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Abstract

Electronic Commerce (E-Commerce) is a new form of trade thanks to the rapid
development of the economic globalization and modern Internet technologies. Not only
does it change people’s purchasing habit, it also affects the traditional values, mode of
production and the approaches of management. It also has a great impact on the role of
government and the legislation processes. The current taxation system is based on and
conforms to the traditional modes of production and trade. Electronic commerce, in
contrast with the traditional way of business, has made many regulations of the current
taxation system inapplicable or completely obsolete. It further involves taxation system
and tax collection in the areas such as international taxation relations and domestic
revenues. As a result, all countries in the world and international organizations have
been paying attention to the development of Electronic Commerce and creating their
own taxation policies on Electronic Commerce.

With the fast popularization of the Internet, Electronic Commerce has seen a boom
in China. Although China lags far behind the developed countries in this area, due to
the uneven distribution of technologies and their applications, Electronic Commerce in
China has been creating new business opportunities in comparison with traditional
modes of trading. According to the 23" report by China Internet Network Information
Center -- The Census Report of the Internet Developmental Status in China — China
has more than 298 million internet users, consisting of 22.6% of its population. This
number, which has surpassed the global average, facilitates the rapid increase of the
trade volume created by China’s Electronic businesses.

Based on a summary of the International research and implementation of taxation
polices, this thesis discusses the development of Electronic Commerce within the
framework of China’s taxation system. It further analyzes the tax collection problems
arisen from the Electronic Commerce businesses, and proposes some ideas and
suggestions as to the formulation of China’s taxation policies on Electronic Commerce.
The research will help adapt China’s Electronic Commerce to the development to the
Internet economy and boost the growth of Electronic Commerce in China as a new form
of business, thus greatly promote the development of China’s economy.

Keywords: Electronic Commerce; taxation; tax exemption; theoretical research ;
taxation policy



%
&

3

s
[1]
o

¥

okt

b
e B

i

it
[1]
o

¥

o

%
H# o

%

s
[1]
i

#
JE|
i

"
HH
o

¥
=

ot

b
pu

&

s
[1]
o

#
|
i

¥
HH

okt

#

ﬁ
I
e e

#

BETD oo 1
R R B oo 1
TR R T oo 2
TEITEER oo 2
BFAFHES. R SEUAREBBEEM .., 4
B T S IR e 4
BFRASRIFFES IR e 6
BRESEBEFESHEARIVR e, 12
Bt REEERMETFEHFZIFREEBIR ..o 16
e b TR I DR .5 & 16
RREEXTFF BB FRISHUTAIZSE RBIIR oo, 17
OECD XM#FHE F ST RIS E REBIZR ..o, 18
BEETMWERTFEFESHUAIBSERBIR ..o, 19
PRSI EEREITTIE oo, 21
PR SITE R IEBAIAIE o, 25
B R S5 R R T BT HEAR ..o, 25
BB R SRR B FERAIHEEL oo, 26
B F RS X RE R ZEZRAIRIMD oo, 28
B F RIS Rt R AE B BIBEME e 31
S REN S FEFEFSERETE ..o 33
BRI SHUHE S BIBAEREI e, 33
KTFHREBEFEAZIERME 35

MERERFRSHHEAIETIRIE oo, 38






Contents

Chapter L AN INtrodUCTION..........cocviiiiiec e 1

Section 1 The background of the research..........cccccccviiiiiii e, 1
Section 2 The purpose of the reSEarch..........ccoviviiiiiiie e 2
Section 3 The structure of the theSIS. ... 2

Chapter 2 E-commerce: its definition, features, categories and rules ..... 4
Section 1 The definition of E-COMMENCE .........cccooiviiiiiiieiiieeeee e 4
Section 2 The features and CAtEgOIIES ........cc.ciieeiiiieriiieieee e 6
Section 3 The current status of E-commerce businesses in China.............c.cccccceee. 12

Chapter 3 E-commerce taxation policies and their implementation in

OLNEE COUNTEIES ..ottt et re e e e e e anee s 16
Section 1 The U.S. positions and policies on E-commerce taxation.............ccccoeveene.. 16
Section 2 The EU positions and policies on E-commerce taxation .............ccccceeeenee. 17
Section 3 The OECD positions and policies on E-commerce taxation...................... 18

Section 4 The positions and policies on E-commerce taxation in major Asian

(01010 ] 1 1TSS 19

Section 5 The major taxation plans 0N E-COMMEICE ...........cccvvvririeienenene e 21
Chapter 4 The problem of taxing the derivatives of E-commerce............ 25
Section 1 The challenges of E-commerce on taxation prinCiples............cc.ccocvvvnnnene. 25
Section 2 The challenges of E-commerce on taxation jurisdiction ...............c.ccecee... 26
Section 3 The challenges of E-commerce on taxation factors ...........ccccccocevevervenenne. 28

Section 4 The effects of E-commerce on tax COlECTIONS. .........vvveeeeeeeeens 31



Chapter 5 How should China deal with E-commerce taxation problems... 33

Section 1 The principles and guidelines of E-commerce taxation ...........cccccceevvenee. 33
Section 2 Proposals for E-commerce taxation in China .........cccccoovvieeieniennenc e, 35
Section 2 Major measures for creating E-commerce tax policies in China.............. 38

45

Chapter 6 CONCIUSIONS ........cciiiie e






B iR

F—E 4

o

F—1 WMRE=

!

MAIAR, & DUAIRE 5 N T EEMIR 0 2 5 Ak — I AR, FTE B
AT I 2% H ARAE AT R R AQHT, TS5 E B — TP s, dUAhh
BB FI RS AT . B & AR S g sr B Ik i kSR B R 4,
LT 18 95 AN BT I L. LEAUL S5 5 07 30, Aok, W 2 B 5dt R
VATAE . PEREBRCR . BRAE P AR . B TE g, JEKE e S A S B 545
PR s s, ol LU B, 3B BB BT 9%, ASME AL
AN SRR L B R RIRT A, T AT DAy P e A (¥ BT B I (], FRF R
A1 H M R A A T R T M R AR A, A o R 45 ol T LA SR H 8 A A I —
NESEEAT N

PORBH ARG A SR, ARl 2008 4F 12 /1, SEREBER A fu BT
ANPIEERIF G R, BRI 10 42, o 41 3%HIHI R H AR W HI
ELA Sl 28%, ArgUE s IR I 18. 4%, HEAEE =5 BT SN ELHE A
JUREL AR S 7. A%, BRIEAEN], b E I B TR R
28, MBIy 17, 8%; SEEAMH A H = =47, HJ7 B350 04 16. 2%F1 6%.
1T R 75 45 R D A, F, RS 4 BRI AN G A U H ST AR R
B, FRIE P HF R S AR 2 R AE M E RS, i A s Bor, 2008 4
TR 55 A8 S Bitik 3] 24, 000 27T, TR EEHIMHIA S 41. 2%, Frb B2B Wil
BAT SR R AR, RRRE BN 89. 5%, IAF 21,480 {ZIt. EHEIEH, &
T HERNRIE, BT CE BT RS E 5 M EET &, ek L
GEURIE) ON 344, DU T Al 23 T IR Do o5t R ) T B B o W 2325 B 90 41 J3 H CN
AKX, YEIHRE A Z A PR S K R [ 50 SR

L, FEBEA H R 54 AT I IR S8 A8, E T FLIC I PR B A4 P, 10 28 25040 1 o
WA DR, A URE AR S URBLAC S I S BB RN S e, (RN B A
SRR R MANTE R, BASCHL 7 45508 [ BBt e s D007~ 2R B Bk bk, 0o 900 [ K 3G

-1-



FL 7 55 R SR R BUIAL 1A)  BE B F 5

Wesd OB b el o PRI AT LA H 2 o A JR KR e 2t P R 55 1R R RE
L 1 55 AR G851 5 T AR E S e PRI sh ok 17 RAT e ey, ot 241l
MIBCBOR RS R T B i il

T2 L1 1 55 2 e = A7 R B S ME SO FE AR A7 AR A AT A0 (1 P ke 2 75
| BOR #8253 23 OTE WL 77 55 K e R, R B I 5 A RE I XU R i o 1
HEGE N REPES, fTaE OB BRI AL, HF RS
FOBE FAALL, IEAFEAR KB ZE 00 . AR5 B A 25 B in) b, FRATTiZn e ia
FIRBGCIE AL S AT R AL B AR SR S it FL 1 v 95 BRI, ANLE R S
AN, S EATIR KR X

- WMRAH

AHFFOERS “ LR 55 A B R BB R " BRI, BT H A T
AR

o BTRSIE S KRN S A KRR

o LT A5 PRI AR A 4 B i)

=y FF T SR A SO0 TR 25 R A S SR

DU 224 i 3 B2 T AR L o S5 A )

=T BXEHH

AR TEEWNE, FEMTENEN T
U PR
BEASR S FTaPL. AE9E H B AL 454
B LTRSS MR 208 DS s
AT AL TR 55 A S . SRR IR, DAL 1 78 5528
RIS ]
= H AT S S SO0 R A5 TR A ST AR
AT L OECD Wi A K 8 2 S PR 500 A L 1 55 (KD DRBE

P

-2-



B iR

g it

HLF 18 55 BT RT A DR ) LRI E

ANFES G TR S0 B U B A BOSCIE A g 1 3 B ) ol
G ALYSENEE S

24 iy e B )X A P R 95 TR A )

AR A AP FELT R 25 A RE TP SR S S OB R, i H o R
HLT 8 25 B0 55 [ 2L

45k



FL 7 55 R SR R BUIAL 1A)  BE B F 5

ETE BETHIZIOEE. MR, 2XUREREEN

F—1 BRTFEFHEE

HAr, X 7rgss Mg e X, Ay, W% (Electronic
Commerce) — B2 TEH: TINRF M IS Z i 2, i A8 A ERA T 32 11 R MV 52 2 3
B, FEDVRE T IR 2 AT T, 3300 Y g/l 55 4 Iy 3, A ELIE I 93¢
ARG BAL B, KA S S T i 7 MR AL I AL, SRS U5 AN 2R
AT 2 PR S5 3l SCBLH E 1M B 7 7 2 18] ) A8 B AR £¢
WL SCRFRLR S PR 5535 8l SO0l el s AR 25 6 R 25 1 sl 1K) — it
ey BRI E R R SR T R 2% R B R YA AR Y
BiE, FEEARAWRED, WEETIAREA AN, BrEs kR oaisis
27 R 5547 b A

—. HREFHSSIN

1997 48 11 JIAELRRAEAT, UL A “ BRI HL 119 95 A AR UL 48 HY 138 2 -
“HL R S5l O AT R A5 Al . el Ly U SUAR BRI 3 A dh
BWHSCA FEME G g RFZ RS, WA TR SRS
534 E11Y ot I A a1 e k- AN S 1565 ' 7 AN S e O T N I € (£ VAN (B
VAR AESCBERE, AL RAAE . SR AER T (i . B TR
NS CfE BRSS s BRUFIERIRS ) B4tiGs) (fds . #a) Fopi s
COEEY) . MR 58 225 % Jr L1285 J5 s A2 T ik 24 i A8 #e sl
AR AR T AT AR R RN AC S s BRI ) LU SO L1 R 5572
P2 BRI G, WA (U EdE s e B IseED L SR EdE (3L
PRI BT A DU B SR (BB . WS A,
TR UARE B AcH . STt sy G MRS AT, 7w A B
far . BRI RO B By Sy (ER BT Re ik, FHR . s,
T ILE) . 4Rl (s — B BRI A, S b —Rpk s 1 b



o RTRISHIOMS . PRI DL SR

N BR3P EEARAT — AN 22 W] B2 (R i AR S5

=, XEHAF

KR FE — RAEPK, KEEBUFEIL 1997 45 7 H kA (2R 115544
TE) rh ) Rk s 5 EBUM X TR TR A KRB, Hrhdath: TR S
e fRild Internet BT IURNIES), AFE) & &L A RS EHES),
PR TR S R

=. BEELFEEMARAL (OECD)

OECD 745 K L7 ] 45 (IR A5 vkt i 78 25 TR0 S FHLP 1 45 A2 R AR A T T
& L E k2 7] (Business to Business). VAN %74 2 [A] (Business to
Consumer) [RIFETF3C7 . . WG FER S5 A0 P ISR W Rk 4 5 A 31 7 THT
IRIMEAE Sy o

M. #aARM=

IBM 23 wi) ) PR B S5 MR A0 AN 0. AN (Intranet). A4S
M (Extranet). HLF R4 (B-Commerce). ‘& FTHlif 127 ML THEIRED N IR
R, AR BEE RV 2 A, ABADUSUR BRATTIE = SO 3R A8 5 1
BT RIS, Mty S2di | A IEA VKRR LR . Al g
FIARNME AR 1 45 F5 e I N

HP AFIPEH A FRIS (E-Commerce). HLF M4 (E- Business). HL-FiH %%
(E-Commerce) FIFHLF4b SIS . EX PRI 410 SO i i T8
SEI NS GG S — R J7 2, WL R SRR RS DL D 1 AS 5 T B e )
RS EAS R, TR Z IR A . IS e O — R
Wl 25 F B, I Internet (IS B45H, AT (LN SIEMKAE
M08, RS IE RS, S AR A 25 A b 453k
PRSI, 7 HLRE S X T 3% 55 21 25 DR 38 A HH DR iy 12 A% Bl 1 2 >4 i 45 30 7
XU IR E SO s AN FE BROREAT IR R 2 2) . LA, W% — R4
WiE), A EERIG AR 7 kR 2 AL SE AL I Internet #4745,



FL 7 55 R SR R BUIAL 1A)  BE B F 5

. SEFH

ImdE « RPrRHE (Kalakota) MIZ2fEAk « B « BT (Whinston) X Hi 7R 55
(1 ks 46 E R D0 R S S A L i B IR SRR B SR A i, JF
20 p 7 SRS A AT Z G S IR SR, I S0 7 U A 12 11
HR G5 it BT, T B AR R K

Bk e SOAAFAEESFF O, it & s A —, aghilisk, nrbhxrER
B FrE RS TR B T AL, SR B 7 AT R 25 i A R
T RERI S 553520, T EAFER P HdE A (EDD. Ll (B-mail). H
TREFNK (EFT) J¢ Internet MFZEHRTEANIE. Aol MIEKE], 42—
5T (R UE T HEAT (1 %5 AR I 7 B2 2 o

FZH BTFEFRUFES LS

—. BEFHFREMMARERLMTAETEMNRZ S, RETHZHR
W, BRALHE. RES. Bt 23kt REEEFHS.

(—) £IKURITHIS

L1155 52 2 5 sKBE T REE, ST LT RAS o DARF W2 T I ST T, 25 2
Viln), R T KT IR . I SOA, A BMESE 2 ARG R, 0T
AL IEEL, WURE TR i PR RE, BEATRM, SE s Sy i i MRl G
BERAEAS BBOR T BUE AT E REEM E 42 R A5 R XL 778 55 L AL 4T
FIZRZE .

(D) RERHE, EREEAR

CNRC R S S S g OO R )N IR ANPNIAP LI DY £ PR R AU (i BUN &8
AR AN RE, Bl R R EORE AR H R A, ST SRR, BRI I,
AN EESE bR B LR, AT R4 g B, JeH TAE N B, A5 i R 55 i S
A EAAT AR, Hh /Al T R S e B R SRR LA T O, AN B R A
NAHE T I\ e

(=) FEntEX, REEHIEERK

HL 118 55 T AAN G ST A% 8 1 5530 0 P i PO 1 ke, LA w1 Al A o

-6-



o RTRISHIOMS . PRI DL SR

IR r NI Y ST BURER R e R i1 O R A) I SR WY N = = S 2l R T S
RS . HATZ LRI AL [N, JEREA i, ok BRI, IR, ) 2%
W RE.

(M) ZIEXHKE, XELRERERE

PEARGE R 45 T 2 AT H I ARBTFEUE, 76 L1 R 45 Th e 8 AR . i1
AR S M B A0, X e b s R ok 1A HE . R I Bk s vk
(Data encryption method). #(f7%% (Digital signature) “§Z A4 iR
KB SEUAUEN LA (Certificate Authority) IRESAARMIEE, nI{E2C S 1w A TER
APRIE,

(B fIFEmELNE5MHE

A TF AL G A it S IR SS, g dtlii i B M. AR, e
WIEIRSS S, BB —E W EIAAAE, WU ACTT &, n] DUE R L 9
W3, e AL SR SRR . B 2 BREOR, AR AT . BT R A AT
Sy G A AR R 45

Z. RTFREFEASFHSE BAEREXRIER -8, RETHSNARSH
SESEE AT H S A M.

(—) B2B—i A AR AR

FEARRIE R AL R Internet WAL T5T. &4 AT AL RIFALEE
P b AR RIS SR ER S T A WG 3 . KAL) B2B W, I DLER SRR, WbIE
A5, BEARRIE . A B AR 5525 7 T 1R AR o

Cisco w4 Bk KA TR ER e AV iy, FAAE 1991 S TT 4R A
“Pre-Web” R4, fifflh Internet $RUEHLTSZRFARSS, B2B 4 Cisco 2 mlaly KAR K
IZEINER s A

1126 =7 2278 () B2B W uli, fnif] HLEL B, A T i RE ) G L TR 95 R 8
RNV IENL I &, SR UG A, s ile, IR R 3R EATi N 4%
o DAL, B B — B A R e B DA K 4 BR B 5 i B i) KU o, AE 43R
PRl e ML EGE b /NS T I AN SR 54, B B T 2008 R4
H T AR T, SebRiE Rl 2007 4F LT 95%, TAF] T 12.05 476, 2008



FL 7 55 R SR R BUIAL 1A)  BE B F 5

ERT=ANEE R E B2B AL TR 45 A BT B ELE S T e e, IO Rk
IR EHE M . =R S REURE I, S8 8 i NI AN R E N
B, DU R Sk b, B E gt S WA B IR EL T
CHRERTEARDG” I EiR I, ERLEHLNERIN, SR A H ARG LA k2
A8 1) AT I AR NI IR, A0 B AE S J7 Hs 4 81 SR DG I A BlOAS s 2 “ i
] 7 R T A Gk i 4 T IE, MR R, 2008 AR HLEL RSN T
1,050 JJ e e 170 J3A W Bl Hdr, EERAE S iia il s i #egn 7
350 JJISH) 790 J7, AFEFERGIEIL 80%, A PR .

& 2008 4=+ [E B2B b3 b gl

AT 47T
Al SZ | B | B | BNEE | A
R 128 | 1460 | 1425 | 1506 | 56.72
L 6.8 7.3 7.8 7.9 29. 85
T Ek A 1,27 2,24 1.28 2.1 12
hEHEN 0.9 0.98 105 108 5.9
M 0.25 0.35 0.34 0. 33 1.9
E T 0. 14 0.19 0.23 0.25 0.97
HAt 3.4 3.5 3.55 3.4 10.58

kR - @2009. 2 iResearch Inc. www. iresearch. com. cn

s i T Bedls, P B2B L TR 55 RMARE LA Sy A 08 ST
JEUH T L IR FF PR K F Sk, 20 = F i ORI, SH YA R,
FCrp R ARV P SLAT 5 B 5 SR AE Ee A 5 (1) B B G 0



Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways:

1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library.

2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.



http://etd.xmu.edu.cn/
http://etd.calis.edu.cn/
mailto:etd@xmu.edu.cn

