much

more flexible.

Key words:internet+; railway enterprise; e-business
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A Comparative Research of Omni-Channel Operations

Strategy in Retail Industry

LUO Ning, ZHAO Zhong-xiu

(The University of International Business and Economics,Beijing 100029, China)

Abstract: China's Retailing Enterprises under the impact of online retailing, is the plight of the road to explore the omni-channel operation of “In-
g p p g plig p P

ternet Plus” pattern. Based on the quantitative analysis of twelve leading global retail companies, we put forward a framework for strategic analysis

of retail omni-channel operations. Using factor analysis and cluster analysis, strategy of these companies are clustered into five categories, and a

comparative analysis of the best practices in each category is provided.

Key words: retail industry; omni-channel;best practice
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