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Abstract

The goal of this research is to build a practically useful B2C e-commerce
business model for decision making and project evaluation. The business model we
proposed is “Cyclic B2C business model with feedback”, this new business model
comes with lots of empirical and practical advantages to firms running B2C
e-commerce. In this paper, the researcher integrates core competence and key success
factors into decision making loop, and use a simple weighting method to calculate

each proposal’s score for decision making.

The author use Delphi method to enumerate B2C firm’s core competence as one
input of the model. The other input of the model is a complete KSF (Key Success
Factors) table which is sifted from previous researches and empirical KSF from
success B2C firms. In the model, two simple methods are introduced to evaluate
proposals developed by firm’s decision makers. After the evaluation process, we get
score of each proposal, then we can choose the proposal with highest score as our
final decision.

Those two methods which are used to evaluate proposals are “sum of weighting”
and “core competence & KSF matching”. Decision makers can examine top score
proposals come from different evaluation methods and find out which can meet the

criteria: “getting high scores in both method”, that is the answer.

For KSF matching, a “Complete Success Factors Table” was developed by way

of integrating research survey and empirical KSF from success e-commerce business.



Combining this table with the proposed model, two cases, Amazon and PChome
online are chosen to prove the accuracy of “Cyclic B2C business model with
feedback”. After examined historical events and key strategy developed, we claim that
the business model we developed in this paper is a practical and useful model for B2C

firms.

Key words: Business Model, B2C, e-commerce, core competence, Key Success
Factors » Cyclic B2C business model with feedback.
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"we concluded that the e-commerce market space is seen as promising and that it
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