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ABSTRACT

In computer and Internet technology, driven by the formation of a new
economic model, electronic commerce, electronic business has low cost,
marketing management from time space restrictions, easy to collect
management customer information, pay high electronic etc. Characteristics.
In the electronic commerce environment, the enterprise marketing also
created a new opportunity——the Internet marketing, The network marketing
marketing space without aperture, the characteristics of the customer
leading marketing market, will extend to all levels, so as to achieve the
marketing of the space expand, meet the customer’ s demand, reduce the cost

of marketing diversification, the more joint network economy needs!

As this new economic model is the basis and method is widely used, but
also a challenge to the traditional marketing. In this paper, the operation

mode of electronic commerce.

Keyword: Electronic business, Network marketing , The traditional
marketing, Comparison , Integration
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$F1E P

MR BEAE THELA H 233 S ELER M IR A e, TR R T —Rog Ak 2275 U5 3K,
AT BT B BRSNS AR BT, M A R 90 24 A5 BEAT DR A 25 e L v
N——H TR S WA, fFaRBTRESER? MAND, BTESE ST
B A B S BUACRE 2 F BOdE AT I 5535 30 e RE M BRI AT IRV BRI pr 55
JASIRIERA, IS, BRSO, SR AT s b (755 77

1.1 BFESZNLARAIE

g rl e T TAAPE R v T, I Rl LRSSz e, HRRE L
AT SEMRING, 2RO E 28, XA T BRSBTS,
M H ARG T AL 2, IGO0 75 28— b S e A A S 2t (10 77 SOR PR A A Ak
BRI AERME 555 AT, T ENLBOR B R T2 N AN S i I A5 SR AT 58
H SAEHIFECT EDI AN Internet IR e, EBAEIEN 715 5 B s LA B B
A XSRS L7 45 R e o T g

MRS T4, @ 7T HRBE. M BB, 2R, T
Internet AL FAZGidRE. Sihr b, HTPHSIAFECEAMREZE. LA 20 e 70 £
& BTG A RBIE AL T, WRERTE 2 " LR TE RS0 (SABRE D, 4RAT
W—BAEFHEETRE®K ZRS. (ElectronicFunds Transfers, EFT) DA fx £ L
Gl TR S AR A P EE A 24t (Electronic Data Interchange, EDI).

HE 90 4, AT E =T, BAVE ERARSWBEERKMIE KR, [Ff
rl A A EBAE B RS 58 H MR B 30k %5 RGN B A BT 5
= A AR R BE5E 1 R Al T IRk f R 45 R AE BRI R B R &2 Internet K.
Internet fE%&/NJ7 N FRH SR REANE THCAARIM &M 94E, DL Internet N
FEAI AT BEAT (%) FE -7 45 A0 T FVG T S B 1 Bkl B AR A, T AR R 45 Rk
1T R 55 28 Gy A F AR A AEAR KRR B 5 tH R A TR & .
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12 BFRHSHNEZSERN

LT 25 B i A lis A BB e 878 U B LR N R A 7 s AR G W A
B A A R S, A48 4 B2C(Business to Consumer) « B2B(Business to
Business)+ C2B(Consumer to Business). C2C(Consumer to Consumer). B2G(Business
to Government) . BMC ( Business Medium Consumer ) . ABC ( Agents Business

Consumer) ZE/NFhEE R,
1.2.1 i 5EHEEZENEFES

M 5 2R Z R T75 55 (Business to Customer, BJJB2C). iX/&VH % FH
HEEMN BEZZ 525 EsER, KR TR B R ER %S . BEE RN H I,
W g TR A ek . AR A W adh FL 7 g 25 A 2

B2C 5ft A& Al ik I 25 45 5 7= i BRI 55 25 S NTH 9. Ak ) B BB o BRI SS
HE 2%, FEIRAE S B TR G R B DR 51 Pk, X BT AR WA E
|4y W 71 ) T A L /I o6 =/ G 2 S N R o8 A s i it i S <1553
J& T BBt f ML 7 5. B RG] ECCA T DU AP E A

N ARG (Portal) : ex. Yahoo!

REAEHRE (Virtual communities) : BEAUAL I IR R # R 75 R b, A =AMKF
Ji— Ty ET L HEREMAEL T . BRIFEIERAR. QIS X &

84 (Transaction Aggregators) : HL 77 55 B A& L3k,

5 M 2% (Advertising Network)
122 54z BRI E FrE s

N 5Nk 2 TR BT/ %% (BusinesstoBusiness, Bl B2B). B2B JyzU & L T 5%
N B 2 A e s Al AR T X, Ak il AEFH Internet B dAh W25 3 R 258 7 T #R B
FEEAEIFE, FERUNE MBS H M 2T AT N HACER 2L = AR B B 1 R 55
2%



XXERTFHSFEF LD EI B X

B2B HLF 7 55 48 PAAsb o AR, A Al 2 TR]3EAT i HEL 1 7 559 3. B2B HL 7 5572
HLF R 55 I B0, R Im I T 5e . s s Ak h . AL IR A 2
Jiike PR TS, B Ia A rEIUCERN A R, X2 MRS K
R 22 B, BRI LAV A S8 i AL T BN R AL . B2B HLT R S5 K 4
b R AR 5 v B0 A 7 RN AR 1 57 3 AR BLURCE 2 B AL 2

B2B = EE AT R Ak AR LA K Ak (B) 55 B R IE R 1) R (B) Z MRS, IFAE
B _EREAT R4k S Al 18] 32 Z o A AR N BRI (Intranet) A4 B T JALE R BL il
LA 2% (Bxtranet) &5 &7 A B AR R 7, IERIHENEE (SCW) B & . DItiE
B2B AR AL AR T, AT PASRI AL Al P 8 B TRAEE B A, S AT Al 5 Aol 22 T AL
Gy RE PRI L S A RS o

123 HEESHEEZENBETES

R E S5ETE 2 BT 745 (Consumer to Consumer , BfJ C2C). C2C H & F&
AR IS N SESL R fe tk— MELAL G ¥ &, MSLT7 Al LRSSt s, 1Sk
J7 AT LA EAT R EE R AT SR . HARFK S eBay. taobao HLT R 555

C2C 1R & 5IH R FH LA B AT N, EMZ 5T RG22 M. Bl ot
][RR — Sahn s B A Sz sl o, R RIFEZR B AT A S s . BT P
ATTE M 253 (8 18 3n 8L BBS ok Wifn & AL = F 000, HE 2N, Wb R 9%
(B ) BB e B ZE &, 32 C2C A 5 o

H AT SEAR A2 DO R E AT I e BRI iRz —, 2 NE#E . LAY
AT S5 - R LT SRR T e i, st mT BAGE A 30 32 B s g e EE T 3 (A%
TSI 2 B it R % R R0 2 A e AR 5 T S8 3 T v, e FY A B S B R ot ) S 5K P o
T SRR A, TSRS AT 37 T e 3 ) e i O M St o, X LRAR BRI C2C SEdR
.

2C SEbnMat, SEARY AR RS 2 FEAL T IO IR, 7 A SR AL E AT LR AR K /N, ]
e RIS [ R4k B s T2 B EEDE, TR MR EZE 4 m. H C2C JFA
RIR TP 55 Mise %, ARt KSR arik#E U 51, sIAN 15
PRSI o Bl — 7Kg 100 e — SR IR 55, UL B R AR L RET 2
R, XHRS MM SRR S k), WS E & ARSI, T2 BT 5% s
&, DLRESAE VPR . KPS E B IR, BATR RSN FOT 5, B
NHT LABIIE — 1R A 58 5
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H R EH SN2 (8] TR 55 (Consumer to
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Business, HJC2B). X&—MAIHMKEFRESHENR, ARTESHENEFES
P s X R Il IR B AR R 75 SR VE 2, TR R — MR R AR, i SRR LT,
DLIR BV 238 W S %, A AR B 1 H 1

C2B /2 1 5l P R A& (1 P8 i, R SealE il Al 2. X RE =,
e — M ARG B P . B AN 2 T K A 1A

125 e 52 ERIEFE S5

A5 BURF 2 T8 (14 L 7 250 2. T IBURF 55 Aol (] PR 45 T 55, R IBURE R I Bl
TR B ERAR B R AT, LA BRI A 25 o BURF— 7 THIE I 9% 3, AT LUEIE Internet
WA ORI B, AT B SR BRVEHL S AT 7R S R S — 5T,
BUR ST A2 T . Fg S0 MBS HE A B A I 9 4% LA H 77 45 5 SR RE 7R 49
S 4% o (BT M2 S HAAE BB, BURFERREHEITRe 3 & i A TSR R A5 &,
O IERf RS, MBI B, ARG . ELREMS ECRIR I O BRI T Ak, &
FEHSMESIMER . ERTFRSYT, BUFEE —ANEEER, tax B/ 55 s
EERFIFVEAER .

12,6 « Ak, PEKESHEE ZENETFES

Aol H ) M 5 T 2 TR ) T R S R BMC X, 2 — A 1 H TR
248550, BMC &£ 95 Business—Medium—Consumer [f1455, RALERWMALE . EHLE.
ANBRMZE . Gmb. g7 (B2B. B2C. C2C. C2B) LG TR sSAM S T — 5,
fi# i 7 B2B. B2C. C2C. C2B F5AL 4G il 11 S5 U R R, 2 B2M AT M2C 1) —Fh &
R, B B2M+AM20=BMC (M=Medium).

HrP ) Medium g A2 25 =T BTG, BRI SIS Z B &N —aHh
A SH . BR—DZYER. TR HAGERE AL R SRS P54
gy A S RIERERE, REARKGFERAI. AL &, Blfm iz, TSR
HI— A KRERF G RS2 =07 T G VIR Bt =T e s . S ERES
. aRZH58E . REML/EHRFEN . SRS EEHL. BRIRILIEE AL
1T A e e S5 AR 2
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BMC i b AR 2 Fh R P3 B B J7 361 o 7 8 BMC B0 T A AT — AN “A5
S R BB AR 5 R EWAS A Va B i BE T2 A S R R R I TR 55
FE, RIITE A SO WA RER AR TR RS U, eI, Ak
IR AR, HOKPRBEH CRUETH 9% 5 T i at, BUiEtt . B SN 9 136
JRITH o

SR, M RCHRCEA T TR PRSI, XEARK. Wl A7
S RSS, T — A BRI RN T . BRAAE TR MY, BRMHE T
MIZgE A, M2 E LB O T B @I X i B g ek, L2002 TH 2
BT R IFRET . MEEHSR T A RE MR, BOy T e EE s, Wi
fegrE tHITH 1 Pk !

E2E R GEH S M E THAVEAR B FHE

Rt B, HAMIB BT E SR T EAE %, A 2 Bigs
FIANWT R 75K, JF HRIOCRIE, X FEml =42 T TisE . B b2 s (10— T EH 2
N7, il & BRI E SR AR B Q57 s BOR BN 257 s — R 5 70, 24
M SEBUE 7 S EA H B — I+ > EE R TAF. B E R RN R Ay
RN NSRS T B3 IF [F) A S b A E LRI H P & 2 ) — itk = g i 7
EREAFE T RA P BRRRAS, § R R IR, AR T A HER 7 i A A R
1 T3 B A B0 I I A e Rt A2 s BB R N SIS 3 7. S AR S B AliE KA
T RIS ARSI, B8 & s A T A T BB R SRR 2, BB
P 5 SRANA 2 (0 At b SEEARMY AR e KA . O TIERIIXAS A A, bbb A Wit 2
Bl BRSNS, R AME, ABERRA P S AR, WA E A
WAL L7 A TRIADRS 77 BRIE A I AR e — Bt Bl A L . 7=, it
W BT R BOHSE— DI B TR R % TR

2.1 fREESHROBIA X FFHIE
GG M2 —F R S8, W2 ) re i MR SR L 45 R v 5 £ I i .

MEHTIERYL, EGUE TR IR B RN BOREAT S 8 NI ulE R
fegie FH I B AR WA 2 TR SR i 1. e KIIM AR, ca i tb Bl
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