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ABSTRACT

The main objectives of this research are to examine different perceptions of business
models and application strategies caused by the development potentials 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
companies having more customers, comfortable in purchasing over the internet, tend to apply
service-support and special-offer business models. To retailers, if products could be highly
appeal electronically, they tend to adopt “go-with-the-trend”” EC application strategy. Further, If
consumers’ attitudes are more toward electronic shopping, retailers tend to adopt “develop fully”

EC application strategy. To manufacturers, there are no impacts on EC application strategy by
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EC development potentials.
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