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Abstract

The extended application of electronic commerce
allows businesses and consumers to conduct business
transactions activities over the Internet. E-Commerce
has created extraordinary value to the customer and
excellent opportunities to gain profit with proper
business models and strategies in place. There has
been much attention by practitioners and academics
focusing on the features of e-business model in order
to gain competitive advantage and make more profit.
The purposes of this study are to explore key
components of customer value creation, to examine
e-business models, and to identify e-business
strategies in developing the conceptual model of
e-business model for customer value creation in the
context of e-commerce.

Keywords: clectronic commerce, e-business model,
customer value creation
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