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ABSTRACT

The main objectives of this research are to examine different perceptions of business
models caused by business factors in electronic commerce. A questionnaire was
developed and distributed to the top 1000 manufacturers and 612 retailers in Taiwan.
231 usable responses were received for a 14.3% response rate. Results show that both
retailers and manufacturers tend to establish their web sites. There is significantly
different perceptions on EC business models between retailers and manufacturers. Asto
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retailers, they tend to apply E-shopping, customer-information-gathering, sales-promotion,
and charging-by-usage business models. As to manufacturers, they tend to apply
rel ated-business-linkage, business-promotion, and image-improvement business models.
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Cronbach a
1 0.930
2 0.865
3 0.881
4 0.891
5 0.819
6 0.819
7 0.931
Chi-square P
2.142 0.143
60 (68.18%) 28 (31.82%) 88 (100%)
110 (76.92%) 33 (23.08%) 143 (100%)
*p<0.05 **p<0.01
MANOVA
F P
Wilks Lambda 0.845 5.801 0.000* *
*p<0.05 **p<0.01
Mean Mean
F P Difference
2.61 0.108 6.747 6.449
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6.32 0.013* 4,534 4.205 1>2
5.43 0.021* 4,282 4.031 1>2
14.06  0.000** 5.176 4.653 1>2
6.49 0.012* 5.874 6.158 2>1
4.97 0.027* 2.185 1.967 1>2

*p<0.05 **p<0.01 1 2
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MANOVA
F P
Wilks Lambda 0.921 1.279 0.217
*p<0.05 **p<0.01
MANOVA
F P
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F P
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0.62 0.848
1.94 0.024*
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1.83 0.036*
1.66 0.065

*p<0.05 **p<0.01

WWW



1. (1999)

http://www.nii.org.tw/CNT/ECNews/act
ivity/ac990720/taiwan.htm

2, (1999)
6(1) 25-46
3, (1995)
374-380
4, (2000) 4
6 1 26-40

1.Dahl, A. & Lesnick L. (1995). Internet
Commerce. Indianapolis: New Riders.

2.De Kare-Silver, (1999).
E-shock: the Shopping
Revolution: Strategies for Retailers and
Manufacturers, New York: AMACOM.

Michael.
Electronic

3.Ellsworth, J. H. & Ellsworth, M. V.
(1994). The Internet Book, New York:
John Wiley and Son.

4.Evans, P. B. & Wurster, T. S. (1997).
Strategy and the New Economics of
Information. Harvard Business Review,
75(5), 70-82.

5.Emigh, J (1999). E-commerce
strategies. Computer world, 33(3), 53.

6.Fedewa, C. Scott. (1996). Business
Models for "Internetpreneurs’. Internet
Entrepreneurs Support Service, Los

Angeles, http://www.entrepreneurs.net/
iess/articles/art4.html.

7.Forrester. (1998). http://www.forrester.
com/press/pressrel/981105.htm.

8.Hitchen, Pete. (1999). Internet User

Trends in Asia/Pacific (excluding Japan).

IDC, http://lwww.idc.com/getdoc.jhtml?
containerld=20642.

9.IDC. (1999). IDC
Worldwide Internet Economy to Exceed
$1 Trillion by 2001. http://www.
idcresearch.com/Data/l nternet/content/
NET110399PR.htm.

Expects the

10.Kaiser, H. (1958). The Varimax
Criterion for Analytic Rotation in
Factor Analysis. Psychometrika, 23,
187-200.

11. Kalakota R. & Whinston, A.B. (1997).
Electronic Commerce: A Manager
Guide. New York: Addison-Wesley.

12.Kosiur, D.R. (1997). Understanding

Electronic  Commerce. Redmond:

Microsoft Press.

13.Lawrence, E., Corbitt, B., Tidwell, A.,
Fisher, J. & Lawrence JR. (1998).
Internet Commerce: Digital Models for
Business. New York: John Wiley &
Sons.

14. Maddox, Kate & Blankenhorn, Dana.

189



190

(1998). Web Commerce : Building a
Digital Business. New York: John
Wiley and Sons.

15.Mckeown, P. & Watson, R. (1998).
Metamorphosis : A Guide to the World
Wide Web and Electronic Commerce.
New York: John Wiley and Sons.

16.Modahl, M. (1999). Now or Never:
How Companies must Change Today
to Win the Battle for
Consumers. New  York:

Internet
Harper

Business.

17.Nunnally, T.C. (1978). Psychometric
Theory. New York: McGraw-Hill Inc.

18.Pastore, Michael. (1998). Online
Population to Quadruple. Cyberatlas,
http://cyberatlas.internet.com/big_pict
ure/demographics/article/0,1323,5901
150231,00.html.

19. Rosenoer, J., Armstrong, D. Russell, J.
& Gates, J.R. (1999). The Clickable
Corporation: Successful Strategies for
Capturing the Internet Advantage.
Simon & Schuster Inc.

20. Seybold, Patricia B. (1998).
Customers.com: How to Create a
Profitable Business Strategy for the
Internet and Beyond. Times Business.

21.Turban, E., McLean, E.R. & Wetherbe,
J.C. (1999a). Information Technology
for Management: Making Connections
for Strategic Advantage. New York:
John Wiley and Sons.

22.Turban, E., Lee, J.,, Lee, JK., King, D.
& Chung, H.M. (1999b). Electronic
Commerce: A Managerial Perspective,

New Jersey: Prentice Hall.

23.Vassos, T. (1996). Strategic Internet

Marketing.
Computer Publishing Inc.

Indianapolis: Macmillan

24.Whinston, A.B., Stahl, D.O. & Choi,
S.Y. (1997). The Economics of
Electronic Commerce, Indianapolis:
Macmillan Technical Publishing.

25.Zwass, V. (1996). Electronic
Commerce: Structures and |ssues.
International  Journal of Electronic

Commerce, 1(1), 3-23.

2002 02 22
2002 05 03

2002 07 04



	ABSTRACT

