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The development of electronic commerce has changed the traditional
business models and transaction processes, and influenced the business
organizations. It brings lots of commerce opportunities to enterprises too.
Electronic stores open year-around make customers shopping any time any where
via Internet and upset the tradition shopping behavior. Internet shopping has
accepted by customers gradually. So the implementation model for electronic
store 18 a very important issue. There are many issues for Internet business
including what kind of products to be sold, store interface, customer-oriented
shopping processes design, price strategy, and payment system, etc. Our research
use survey method to explorer the perceptions of the electronic store” s manager,
developer, and consumers about the implementation model of electronic store. An
integrated model for enterprise to refer when they plan to enter the electronic
market 1s suggested after analysis of responded data. We find that implementation
models of electronic store differ significantly in related marketing factors
including transaction security, flexibility, product, and promotion, but do not
differ significantly in related development factors such as external support,
professional personnel, and related experience. As for the related management
factors, status of the organization 1n its industry and operation processes factor
differ significantly in the implementation model of electronic store, but this
finding does not hold for cost/profit factor and scale factor. We design three
electronic store prototypes (store A has middle store function; store B has little
function; store C has full function) for experimentation. After analyzing the
experiment data, we found that participator’ s satisfaction on store C is obviously
higher than store B. For the average surfing time and expenditure, store B 1s the
highest, store A 1s the next, and store C 1s the lowest.
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