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Abstract

Business model is abstract rational cognition about how corporation created, delivered and ob-
tained value and is the enterprise’s core competitive advantages from the perspective of value
creation. This article found that research perspective of representation models of e-commerce
business model mostly concentrated on value creation perspective and there are two categories:
EBMO and e3-value Model. We respectively discuss the two categories in order to make better un-
derstanding of the current development in e-commerce business model research.
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1. Introduction

Since 1990s, with the rapid development of the Internet, e-commerce has begun to emerge at that historic mo-
ment. The impact of e-commerce, which not only affects the business as well as people’s work, but also affects
people’s behavior, has become an important part of the national economy growth [1]. Due to the rapid develop-
ment of e-commerce, the concept of business model has been the focus of substantial attention from both aca-
demics and practitioners [2]. E-commerce business model is significantly different from the business model of
traditional corporate, and has played an important role in the development and expansion. How did e-commerce
company win other competitors in the fierce market competition? It not only depends on its own strength, but
also depends on business model. Competition in modern corporations is the competition of business rather than
the competition of products.

This paper includes four parts: 1) the introduction describes the writing background of this paper; 2) the con-
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cept of business model and e-business model allows readers to deepen the understanding of this topic; 3) Section
3 is the main part of this paper, and discusses in detail the research status, classification and the tendency of the
e-business models research from the perspective of value creation; 4) the conclusion briefly reviews the previous
parts of this study.

2. Business Model and E-Business Model
2.1. Business Model Definitions

The character of business model firstly appeared in 1957 in the paper text [3], business model has been prevalent
with the rapid development and popularization of Internet as well as rapid development of e-commerce, and it
has gradually formed an independent field of study with an explosion in the number of articles published. So far,
however, despite the overall surge in the literature on business models, the concept of business model has not
been consensus in academic; there are different explanations from different scholars due to their different re-
search perspective. At a general level, the business model has been referred to as a statement, a description, are
presentation, an architecture, a conceptual tool or model, a structural template, a method, a framework, a pattern,
and a set [2].

A business model describes the logic of a “business system” for creating value, which lies behind the actual
processes [4]. Another, a business model is a description of the value a company offers to one or several seg-
ments of customers and the architecture of the firm and its network of partners for creating, marketing and deli-
vering this value and relationship capital, in order to generate profitable and sustainable revenue streams [5].
Amit & Zott (2001) defined that the business model depicts the content, structure, and governance of transac-
tions designed so as to create value through the exploitation of business opportunities [6]. Based on the fact that
transactions connect activities, the authors further evolved this definition to conceptualize a firm’s business
model as a system of interdependent activities that transcends the focal firm and spans its boundaries [7]. Simi-
larly, business models consist of four interlocking elements that taken together, create and deliver value. These
are customer value proposition, profit formula, key resources, and key processes [8]. And Teece (2010) defined
that a business model articulates the logic, the data and other evidence that support a value proposition for the
customer, and a viable structure of revenues and costs for the enterprise delivering that value [9].

2.2. E-Business Model Definitions

The research stream that, to date, has devoted the greatest attention to business models concerns e-business. The
term e-business means “doing business electronically” [2]. Shafer et al. (2005) reviewed 12 definitions in estab-
lished publications during the period 1998-2000, finding that 8 were related to e-business [10]. Similarly, Zott
and Amit’s (2011) literature review confirmed this trend, in a total of 49 conceptual studies in which the busi-
ness model is clearly defined, almost one fourth of the studies are related to e-business [2].

The term e-business model (e-commerce business model or electronic business model) was first defined by
IBM in the 1990s as the transformation of key business processes through the use of internet technologies [11].
An electronic business model is an important baseline for the development of e-commerce system applications
[12]. Rappa (2007) defines the e-business model in its most basic sense, as a method of doing business by which
a company can sustain itself by generating revenue. He identifies how a firm makes money by specifying where
it is positioned in the value chain [13]. Timmers (1999) defines an e-business model as an architecture for prod-
uct, service and information flows, including a description of the various business actors and their roles; the po-
tential benefits for the various actors; and the various sources and revenues [14]. Weill et al. (2001) describe eight
so-called “atomic” e-business models, each of which describes a different way of conducting business electron-
ically; e-business initiatives can be represented by pure atomic business models or by combining them [15].

3. The Study of Representation Models of E-Business Models from the Perspective
of Value Creation

Research on e-business models can be organized around two complementary streams: The first aims to describe
generic e-business models and provide typologies; the second focuses on the components of e-business models
[2]. And many authors have attempted to represent e-commerce business models through a representation mod-
els (e.g., [12] [16]-[27]). Table 1 presents a summary of these efforts.
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Through analysis these literatures, we surprisingly found that about 80% of these research of e-commerce
business models was based on the perspective of value creation (Table 2), and Yuan Lei (2007) have took a
similar conclusion that business model is fundamentally logic of value creation [3]. The perspective of value
creation in the research of e-commerce business model is a widespread and greatest influent field [27]. The
perspective of value creation can help to understanding the dynamic and systematic of business models [7]. Si-
milarly, Yuan Lei (2007) propose a framework, which could be called “3-4-8” constitutes system, for under-
stand and dialysis business model [3]. Therefore, this framework can help to examining the components of these

representation models [28].

Among the articles of the research perspective of value creation, there are 50% of those which were employed
the model of EBMO, as well as some of other articles were employed the e*-value model. Table 3 presents a

summary of these efforts.

Table 1. Components of representation models of e-business models.

Author(s), Year
Gordijn et al. (2001) [12]

Dubosson-Torbay
etal. (2001) [19]

Afuah et al. (2001) [20]
Alt Zimmermann (2000) [21]

Wendy L. Currie (2004) [22]
Linder & Cantrell S (2001) [23]

Mahadevan (2000) [24]
Van Der Vost et al. (2002) [25]
Osterwalder (2005) [16]

Bhavini Desai & Wendy Currie
(2008) [26]

Abdelkafi N & Makhotin S
etal. (2013) [17]

Components

Actor, Value object, Value offering, Value activity, Value port,
Value interface, Value exchange

Product innovation, Customer relationship, Infrastructure management,
Financial aspect

Scope, Price, Connected activities, Implementation, Capabilities, Sustainability
Mission, Structure, Processes, Revenues, Legal issues, Technology
Strategic positioning, Product/Services Portfolio, VValue proposition, Value capture

Pricing model, Revenue model, Commerce process model, Internet-enabled
commerce relationship, Organizational form, Value proposition

Value stream, Revenue stream, Logistical stream
Value proposition, Roles of participants, Processes, Functionalities, Applications
Relationship, Value configuration, Capability, Cost structure

Market positioning, Customer expectation, Value proposition,
Products and services, Revenue, Delivery model

Value proposition, Value creation, Value delivery, Value capture, VValue communication

Numbers

Table 2. The research perspective of representation models of e-commerce business models.

Research perspective Article numbers Proportion Representative model
The perspective of value creation 48 80% (Eélélﬁlges[slgﬁcég_lvc;r;ac:c'i%df;r[r;%delmg e-business
Other perspective 12 20% Other e-business Models

Table 3. The representation models of e-commerce business model from perspective of value creation.

Author(s), Year

Osterwalder et al.
(2001, 2005) [16]

Gordijn (2001) [12]

Components of Model

Product (Value Proposition); Customer Interface (Target Customer, Distribution Channel,
Relationship); Infrastructure Management (Value Configuration, Core Competency,
Partner Network); Financial Aspects (Cost Structure, Revenue Model)

Actor, Value Object, Value Offering, Value Activity, Value Port, Value Interface, Value Exchange

Other authors (the numbers that were cited are less than 2)

Numbers

21

15
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3.1. E-Business Model Ontology (EBMO)

Osterwalder and Pigneur (2005) proposed a new e-Business Model Ontology. The e-business model ontology
describes the logic of a “business system” for creating value in the Internet era and composed of four main pil-
lars, which are product innovation, infrastructure management, customer relationship and financial aspects [16]
(Figure 1). This model exhaustively describes components of e-business model from the perspective of value
creation by using the networking modeling approach [3], as well as has been widely applied by many scholars
(e.g., [17]-[19] [29]-[33]) and managers in both academics and practices.

Susan Lambert (2008) proposed a conceptual framework for business model research that provides a basis for
theory development and debate. This business model conceptual framework will guide future research and that it
will be reviewed and refined, just as the financial reporting conceptual framework has been reviewed and re-
fined over decades [29]. Delvin Grant (2013) use EBMO to analyze e-business models in online real estate. The
author investigate the similarities and differences among e-business models and how e-business model differen-
tiation affects company success to discovering which business model components are important as well as which
model are more successful. They discover that differences include the use of revenue streams for generating
revenue, the extent of partnerships and the role play in a company’s success [18]. Based on EBMO, Abdelkafi et
al. (2013) introduces a new framework, in which a business model denotes a value-focused concept with five
dimensions: value proposition, value communication, value creation, value delivery and value capture in the
field of electric mobility. The combination of patterns from different dimensions can lead to the systematic gen-
eration of business model innovations and evaluates the extent to which business model patterns can be useful
for the field of electronic mobility and how they can be adapted to fit into the new context [17]. Konstantinos N.
G et al. (2011) emphasizes the need for ITS to take advantage of the developments in Information and Commu-
nication Technologies (ICTs) and the internet, and proposes some e-business model framework for ITS, as well
as addresses sustainability issues and aspects of the network economy for ITS companies [30]. Dubosson-Torbay et
al. (2001) proposed a theoretical e-business model framework for doing business in the Internet era. This
framework’s objective is to define critical success factors, based on a field study in order to find out and com-
pare the performance indicators used by e-business firms which are competing with similar business models [19].
Xiaobo Wu et al. (2010) explore the new latecomer advantage implied in the phenomena of overshooting and
non-consuming. Based on inductive theory building with a comparative case study, the authors find that lateco-
mer firms, though disadvantaged in technological capabilities and market resources, can successfully introduce
disruptive technologies from advanced economies into emerging economies through secondary business-model
innovations [31]. Basing on EBMO, Novaes Zilber et al. (2012) described the business model of small compa-
nies that have adopted e-business in an emerging Latin American country and found that the owners/sharehold-
ers play a central role in making decisions about the adoption of e-business as well as the main value delivered
from using the internet was improved brand and/or product awareness [32]. Using EBMO, Kiani et al. (2009)
proposed causal loop diagram (CLD) and use it as a useful tool to capture the structure of e-business systems in
order to achieve a better understanding of an e-business model. And, the proposed CLD provides managers with
significant insight into the e-business models [33].
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Figure 1. E-business model ontology (EBMO).
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3.2. E3-Value E-Business Model

Gordijn and Akkermans et al (2001) presented a ontology of e-business model which called e*-value to devel-
oping e-business model ontology which centers around the core concept of value, and expresses how value is
created, interpreted and exchanged within a multi-party stakeholder network [12]. This ontology which com-
poses the components of actor, value object, value offering, value activity, value port, value interface, value ex-
change has been widely applied by many scholars (e.g., [34]-[38]) by abstracting a simplified model of value
creation.

E3-value ontology focus on the notion of value and the way objects of value are created, exchanged and con-
sumed in a stakeholder network [12]. C. Huemer et al (2008) focus on inter-organizational systems to describing
e-business model for corporate network of actor and present a discussion of different approaches to present the
e3-value concepts by means of UML. This approach can align specifying inter-organizational business processes
for future work [34]. Glova J et al. (2014) apply e*-value to model value creation and value exchange within an
e-business network of multiple business actors. And author use this approach to reduced to its core elements
which includes value proposition, distribution channels, the customer of the company, and to explaining how a
multi-actor network creates, distributes and consumes value by production of a good or providing a service [35].
OuYangfeng (2007) developed structure analysis based on e*-value ontology method, and study the e-business
model of data service provider. This study revealed the internal dynamics mechanism of e-business models by
constructing a value model to modeling the process how value created, added and exchanged between the par-
ticipants in models [36]. And then, based on e*-value ontology method, OuYangfeng et al. (2008) constructed
the value model for electronic books business model and carried out the profitability for all the actors involved
and viability analysis of the business model through simulation [37]. Using e3-valuee-business model, Weiwei
Li and Yue Dai (2011) designs one prototypical example of an online database provider company and discusses
various business model value under different scenarios [38]. The e®-value ontology which analysis the corporate
business models can link the corporates and consumers through the value chain and dialysis components in sys-
tem of e-business models by modeling and simulating the models, as well as estimate the profitability and ratio-
nality of value model of e-business models.

4. Conclusion

Due to the rapid development of e-commerce, the concept of business model has been the focus of substantial
attention from both academics and practitioners [2]. Business model is abstract rational cognition about how
corporation created, delivered and obtained value and is the enterprise’s core competitive advantages. Although,
the business model is often studied without an explicit definition of the concept, our review found that research
perspective of representation models of e-commerce business model mostly concentrated on value creation
perspective (approximately 80% of all articles) and there are two categories: EBMO (approximately 50% of the
articles from the perspective of value creation) and e*-value model (15% of those articles). The e-business mod-
els exhaustively describe components of e-business model from the perspective of value creation by using the
networking modeling approach, and have been widely applied by many scholars. The e3-value ontology which
analyzes the corporate business models can link the corporations and consumers through the value chain and di-
alysis components in system of e-business models by modeling and simulating the models, and estimate the
profitability and rationality of value model of e-business models.
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