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摘要 
電子商務近年來呈快速成長，其中書籍更因其具有種類繁多、書目龐雜、單價不高、

運送方便等的特性，成為線上購買的最主要產品，因此，本研究以網路書店為例，探討網

路事業經營之關鍵成功因素。本研究首先透過兩次的德爾菲問卷確認出 32個影響網路商

店經營的重要因素，之後藉由分析層級程序分析法(AHP)分層求出各因素的相對權重，最

後獲得 14個重要因素，成為網路書店經營之關鍵成功因素，以提供業者在決定資源配置

之先後順序時的參考。本研究發現的 14個關鍵成功因素按重要性順序排列，依序是企業

變革管理能力、擁有優秀人才並與之共同成長、顧客關係管理能力、鎖定正確的目標顧客、

快速地價格反應、知識管理系統的建立、完善的售後服務、建立物流中心以控制後勤品質、

成本管理能力、提供超值服務、資料庫行銷能力、建立公司信譽與產品的品牌形象、取得

虛擬社群之信任並持續與維持其互動之能力及技術創新能力。 

關鍵字：關鍵成功因素、網路書店、電子商務、德爾菲法、分析層級程序分析法 
 

Abstract 
Electronic commerce is viewed as an increasingly important issue for the rapid growth of 

online commercial activities. Among the products sold over the Internet, books have proven to 
be particularly suited for online commercial activities because they are produced in numerous 
categories, have a low unit price, and can be delivered from the merchant to the customer rather 
conveniently. For these reasons, online purveyors of books are ideal sites to learn some of the 
keys to success in conducting business on the Internet. In the present study, the authors 
conducted two separate Delphi-tests and derived a total of 32 factors to ascertain which factors 
would be important to success in the Internet business. We then calculate the relative weight of 
each factor with the Analytic Hierarchy Process (AHP) and selected 14 factors having the 
highest weight to be the key successful factors of Internet business. The following are the 14 
factors in order of weight. These 14 factors in order of weight include the ability of managing the 
business change, filling the place with entrepreneurs and growing with them, the ability of 
managing the customer relationship, targeting the right customers, the price can react to market 
quickly, building the knowledge management systems, excellent service after payment, building 
distribution center to develop unbeatable logistics, the ability of managing the cost, offering 
great value, the ability of marketing by database, building the goodwill and brand image, getting 
the trust of virtual community and maintain it continually, and the ability of developing the 
technology. 
Keywords: Key Successful Factors, Online Bookshop, Electronic Commerce, Delphi, 

Analytic Hierarchy Process 
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1.  Introduction 
 
The Internet was originally developed to serve the United States military and education in 

the Cold War. After the introduction of the World Wide Web (WWW) in 1989, the Internet has 
continued to play an increasingly important role in our everyday lives. Many operators have 
begun developing Internet commerce because the Internet provides worldwide service, increases 
markets’ occupy rates, and dramatically decreases communication cost. A noted foreign research 
institute, e-Marketer, predicts the market scale of global online consuming will grow at the 
compound annual growth rate (GAGR) of 93% from 1999 to 2003. 

 
After the depreciation of U.S. NASDAQ Internet stocks, B2C e-commerce shopping web 

sites, regardless of whether they based locally or in foreign countries, tended to reduce their 
overall operating costs and transform their operating modes. However, after an intensive 
investigation of the Taiwanese online shopping market, the Market Intelligence Center (MIC) 
points out that the boost of the net-surfing population, the maturation of e-commerce as well as 
e-payment mechanisms, and the blooming growth of other online applications (such as online 
games, internet stock booking, and web-advertising) will cause the Taiwanese online market to 
grow as high as 64% GAGR in the following three years. In addition, the needs of AV 
entertainment and living requirements are also projected to increase rapidly in the next three 
years (Gong, 2001). Moreover, the MIC claims that those who integrate the “resource of Internet 
and substantial channel” will be the mainstream of marketing in the future. Fostering the 
consumers’ confidence and trust in buying and selling goods on the Internet strengthening 
related ordinances are bound to be the keys of success for future online shopping markets. 

 
Because books have the traits of variability, complication, low unit price, and convenient 

transportation, they are highly suitable for sale online (Yam Digital Technology, 2000). In this 
research, we consider online bookshops to be ideal representatives of the Internet industry. As a 
result, taking online bookshop for example, we want to explore successful Internet industries’ 
key successful factors, which could be the blueprint of resource allocation priorities. 

 
In the concrete, the goal of the research is to understand the operation condition of online 

bookshop and factors affecting the operation performance, furthermore, to analyze the key 
successful factors of operation, which provide a direction of strategy for Internet operators and 
help them to face the variable environment.  

 
 

2.  Literature Review 
 
2.1  Electronic Commerce 

  
Kalakota and Whinston (1997) describe Electronic Commerce (E-Commerce, EC) as "the 

capability of buying and selling products on the Internet and other online services." Chaffey et al. 
(1999) define EC as "transactions of goods or services for which payment occurs over the 
Internet or other wide area networks". Generally, the business transactions that conducted in 
Internet technology such as computer, information networks, electronic data exchange (EDI) and 
so on are called EC.  

 
The definitions of EC vary with different perspective (Kalakota & Whinston, 1997). 
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According to the communication perspective, EC is the delivery of information, 
products/services, or payments over telephone line, computer networks or any other electronic 
means. In business process perspective, EC is the application of technology toward the 
automation of business transactions and workflow. Moreover, from the service perspective, EC is 
a tool that addresses the desire of firms, consumers and management to cut service costs while 
improving the quality of goods and increasing the speed of service delivery. Finally, from the 
on-line perspective, EC provides the capability of buying and selling products and information 
on the Internet and other online services.  

 
EC are divided into three broadly recognized categories: Intra-organizational, 

Business-to-Business (B2B), and Business-to-Consumer (B2C) (Kalakota & Whinston, 1997). 
Intra-organizational EC includes facilitating the organizational internal function and increasing 
the satisfaction of target customers. B2B EC is referred to facilitate and integrate the network 
form between organizations. B2C EC, is referred to improve the transaction between business 
and customer with electronic techniques. Offering products/services on the Internet is a kind of 
B2C EC and is referred to as B2C. Making profit from the advertisement by establishing 
websites with purpose of attracting streams of people is yet another kind of B2C EC. This type 
of B2C EC is commonly referred to as C2B. 

 
The key of B2B EC is to establish a good relationship with a co-operational partner. C2C 

EC is stressed on the credit of buyer and seller. Otherwise, B2C EC puts more importance on 
security and identification. The key of C2B EC is to attract a great number of visitors to browse 
the website. The type of Internet business we discuss in the present article is focused on the B2C 
EC. 
 
2.2  Online Bookshop 
 

Online stores are a type of virtual store where consumers can purchase what they want on 
the Internet . In the broadest sense, online store are defined as mediums through which 
consumers can order the products and/or services online. According to this definition, if the 
website only offers information regarding products and/or services, but consumer have to order 
them over the telephone, fax, transfer, mail and so on, it is not considered a true on-line store. 
Moreover, in the narrow sense, an online store is defined as a website through which all of the 
processes of transaction, such as browsing, ordering and paying can be completed via the 
Internet. According to the type of products it purveys, on-line stores are divided into two primary 
types: direct commerce and indirect commerce. The deals of the digital or un-physical products 
are referred to as direct commerce and the deals of the physical products are referred to as 
indirect commerce (Dertouzos, 1997). 

 
An online bookshop is a virtual store where consumers can order or purchase the books on 

the Internet. Online bookshops in Taiwan are divided into the following three groups according 
to their backgrounds: (1) pure virtual online bookshops, (2) online bookshops established by the 
publishers, and (3) online bookshops established by traditional bookshops. 
 
2.2.1 Pure virtual online bookshops 

 
Most of this type of online bookshops were established through the assistance of an Internet 

technology company. Although they do not have physical resources, they have the Internet 

 - 
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technology, such as e-Commerce, and operate a new brand. Examples of this type of online 
bookshops on Taiwan are books.com.tw and silkbook.com.  
 
2.2.2 Online bookshops established by the publishers 

 
This type of online bookshop often establishes their own website as a new channel to 

expand their business. On their website, although they sell the books issued by other publisher, 
they give first places to sell the books they, themselves, issue. Examples of this type of online 
bookshops on Taiwan are YLib.com and cwbook.com.tw. 
 
2.2.3 Online bookshops established by traditional bookshops  

 
Traditional bookshops also establish their own website with the advantage of business 

experiences. Most of them have massive databases and offer a comprehensive range of products. 
Examples of this type of online bookshop in Taiwan are kingstone.com.tw and soidea.com.tw. 

 
Online bookshops have the advantages of globality, convenience, interaction, 

personalization, low rate of returned goods, and no pressure of stocks (Li, 1998; Ling, 1998). 
However, online bookshops in Taiwan now continue to encounter a number of dilemmas. For 
example, on-line shopping is not yet popular in Taiwan (especially the buying of books online) 
because consumers still have doubts concerning security issues. Moreover, the speed of 
transmission is sluggish, and the Chinese books market is far smaller than that of English books 
(Li, 1998; Ling, 1998).  

 
By analyzing the industry value chain of final products one can discover methods of 

unearthing the key factors to being successful in Internet commerce (Wu, 1988). In the present 
study, we seek out the value chain of online bookshop to help establish the key successful factors 
in this aspect of doing business on the Internet. Traditional book-selling processes -- publish, 
print, general sells, and retail -- play an integral part of new value chain while Internet processes 
play another part. In the new value chain of online bookshops, the business processes include the 
publishing, printing, purchasing from publisher, information systems of online bookshops, 
database of books to sell, all the data of consumers, the channels from wholesale to retail, storing, 
transporting the books to consumers, website image, and the website, itself. The complete value 
chain of they typical online bookshop is illustrated in Figure 1. 
 

Retail General Sell 

Purchase Print 

Information  

Website Image   

Book Data 

Transport Consumer Website Store 
Publish 

 
 
 
 
 
 

Figure1. The Business Processes of Online Bookshops 
 
2.3  Key Successful Factors 
 

Key Successful Factors (KSFs) are the characteristics, abilities, or assets of an enterprise 
that can improve significantly their power to compete (Hofer & Schendel, 1978; Rockart, 1979; 
Aaker, 1984; Leidecker & Bruno, 1984; Wu, 1988). Anthon and Dearden (1976) indicated that 
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KSF, key result areas (Drucker, 1962), key variables (Anthon & Dearden, 1976), and strategic 
factors (Barnard, 1984) are similar in nature. If organizations can keep their KSF, they can utilize 
their resources more efficiently and improve their overall performance (Boynton & Zmud, 1984; 
Miller, 1998). Following this, they can strengthen the advantage to succeed in their specific 
industry (Rockart, 1979; Leidecker & Bruno, 1984; Hofer & Schendle, 1978). Each industry has 
its own different environments, so all of the KSFs in each specific industry are different to each 
other.The KSFs analyzed in this study are the characteristics, abilities, or assets of an enterprise 
while still maintaining its persistent competitive advantage by utilizing efficiently its recourses 
in these critical factors. 
 
2.4  The Key Successful Factors of Online Bookshop 

 
The major purpose in this study is to both identify the KSFs of online bookshops and to 

suggest how these KSFs can serve as critical factors leading to the success of a virtual shop. 
Several researchers have addressed different critical factors, and we have discovered that a 
number of these factors are similar.  

 
1. 

2. 

3. 

4. 

5. 

Yesil (1997) focuses on the five keys to create a successful virtual store: (1) setting 
goals, (2) understanding and creating the shopping experience, (3) getting to know customers, (4) 
advertising and promoting the store, (5) implementing a payment system. 
 

Huang (1997) stresses that a Internet shop’s successful business strategy should 
include the following: (1) decreasing the cost of purchasing, transportation and storage, (2) 
increasing the revenue by using a flexible price strategy, (3) establishing complete back-end 
systems, (4) recognizing effects of commerce on the traditional mass media, (5) building 
identification systems, (6) making an excellent internet marketing, (7) putting the customer first, 
(8) emphasizing security and customer privacy, (9) holding frequent promotions, and (10) 
increasing customer loyalty. 
 

A successful Internet shop store should include the following ten functions according 
to Lin and Wang (1997): (1) satisfying variable users with different connecting rates, (2) 
establishing a consumers’ database, (3) establishing good interaction between users, (4) 
providing multiple purchase methods, (5) ensuring transaction safety, (6) using proxy programs 
to increase service quality, (7) providing rich customerized information, (8) carefully 
constructing a user-friendly interface, (9) establishing a fluent website framework, and (10) 
calculating the times that customers “hit” their websites. 
 

Seybold (1998) suggests eight critical success factors (CSFs) for successful modern 
businesses: (1) targeting the right customers, (2) owning the customer’s total experience, (3) 
streamlining business processes that impact customers, (4) providing a 360-degree view of the 
customer relationship, (5) letting customers help themselves, (6) helping customers do their jobs, 
(7) delivering personalized service, and (8) fostering a community. 
 

Lu (1998) indicates that EC business managers should allocate their important 
business resources to activating seven kinds of effects to maintain their competitive advantage: 
(1) learning effects: developing the ability to accumulate the Internet resources and experiences, 
(2) network effects: developing the ability to operate in the Internet community, (3) uniqueness 
effects: developing the ability to collect the customers’ preferences, (4) pricing effects: 
developing the ability to set discriminated prices, (5) efficiency effects: developing the ability to 
 - 
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operate efficiently and improving the convenience of cross-organization, (6) searching effects: 
developing the ability to build virtual agencies, (7) cooperation effects: developing the ability to 
create strategic alliances.   
 

6. 

7. 

8. 

Saunders (1999) captured with the ten requisite rules of Amazon.com: (1) living and 
breathing E-Commerce, (2) “filling the place” with entrepreneurs, (3) focusing, (4) branding the 
site, (5) getting and keeping customers by offering great values, (6) developing unbeatable 
logistics, (7) staying lean, (8) practicing Technoleverage, (9) constantly reinventing the business, 
and (10) growing with the best. 
 

Hu (2000) considers the successful factors of an online bookshop to include the 
following: (1) ensuring the bookshop orientation and providing specific service to targeted 
customers, (2) a friendly interface and accurate search result. (3) rich book information, (4) using 
the customerized content and interaction to reinforce community coherence, (5) digitalized 
property and ability, (6) competitive price, (7) the cooperation of publishers, distributors, 
conveyers, the media and writers, (8) the cooperation of online bookshops, ISP’s, and search 
engines (9) brand publicity is the obstacle of follower, however, pioneer are not necessarily 
predominant in establishing its brand, (10) and paying attention to professional ability. 
 

In Ding’s research (2000) in which he analyzed the characteristics of Taiwan online 
bookshops in, he discovered 15 essential factors: (1) the collection of books, (2) offering online 
credit cards and a booking service, (3) low transportation charges, (4) interaction between 
readers, writers, and the online bookshop, (5) interaction among readers, (6) providing an online 
full-text search, (7) issuing an e-paper about culture, (8) offering detailed information regarding 
books, (9) offering deep discounts, (10) organizing a strategy coalition with local and foreign 
business, (11) providing fast and perfect service before and after payment, (12) constructing its 
own brand and publicity, (13) launching variable promotions and service periodically, (14) 
establishing incentives to encourage customers to visit the website, and (15) offering frequent 
software and hardware updates. 
 
 
3.  Research Design 
 
3.1  The Key Successful Factors of an online shop 

 
From the aforementioned review of literature, the present study identified the 39 items that 

were found to be important for managing an online shop and used them to form a Delphi 
questionnaire. Upon the result of the Delphi questionnaire, we delete 7 items that are not as 
important as others and use the remnants (32items) to be the items of AHP (The Analytic 
Hierarchy Process). Figure 2 is the framework we use to identify the KSFs with AHP. Figure 2 
demonstrates that there are 32 items, 8 dimensions (8 kinds of effects), and one objective. With 
AHP, we compared the 32 items in pairs to evaluate the relative weight of each item to find their 
relative importance to the dimension. Using the same method, we evaluate the weight of each 
dimension to establish their relative importance to the objective at hand. From this, we can 
assess items’ relative weights according to the objective. 
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Figure 2. The Key Successful Factors of Online Bookshops 
 

 Objective Dimensions  Items  
       A1. Filling the place with entrepreneurs and growing with them  
     A2. The ability to manage business changes   
     A3. Building the knowledge management systems  
       A4. The ability of developing the technology   
       B1. The ability to manage the customer relationship   
       B2. Targeting the right customers  
     B3. Digitalized propriety and ability  
     B4. The ability of marketing through databases  
       B5. Letting customers help themselves and helping customer 

do their jobs  
 

       B6. Issuing an E-paper  
     C1. Getting the trust of the virtual community and maintaining 

it continually  
 

     C2. Fostering a community  
       C3. Chasing the critical number  
      D1. Offering great value  
      D2. The price can react to market quickly  
      D3. Holding a variety of promotional activities  
       E1. The ability to deliver products quickly  
       E2. Developing unbeatable logistics  
     E3. The ability to manage the cost  
     E4. Excellent service after payment  
       E5. Emphasizing customer security and privacy  
       E6. Establishing a user-friendly interface  
     F1. The completeness of the database  
     F2. Rich book information (booklist, abstract, chart….)  
       F3. Searching easily and precisely  
       G1. The corporation of publisher, distributor, conveyer, media 

and writer 
 

     G2. The corporation of ISP, search agent, other popular 
website to build the network of Internet business 

 

       H1. Building goodwill and brand image  
      H2. Establish firmly the position of products  
      H3. Naming the brand  
      H4. The ability of advertising   
    

B
E

C
Effects 

Effects 

P
Effects 

E  
Effects 

S
effects 

 
 
 

The 
Success 
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Effects 

L  
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e Design and the Object 

survey on specialists according to three phases. In the first and second phase, 
hi questionnaire twice to integrate specialists’ opinions and construct the 
uestionnaire. In the third phase, we conduct the AHP questionnaire to isolate 
pe of specialists should include various kinds of scholars, online bookshop 
 related mangers. We choose eight specialists to be the objects that include the 
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managers of the pure virtual bookshop, the managers of online bookshop belonging to physical 
store, the managers of online bookshops established by publishers, the supplier of equipment, 
and the scholars. We obtain 7 to 8 valid questionnaires in three phases (Table 1). The criterion to 
judge the validness of AHP questionnaire is assessing the consistency ratio (CR) with software, 
Expert Choice. The AHP questionnaire is valid if the CR is lower than 1. 

 
Table 1 Questionnaire Survey 

  Issue Collect Valid Rate (%) 
Managers of pure virtual bookshop 3 3 3 100 
Managers of online bookshops with physical stores 1 1 1 100 
Managers of online bookshops established by publishers 4 4 4 100 

 
Delphi 
(First) 

Scholars 8 8 8 100 
Managers of pure virtual bookshops 3 3 3 100 
Managers of online bookshops with physical stores 1 1 1 100 
Managers of online bookshops establish by publishers 4 3 3 75 

 
Delphi 

(Second) 
Scholars 8 7 7 87.5 
Managers of pure virtual bookshops 3 3 3 100 
Managers of online bookshop with physical stores 1 1 1 100 
Managers of online bookshop establish by publishers 4 4 4 100 

 
AHP 

Scholars 8 8 8 100 
 
 
4.  Result and Discussion 
 
4.1  The analysis and results of Delphi 

 
We use a five-scale approach to measure the degree to which items will affect the successes 

of Internet business. The higher means that the object considers the items to be more important. 
The mean scores and standard deviation of twice Delphi questionnaire are shown as Table 2. In 
the first Delphi, there are twelve items with a higher standard deviation (over than 1), but there 
are only 3 items with a higher standard deviation in the second Delphi. This indicates that the 
specialists are consistent regarding the 32 items of the second Delphi. According to the mean 
scores of the Delphi, we choose the items whose score is above 3 to be the items of AHP 
questionnaire. Following adapting this criterion, there are 7 items that were not selected. 
 

Table 2 The Results of Delphi 
Fist time Second time 

Dimension Original evaluated items Means Standard 
deviation 

Means Standard 
deviation 

 
Delete 

A1.Filling the place with entrepreneurs and 
growing with them 

4.43 0.53 4.4 0.55 

A2.The ability to manage the business change  4.14 0.69 4.2 0.84 
A3.Building the knowledge management systems 4 0.82 4.2 0.45 

Learning 
Effects 

A4.The ability to develop the technology  3.86 1.07 4.2 0.45 

 
None 

B1.The ability of managing the customer relationship 4.86 0.38 5 0 
Uniqueness 

Effects B2.Targeting the right customers 4.57 0.79 4.8 0.45 
 
 

None 
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Con’t (Table 2) 
B3.Digitalized propriety and ability 4.29 0.95 4 0 
B4.The ability to market by database 4 1* 4.4 0.55 
B5.Letting and helping customers do their jobs 3.43 0.98 3.8 0.45 

 

B6.Issuing an E-paper 3.43 1.27 3.2 0.84 

 

C1.Getting the trust of virtual community and 
 maintaining it continually  

4.14 0.9 4.2 0.84 

C2.Fostering a community 4 1* 4 0.71 
Network 
Effects 

C3.Chasing the critical number 3.43 1.27* 3.2 0.45 

 
None 

D1.Offering great value 4.14 0.69 3.8 0.45 
D2.The price can react to market quickly 3.86 0.69 3.4 0.55 
D3.Holding a variety of promotional activities 3.71 1.25* 3.6 0.55 
D4.The ability to make discriminated price 2.71** 1.11* 2.4** 0.55 

Pricing 
Effects 

D5.Not charging postage 2.71** 0.49 2.6** 1.14* 

 
 

D4, D5 

E1.The ability to deliver the products quickly 4.71 0.49 4.6 0.55 
E2.Develop unbeatable logistics 4.57 0.53 4 0.71 
E3.The ability to manage the cost 4.57 0.53 4.4 0.55 
E4.Excellent service after payment 4.57 0.53 4.6 0.55 
E5.Emphasizing the security and customer privacies 4.57 0.79 4.2 0.84 
E6.Establishing a user-friendly Interface 4.43 0.53 4 1.22* 

Efficiency 
Effects 

E7.Providing various way of payment 4 0.82 3 0.71 

 
 
 

E7 

F1.The completeness of database 4.29 0.76 4.2 0.45 
F2.Rich book information 4 0.82 4.4 0.55 
F3.Searching easily and precisely 3.71 0.76 3.8 0.84 
F4.Interface with various languages  3.14 0.69 2.8** 0.45 

Searching 
Effects: 

F5. Diversified enterprise 2.43** 1.4* 2.2** 0.45 

 
 

F4, F5 

G1.The corporation of publisher, distributor, 
 conveyer, media and writer 

3.86 1.21* 4 0.71 

G2.The corporation of ISP, search agent, other popular 
website to build the network of Internet business  

3.29 0.95 3.4 0.9 

G3.Having own complete channels  - - 3 1.22* 

Cooperation 
Effects: 

G4.The ability to publish by itself - - 3 1.22* 

 
 

G3, G4 

H1.Building goodwill and brand image 4.29 0.95 4.6 0.55 
H2.Establish firmly the position of products 4.14 1.21* 4 1* 
H3.Naming the brand 4 1.15* 3.4 0.55 
H4.The ability to advertising  3.86 1.35* 3.8 0.45 

Brand 
Effects: 

H5.Deciding the website 3.29 1.38* 3.2 0.84 

 
 

None 

**:the means below 3  *:the standard deviation above 1 
 
4.2  The analysis and results of AHP 

 
The 32 items of AHP questionnaire are come from the Delphi. We count the items’ relative 

weight of all of the valid questionnaires with Expert Choice. There are 84 set weigh value totally. 
We let the means of 84 set weight value to present the weigh of each item. The process and 
analysis of AHP are described as follows. 

 
We compute the degree that eight dimensions influence the successes of Internet business 

by pairs. Then, we compute the weight of all the items under the consideration of each 

 - 
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dimension. According to the matrix we calculate above, we can obtain the eigenvectors of each 
dimension to inference the KSFs of the successes of Internet business (Table 3).  

 
Table 3. The eigenvectors of eight dimensions 

Dimension Learning 
effects 

Uniqueness 
effects 

Network 
effects 

Pricing 
effects 

Efficiency 
effects 

Searching 
effects 

Cooperation 
effects 

Brand 
effects 

Eigenvectors 0.245 0.188 0.065 0.102 0.215 0.060 0.038 0.087 
 

Table 4. The rank of the degree that items can influence the objective 
Rank Items Weight*1000 

1 A2 The ability to manage business change 99.96 
2 A1 Filling the place with entrepreneurs and growing with them 65.42 
3 B1 The ability of managing the customer relationship 58.84 
4 B2 Targeting the right customers 49.82 
5 D2 The price can react quickly to the market  47.53 
6 A3 Building knowledge management systems 46.06 
7 E4 Excellent service after payment 45.80 
8 E2 Develop Unbeatable Logistics 43.22 
9 E3 The ability to manage the cost 41.28 
10 D1 Offering great value 39.78 
11 B4 The ability to market through databases 38.16 
12 H1 Building goodwill and brand image 34.37 
13 C1 Getting the trust of virtual community and maintain it continually 33.74 
14 A4 The ability to develop technology 33.57 
15 E1 The ability to deliver products quickly 32.47 
16 F1 The completeness of database 29.34 
17 E5 Emphasizing customer security and privacy 26.66 
18 E6 Establishing user-friendly Interface 25.37 
19 G1 The cooperation of publishers, distributors, conveyers, and writers 24.43 
20 C2 Fostering a community 24.12 
21 H2 Firmly establishing the position of products 20.10 
22 F2 Rich book information  17.34 
23 B3 Digitalized propriety and ability 16.36 
24 D3 Holding a variety of promotional activities 14.79 
25 H3 Naming the brand 14.01 
26 B5 Letting and helping customers do their jobs 13.72 
27 G2 The cooperation of ISP’s, search agents, other popular websites to 

build an Internet business network 
13.57 

28 F3 Searching Easily and Precisely 13.26 
29 B6 Issuing an E-paper 11.09 
30 H4 The ability of advertising 10.79 
31 H5 Deciding the website 7.74 
32 C3 Chasing the critical number 7.15 
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After we integrate all the aforementioned computations, we can obtain and rank the degree 
that each item’s influence to the objective by the weight value found in Table 4. 

 
According to the weight value from the sample, we rank the influence that the eight 

dimensions have to affect the objective (the successes of Internet shop). Among them, we find 
that Learning effects is the most important dimension (24.5%), and the rank of other dimensions 
is Efficiency effects (21.5%), Uniqueness effects (18.8%), Pricing effects (10.2%), Brand effects 
(8.7%), Network effects (6.5%), Searching effects (6%), and Cooperation effects (3.8%). 

 
We can also rank the influence that the 32 items have to affect the own dimension in 

proportion to the weight value from the sample. The result is shown as follows: 
 
1. The four items to evaluate the “Learning effects” are the ability to manage business 

change (40.8%), “filling the place” with entrepreneurs and growing with them (26.7%), 
building knowledge management systems (18.8%) and the ability to develop technology 
(13.7%) 

 
2. The six items to evaluate the “Uniqueness effects” are the ability to manage the 

customer relationship (31.3%), targeting the right customers (26.5%), the ability to 
market by database (20.3%), digitalized propriety and ability (8.7%), letting customers 
help themselves and helping customers do their jobs (7.3%), and issuing an E-paper 
(5.9%). 

 
3. The three items to evaluate the “Network effects” are getting the trust of the virtual 

community and maintaining it continually (51.9%), fostering a community (37.1%), and 
chasing the critical number (11%). 

 
4. The three items to evaluate the “Pricing effects” are the price can react to market 

quickly (46.6%), offering great value (39%), and holding a variety of promotional 
activities (14.5%). 

 
5. The six items to evaluate the “Efficiency effects” are excellent service after payment 

(21.3%), developing unbeatable logistics (20.1%), the ability to manage cost (19.2%), 
the ability to deliver the products quickly (15.1%), emphasizing customer security and 
privacy (12.4%), and establishing a user-friendly Interface (11.8%). 

 
6. The three items to evaluate the “Searching effects” are the completeness of database 

(48.9%), rich book information (28.9%), and searching easily and precisely (22.1%). 
 

7. The two items to evaluate the “Cooperation effects” are the cooperation of publishers, 
distributors, conveyers, the media and writers (64.3%), and the cooperation of ISP’s, 
search agents, and other popular websites to build the network of Internet business 
(35.7%). 

 
8. The five items to evaluate “Brand effects” are building goodwill and brand image 

(39.5%), establishing firmly the position of products (23.1%), naming the brand 
(16.1%), the ability to advertise (12.4%), and deciding the website (8.9%) 

 
In general, there is no certain number of KSFs, because each specific industry possesses its 

 - 
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own special conditions. According to the weight value of items, we find that the accumulative 
weight value of the former 14 items is about 70% of the total amount. Accordingly, we select 
these 14 items to be the KSFs of success for online bookshops. 

 
E-commerce is a lure for very kind of companies and they try to spare no effort on the 

competitive virtual market. However, the investing frenzy collapsed after 2000 and many 
high-flying, overvalued companies came crashing back to earth, click-only (pure virtual) 
companies especially. These click-only dot.coms failed for a variety reasons. Many rushed into 
the market without proper research or planning. Many relied heavily spin and buzz instead of 
developing sound strategies, and they tend to devoted too much effort to acquiring customers 
instead of building loyalty and more frequent user among their current customers. Besides, many 
dot.coms went to market with poorly Web sites that were too complex, hard to navigate, and 
unreliable. Furthermore, they often lacked of the well-designed distribution systems to ship 
products on time. Finally, the ease of entry of competitors and the ease of customers switching 
Web sites in search of better prices forced dot.coms to accept margin-killing low price (refer to 
Kotler, 2002).   

 
Otherwise, brick-and-click, existing companies that added online site for e-commerce, such 

as online bookshops established by traditional bookshops or publishers, have more competitive 
advantage on trusted brand names, large customer bases, deeper industry knowledge and 
experience, well-designed distribution systems, and good relationships with key suppliers. 
Although they might face the channel conflict, they soon realize that the risks of losing business 
to online competitors were even greater than the risks of angering channel partners. By 
combining virtual market and established operations, they can offer customers more option and 
have more online success than their click-only competitor. No matter the click-only companies 
or brick-and-click companies, these key factors is the common way to establish their advantage 
(refer to Kotler, 2002).   
 
 
5.  Conclusions  

 
If we divide the KSFs into eight dimensions and weigh each of these factors’ importance, 

we will obtain the order of study, efficiency, price, brand, Internet, search and unite effort. If we 
explore the key factors to success by individual items, there are 14 important factors whose 
accumulation weights reach 70%. As a result, these individual factors can be treated as key 
factors. By prioritizing weight, we can offer the following order: (1) the ability to manage 
business change, (2) “filling the place” with entrepreneurs and growing with them, (3) the ability 
to manage the customer relationship, (4) targeting the right customers, (5) the price can react 
quickly to the market, (6) building the knowledge management systems, (7) excellent service 
after payment, (8) developing unbeatable logistics, (9) the ability to manage cost, (10) offering 
great value, (11) the ability to market by database, (12) building goodwill and brand image, (13) 
getting the trust of the virtual community and maintaining it continually, and (14) the ability to 
develop technology. The practical value of the research is that it offers a reference for online 
bookshops to strive for success in their Internet business undertakings. When a enterprise is 
hesitant to make a decision, it can refer to the aforementioned list of priorities and set all of the 
conditions in balance accordingly. 
 

The chief limitation of this research is that the framework employed, which is designed to 
exploring the situation of bookshops so that is only suited for the assessment of online 
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bookshops. Taking labor and time limitations into consideration, the number of questionnaire 
and sample collection is insufficient; therefore, it cannot reach significance. Future researchers 
might be better off discussing these issues with online business operators from different 
perspectives. Another possible limitations is that this research does not mention the extent to 
which there is potential overlap in the Delphi and AHP sampling, and how this overlap might 
affect will the results of the questionnaire.  

 
Due to limitations in time and funding, this research only analyzes the weight of factors of 

online business operation and lists the key successful factors. However, the following aspects 
remain insufficient and would best be investigated in subsequent studies: (1) Establish an 
example among all of online stores. Compare it with the 14 key factors and confirm the result; (2) 
According to the eight effects, conduct a more detailed analysis, interview experts to collect 
more comprehensive items, and isolate the key factors of online business operation; (3) Expand 
the sample scope to other type of online stores, not just only online bookshop, to achieve a better 
of understanding of overall the operation environment. 
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