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Abstract – Over the past decade, advancements in 
information  technology have facilitated internet use in many 
countries. This has particular relevance to the growth of e-
commerce. Hence, this study conducted exploratory and 
qualitative research to construct an integrated framework. 
This framework can assist a firm in selecting a suitable 
business model that suits its product. In the framework, the 
business models, organized along a continuum between the 
online-only model and offline-only model, are subdivided into 
eight business modes. We also indicated four critical 
dimensions of product characteristics, and regarded these 
dimensions as the main purchase decision criteria for 
selecting among the eight business modes. The main 
contribution of this study is the integrated frame work that 
involves the four Ps of product characteristics-including the 
degree of standardization (Product), product value (Price), 
the degree of digital (Place) and brand awareness 
(Promotion), eight business modes, and the consumer 
decision-making process. Finally, this study proposes seven 
critical propositions that were verified through interviews 
with the managers of companies applying relevant models. 
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I. I NTRODUCTION  
 

In recent years, the focus in consumer electronic 
products has gradually shifted toward mobile devices. 
New e-commerce applications such as social networking, 
cloud computing, and group buying have become popular. 
Online shopping, a form of e-commerce, has become one 
of the world's major consumption methods. The number of 
virtual channel operations has been constantly increasing. 
Not only 

are the majority of firms based on network marketing, 
but also the number of the firms operating both physical 
stores and online stores is increasing [12] 

E-commerce business models are categorized as a 
business-to-business (B2B) model, business-to-consumer 
(B2C) model, consumer-to- consumer (C2C) model, and 
consumer-to-business(C2B) model depending on 
interactive models and the parties involved in the 
transaction. Over the past few years, many studies have 
explored the four aforementioned business models. These 
four business models are have been classified on the basis 
of the dimension "parties involved in a transaction (who 
and whom), " but the dimensions “transaction behavior” 
and “transaction process” (how) have been excluded. 
Therefore, this study explored online, offline, and online -
to-offline (O2O) business models that have the dimensions 
“transaction behaviors” and “transaction processes.” 

Few studies related to e-commerce have considered 
product characteristics as a main topic of research because 
of the problems of defining many of the categories. Thus, 
in marketing research activities and case studies, products, 
defined in this paper as goods or services, are classified to 
develop a variety of marketing strategies. In addition, 
dimensions and factors that affect product characteristics 
are very complicated; hence, some researchers focus on a 
specific product or specific industry to facilitate their 
analysis. The product characteristics in this study are 
divided into two categories, traditional and contemporary, 
on the basis of their degree of digitization. The traditional 
classification framework was first proposed by Copeland 
[6], who classified consumer goods into three categories: 
convenience goods, shopping goods, and specialty goods. 
This classification was very useful to subsequent 
researchers. Concerning the contemporary classification, 
Peterson et al. [15] indicated that certain products that 
appear to be suitable for online sales are classified on the 
basis of three dimensions: “purchase cost and purchase 
frequency,” “value position,” and “differentiation degree.” 
This study used the Contemporary product characteristic 
classification structure as a research construct. 
Specifically, this study integrated three types of business 
models (i.e., online, offline, and O2O) to determine which 
type of business model is suited for a specific type of 
product characteristic; 

A substantial number of studie [15, 21] have explored 
the relationships between consumers’ purchase channel 
selection and the decision-making process preceding their 
purchase. Vijayasarathy indicated that before a purchase 
(the information search phase of the decision process) 
consumers measure product characteristics before deciding 
whether to buy products online or offline [21]; in other 
words, consumers determine their purchasing behaviors in 
accordance with product characteristics and then 
determine the most suitable purchasing channel. The 
Engel, Blackwell, and Miniard model was proposed in 
2006 and is the most widely used decision-making model 
[2] Using this versatile model, this study subdivided a 
five-stage consumer decision-making process into three 
stages, “prepurchase,” “purchase,” and “post purchase,” 
and linked them to three types of business models, offline, 

online and O2O. This study then determined which 
types of product characteristics are appropriate for each 
type of business model. 

According to the aforementioned background and 
motivation, this study began with an extensive literature 
review for comparing the three generic types of business 
models. Inductive reasoning was then used to construct an 
integrated framework that shows the trade-offs between 
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business models and product characteristics, because both 
of them have consequences of fit, to facilitate firms 
selecting the right business models to pursue. In other 
words, this study explored the following main questions: 
1. What are the product characteristics that suit online, 

offline, and O2O business models?   
2. What are the relationships between the three types of 

business models and the consumer decision-making 
stages? 

3. How does a company choose the most suitable type of 
business model? 

4. To develop related key propositions according to the 
study findings. 

 
II.  L ITERATURE REVIEW  

 
According to the relevant literature, scholars have 

classified the product characteristics that are suitable for 
marketing on different channels in to the following 
dimensions: information complexity, standardization 
degree, brand awareness, style, usability, after-sales 
service, complexity of transportation, and transaction 
process. Kiang et al. explored the association of product 
characteristics and Internet marketing from a marketing 
perspective[11] Their research determined that the degrees 
of product customization, usability, complexity of 
transport, and transaction process are crucial factors that 
affect the success and failure of online marketing. Alba et 
al. reported 

that complete product information on search products 
can be obtained at the search stage and that the assessment 
cost of such products is lower than the cost for experience 
products [1] Therefore, search products and credence 
products are suitable for online channel sales. Levin et al. 
indicated that the shopping mode choices of consumers 
vary according to the shopping experience [13], and when 
the product is mass marketed and shopping for it is 
convenient, online shopping is the first choice of 
consumers. 

Peterson et al. [15] specified that a product with a higher 
purchase frequency and lower price is suitable for sale in a 
physical channel. However, Burke held the opposite view, 
claiming that when consumers have lower frequencies of 
buying products (such as appliances) [4], they tend to 
choose physical channels that provide detailed product 
descriptions and expert opinions; conversely, when the 
product has a higher purchase frequency (such as groceries 
or office supplies), consumers choose fast and convenient 
channels for making purchases. Quelch and Takeuchi 
specified that a company can use physical channels for 
selling low-digitization products [16] Levin et al. indicated 
that, if product attributes encourage personalization and 
consumers must touch the product, the product is suitable 
for offline business models [13] Many studies [13, 16] 
have found that goods that consumers must touch, smell, 
wear, or try before buying, such as clothing, sport goods, 
health products, and aesthetic medicine products, require 
an offline presence to boosts ales. In general, customized 
products are more appropriately and efficiently sold 
through physical channels because physical 

stores offer consumers unique sensory shopping 
experiences with a product (except when consumers 
cannot purchase the item within their area). 

Rampell was the first to propose the concept of the O2O 
business model [18]; however, many industries had 
already been providing experiences that enticed online 
consumers into physical stores to consume products. For 
example, travelers arrive at an airport to take an airplane 
after buying airline tickets online, or reach a hotel to enjoy 
their stay after booking their accommodations through a 
hotel booking website. In other words, similar marketing 
tactics emerged decades ago. Thus, determining why these 
tactics  have only recently become a widely discussed 
topic is a worthwhile endeavor. In recent years, because of 
the increasing integration of cooperation between online 
and physical channels, cohesive cross-channel marketing 
tactics have been created. Thus, physical stores can now 
use more than one marketing channel and more effectively 
sell products over physical and virtual networks [3] 

In the online and offline business models, consumer 
shopping motivations for tangible goods (such as 
entertainment electronics, functional products, and 
groceries) and intangible services (such as tourism) are not 
significantly different [17] In other words, using the O2O 
business model to integrate virtual and physical market 
places is suitable for firms that sell tangible goods and 
intangible services. 

The consumer decision process (CDP) model is used to 
explore the formation of consumer behaviors including all 
of the activities that are involved in obtaining, consuming, 
and disposing of products (Aghdaie et al.2014). Numerous 
studies have applied consumer decision-making models to 
explore the impacts of consumers’ product involvement on 
purchase decisions or to measure their purchase intentions 
as alternates for actual choices. The Engel, Kollat, and 
Blackwell (EKB) model, a CDP model, was proposed in 
1968 and indicates that consumer behavior is continuous 
rather than intermittent. Because this complete CDP offers 
the most detailed explanation of the relationships and 
interactions among the relevant internal and external 
factors, it has become widely used in recent years. This 
study included all the activities of the CDP to combine a 
complete EKB model with the three types of business 
models. 

Studies have categorized the purchase stages in the CDP 
model into three stages, namely, “prepurchase,” 
“purchase,” and “postpurchase.”  The factors that 
influence consumers’ prepurchase choice include the 
brand and the good itself or the service type. In the 
purchase stage, the factors that affect purchasing decisions 
include corporate websites, other consumers, store 
designs, and equipment performance. Finally, in the 
postpurchase stage, all the aforementioned factors 
influence consumers' overall satisfaction and 
dissatisfaction judgments [20] In summary, there are close 
relationships among the three types of business models 
and the three stages of a consumer’s decision-making 
process. This study explored both of them for determining 
an effective method for choosing appropriate business 
models. 
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III.  RESEARCH METHODS

 
3.1. Research Framework 

After exploring the characteristics of
and products, this study constructed
framework that is depicted in Fig.1. This mod
research by providing a visual representation
following four-step development process:
comparing, and summarizing the characteristics
three types of business models; (2) determining
business model is suitable for a specific product 
characteristic (the full lines in Fig. 1 indicate
characteristics that fit a specific business model
whereas the dashed lines indicate the product 
characteristics that do not fit); (3) integrating
best-fitting characteristics of products under
business models to construct a generalized product
classification frame work; and (4) proposing
propositions that provide the basis for making the
hypotheses required to conduct empirical research.

Fig. 1.Conceptual framework
 
3.2. Data collection and Analysis 
3.2.1 Document Analysis 

Document analysis is a qualitative research method in
which researchers conduct objective and systematic
literature reviews by collating and analyzing
secondary data. It enables researchers to understand
theoretical backgrounds in relevant studies and helps
construct their theories in a systematic manner.
3.2.2 Survey 

To ensure that the inference results
study met the requirements of practical applications
the propositions were rational and applicable, we decided 
to sample firms with the relevant business
characteristics (online, offline, and O2O) for interviews.
The interview questions were both close
ended questions. Closed-ended questions were used to 
measure the level of awareness of the
example: "What is the degree of popularity of
products?" This study used a5-point Likert scale with 
anchors ranging from "very low” to “very
the responses. 
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research method in 
objective and systematic 

yzing primary and 
researchers to understand the 

studies and helps them 
manner. 

To ensure that the inference results obtained in this 
of practical applications and 

and applicable, we decided 
the relevant business model 

and O2O) for interviews. 
closed-ended and open-

ended questions were used to 
of the respondents, for 
of popularity of your 

point Likert scale with 
low” to “very high" to score 

To verify that the data from the
six firms, three pairs of two with the same
model (online, offline, or O2O), were sampled. Top
middle-level managers in each firm w
respondent firms are described 
￭ The two representative samples of

firms were Lativclothing and
￭ The two representative samples of

firms were 21st Century Real Estate
￭ The two representative samples of

were BirdWoWo restaurants
and infant supplies. 

 
IV. CONSTRUCTION OF 

ARCHITECTURE AND 

DEVELOPMENT
 

4.1 Business Model Patterns from the 
Consumer Purchase Decision

In this study, patterns of customer
purchase stages were classified into eight modes
and organized along a continuum of corresponding
business models ranging from online to offline.
al. determined that consumers
choices at various shopping stages rather
throughout the entire purchase
[15] Blackwell et al. divided the entire
making process into seven stages (need
information search, alternative
consumption, post consumption evaluation, and
disinvestment) and then grouped the seven stages into the 
following three stages: prepurchase, purchase, and 
postpurchase [2] The continuum of the business models 
(i.e., online, offline, and O2O) exte
services. Therefore, the business
into eight business modes based on the three
purchase stages. Modes 1 to 3 exhibit
online business model because the consumers use
channels at the prepurchase stage
postpurchase stage. Modes 4 and 5
the O2O business model because the consumers use online 
channels at the prepurchase stage and use offline channels 
at the purchase and postpurchase stages.

Modes 6 to 8 exhibit biases toward the offline business 
model because consumers use
prepurchase stage and the purchase or postpurchase stage.

According to Table 1, the online
only Mode 1.Modes 2 to 7, totaling
addressed by combining physical and virtual
channels. Mode 8 entails using only offline
channels. This categorization
products as suitable for O2O models. Online
channels cannot be distinguished
they were represented on a continuum. Online
models are suited to Modes 1 to 3 on the basis of
consumer consumption behaviors. O2O
can be applied to model Modes 4 and 5. Offline
models can be used for modes 6 to 8.
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To verify that the data from the samples were consistent, 
three pairs of two with the same type of business 

offline, or O2O), were sampled. Top- and 
in each firm were interviewed. The 

 as follows: 
The two representative samples of online business 
firms were Lativclothing and Hanna. 
The two representative samples of offline business 

Century Real Estate and Yulon Motor. 
The two representative samples of O2O business firms 

rdWoWo restaurants and Les Enphants baby 

ONSTRUCTION OF INTEGRATED 

RCHITECTURE AND PROPOSITION 

EVELOPMENT  

atterns from the Viewpoint of 
ecision-making 

customer activity at the three 
were classified into eight modes (Table 1) 

and organized along a continuum of corresponding 
online to offline. Peterson et 

consumers have different channel 
rious shopping stages rather than only one 

purchase decision-making process 
Blackwell et al. divided the entire purchase decision-

into seven stages (need recognition, 
alternative evaluation, purchase, 
consumption evaluation, and 

disinvestment) and then grouped the seven stages into the 
following three stages: prepurchase, purchase, and 

The continuum of the business models 
offline, and O2O) extends into postsale 

business models can be partitioned 
modes based on the three consumer 

purchase stages. Modes 1 to 3 exhibit biases toward the 
because the consumers use online 

he prepurchase stage and the purchase or 
and 5 exhibit biases toward 

O2O business model because the consumers use online 
channels at the prepurchase stage and use offline channels 
at the purchase and postpurchase stages. 

es 6 to 8 exhibit biases toward the offline business 
consumers use physical channels at the 

the purchase or postpurchase stage. 
According to Table 1, the online business model suits 

only Mode 1.Modes 2 to 7, totaling six modes, should be 
addressed by combining physical and virtual distribution 

Mode 8 entails using only offline purchasing 
categorization defines the majority of 

models. Online and offline 
distinguished decisively; therefore, 

continuum. Online business 
Modes 1 to 3 on the basis of 

consumer consumption behaviors. O2O business models 
Modes 4 and 5. Offline business 

can be used for modes 6 to 8. 
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Table 1. Business model classification scheme
Offline-online 
business model 

continuum  

Online                               

Stages of Purchase 
Decision-making 

process 

Purchase  
stages 

Mode 
1 

Mode 
2 

Mode 
3 

Mode
4 

‧Need recognition 
‧Information search 
‧Alternative evaluation 

Pre-purchase ○ ○ ○ ● 

‧Order acceptance 
‧Payment completion 

While-
purchase 

○ ○ ● ○ 

‧Post-consumption 
evaluation 

Post-purchase ○ ● ○ ○ 

Notes: ○: Online model; ●: Offline model.
 
4.2 Suitability and Integration P
Product Characteristics and Business
1.  Suitability between product characteristics and 
business models 

The dimensions of product characteristics
past scholars include the four Ps of product 
standardization, product value, product digitization, and 
product brand awareness. This study integrated the four 
dimensions with the aforementioned business models. The 
results are displayed in Fig. 2. 

When the degrees of product standardization, product 
digitization, or product brand awareness are relatively 
high, or the product value is relatively low, the online 
business model is suitable for marketing products, but if 
the products have relatively low standardization, low 
digitization, or low brand awareness or high product value, 
offline business models are more suitable.

Fig. 2. Suitability chart of product characteristics
 
2. Integrated framework of product characteristics and 
business models 

In accordance with the data presented in
Fig. 2, we proposed an integrated framework (Fig. 3). We 
inferred that the online business model is suitable for 
selling products with high standardization, low value, high 
brand awareness, or high digitization; conversely, products
with low standardization, high value, low brand 
awareness, or low digitization are more suitable for sale 
using the offline business model. 

Copyright © 2016 IJECCE, All right reserved 
237 

International Journal of Electronics Communication and Computer Engineering
Volume 7, Issue 4, ISSN (Online): 

Business model classification scheme 
                               Offline 

 

Mode Mode 
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7 
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Fig. 2. Suitability chart of product characteristics 

Integrated framework of product characteristics and 

resented in Table 1 and 
Fig. 2, we proposed an integrated framework (Fig. 3). We 
inferred that the online business model is suitable for 

high standardization, low value, high 
brand awareness, or high digitization; conversely, products 

low standardization, high value, low brand 
awareness, or low digitization are more suitable for sale 

Fig. 3. Integrated framework of product characteristics and 
business models

 
4.3 Interviews Results 

The main interview questions were related
purchase decision criteria, which affect firms’ business 
model choices, in the integrated product characteristic 
framework. The four purchase decision criteria are 
indicators of the degree of standardization, digitiza
and brand awareness as well as the value of a firm's
products. This study also explored whether there is a direct 
relationship between sales performance and business 
models. During the interview
understand the firms’ business model
possible combinations of their consumers’ buying 
behaviors. 

The selection of an online business model primarily
depends on the degree of digitization
digitized products are suitable for sale using online 
business models. Offline business models are chosen 
primarily according to product value. Specifically, a 
product with higher value should be sold using an offline 
business model to drive sales. In the O2O business model, 
because all four purchase decision criteria have
tendency toward high or low degrees, the business model 
options must be evaluated according to the nature of
product. 
4.4 Proposition Development

Levin et al. reported that the products 
channels are highly standardized [13
computer software and toilet paper are suitable for sale 
through online channels. Low-standardization products are 
suitable for sale through physical 
online shopping is convenient. 
for personal inspection of highly standardized products, 
such as daily necessities. Because this type of product 
does not require inspection before purchase, it is suitable 
for online transactions [11] Through the 
we determined that the standardization 
sold through online channels are high. Some 
by offline firms can be changed according to consumer 
demands. According to the aforementioned points
study proposes the following propositions
developed theoretical framework.
Proposition 1. When the degree of product 
standardization is relatively high, an online business 
model is suitable for selling the product; conversely, when 
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interview surveys, we sought to 
understand the firms’ business model characteristics and 
possible combinations of their consumers’ buying 

The selection of an online business model primarily 
depends on the degree of digitization of products; highly 
digitized products are suitable for sale using online 

s. Offline business models are chosen 
primarily according to product value. Specifically, a 
product with higher value should be sold using an offline 
business model to drive sales. In the O2O business model, 
because all four purchase decision criteria have no clear 
tendency toward high or low degrees, the business model 
options must be evaluated according to the nature of the 

evelopment 
that the products offered by online 

highly standardized [13] For instance, 
computer software and toilet paper are suitable for sale 

standardization products are 
suitable for sale through physical outlets. For consumers, 

. It eliminates the necessity 
highly standardized products, 

such as daily necessities. Because this type of product 
does not require inspection before purchase, it is suitable 

Through the interview process, 
we determined that the standardization degrees of products 
sold through online channels are high. Some products sold 

offline firms can be changed according to consumer 
According to the aforementioned points, this 

study proposes the following propositions based on the 
tical framework. 

When the degree of product 
standardization is relatively high, an online business 
model is suitable for selling the product; conversely, when 
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the degree of standardization is relatively low, an offline 
business model is suitable for selling the product. 

Fenech and O'Cass indicated that, in addition to 
convenience, consumers’ price sensitivity toward a 
product is a factor that affects sales channel choice [10] In 
other words, when consumers’ perceive that product value 
is high, they decide to purchase the product offline 
because the perceived value influences their purchase 
behaviors; by contrast, when consumers perceive that 
product value is low, they decide to buy the product 
through an online channel. Vijayasarathy observed that 
consumer involvement tends to be high for high-value 
goods such as diamonds and gold [21] Using physical 
channels to sell goods can reduce consumers' perceived 
risks associated with the purchases. In addition, the 
perceived product value plays a crucial role in influencing 
consumers’ purchase intentions; most consumers evaluate 
a product according to its price and quality and then 
decide whether to buy it. 

In an interview, a representative from the online e-
commerce retailer Hanna stated that the value of the firm's 
products is very low, most products are daily necessities, 
and types of marketing channels are not major 
considerations for purchasing daily necessities. The offline 
store manager of Century 21 Real Estate stated that value 
is always the primary consideration for consumers’ house 
purchases. These findings informed the following 
proposition. 
Proposition 2. When the product value is relatively low, 
an online business model is suitable for selling the 
product; conversely, when the product value is relatively 
high, an offline business model is suitable for selling the 
product. 

In their study of nonstore marketing, Quelch and 
Takeuchi (1981) observed that when low-digitization 
products cannot be sold through online order forms such 
as online advertising order forms and mail order forms 
[16], firms should adopt offline business models; however, 
de Figueriedo claimed that regardless of whether firms use 
online or offline channels, they can utilize the interactive 
nature of the online channel to advertise and promote 
digitized products to the general public [8] Sinha and 
Singh (2014) indicated that downloadable product items 
that can be downloaded on to a computer's hard drive 
instantly after payment, including music, movies, 
software, and e-books, are highly digitized [19] As long as 
the product information can be completely presented 
through the Internet, purely online or purely offline 
business models can facilitate selling and promoting 
products. This statement was verified by conducting an in-
depth interview.  

The senior manager of Bird WoWo restaurants (which 
applies an O2O model) stated that the firm must provide 
O2O services because an increasing number of new 
consumers purchase their restaurant meals on a group-
buying website before going to the restaurant. To enjoy 
the meal, consumers eventually go to the restaurant.  

This statement informed the following proposition. 
 

Proposition 3. When the degree of product digitization is 
relatively high, an online business model is suitable for 
selling the product; conversely, when the degree of 
product digitization is relatively low, an offline business 
model is suitable for selling the product. 

Wang and Peng determined that there is a positive 
association between word-of-mouth promotion and brand 
awareness [22] Furthermore, de Figueriedo revealed that 
consumers tend to shop online for products that maintain 
high brand awareness because high brand awareness is a 
signal of high brand quality [8]Danaher et al. and 
Degeratu et al. have reported that products with high brand 
awareness are suitable for sale on websites [7, 9] 

These findings informed the following proposition. 
Proposition 4. When the degree of product brand 
awareness is relatively high, an online business model is 
suitable for selling the product; conversely, when the 
degree of product brand awareness is relatively low, an 
offline business model is suitable for selling the product. 

Some firms might continually try different business 
models until they determine the appropriate model for 
their business. To save costs for those firms, in this study, 
business models were categorized into24 business modes 
based on the four key product characteristics. Thus, we 
deduced the following integrated proposition: When the 
degree of product standardization, product digitization, 
and product brand awareness as well as the product value 
are not relatively high or low, a combined online and 
offline business model is suitable for selling the product. 
This integrated proposition can also be described as 
follows. 
Proposition 5. When the degree of product 
standardization, product digitization, and product brand 
awareness as well as the value are not relatively high or 
low, an O2O business model is suitable for selling the 
product.  

Monsuwé et al. reported that consumers have different 
channel choices during various stages of shopping [14] In 
other words, consumers can choose virtual or physical 
stores according to their preferred product characteristics, 
directly affecting firms’ revenue growth. These findings 
indicate that there are direct relationships between firms’ 
business model choices and financial performance. 

Through in-depth interviews with middle-and high-level 
managers, this study determined that there are direct 
relationships between business models and products. The 
following is a real-life example to support our claims. The 
Taiwanese drugstore Fubon MOMO applied an integrated 
sales model that included both online and offline 
components. However, this reduced its offline sales 
performance. Consequently, the firm began to use only 
online channels to improve its sales performance. 
Proposition 6. There are direct relationships between 
firms’ business models and product sales performance. 

Firms can assess and select appropriate business models 
on the basis of product characteristics and adjust and 
improve their business models in response to market 
demands. Vijayasarathy  concluded that consumers’ 
buying decisions affect their purchase channel choices. 
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Consumers can use online or offline channels at different 
buying decision stages [21]. 

The representative for the online business model 
practitioner Hanna stated that the firm had operated 
physical stores in the past; however, the firm discontinued 
operation of physical stores and currently operates only 
online stores. One of the reasons for this is that consumer 
decision behavior patterns have recently changed. 

Consumers’ purchasing decisions affect firms’ sales 
performance, thereby affecting firms’ business model 
choices. Based on the aforementioned points, the final 
proposition is as follows: 
Proposition 7. There are indirect relationships between 
consumers' purchasing decisions and firms’ business mode 
choices. 
 

ⅤⅤⅤⅤ.  CONCLUSIONS 
 

This study primarily explored the differences and 
relationships among online, offline, and O2O business 
model characteristics. The characteristics of the online 
model include convenience, price openness, low cost, 
privacy, informativeness, rapid response, practicality, and 
accessibility. Offline model characteristics include 
interactivity, convenience, quality assurance, fast delivery, 
brand trust, high reliability, rapid response, and product 
diversity. The O2O business model shares characteristics 
of the online and offline business models.  

In addition, the CDP can be divided into three stages: 
the prepurchase, purchase, and postpurchase stages [2] 
The emergence of online channels has provided consumers 
with more access to information about a company and its 
products than before, facilitating online and offline 
purchases [5] Regarding creating value for consumers or 
improving their purchase experiences, this study explored 
consumers’ shopping behaviors in different channels 
(online and offline channels) and three buying decision 
stages. For example, a general O2O business model 
involves consumers searching for information online and 
purchasing the corresponding product offline. There are 
24combinations of the three purchasing stages and the 
eight business modes in total. 

This study also explored the suitability between business 
model characteristics and product characteristics. In 
previous studies, product characteristic classifications 
have been developed from a knowledge integration 
perspective. Regarding enhancing sales performance and 
reducing product costs by focusing on key product 
characteristics, this study examined the four decision-
making criteria, which were product standardization 
(related to the product element of the traditional four Ps), 
product value (related to the price element of the 
traditional four Ps), product digitization (related to the 
place element of the traditional four Ps), and product 
brand awareness (related to the promotion element of the 
traditional four Ps). 

A problem experienced by current firms is that the 
distinction between suitable and unsuitable product 
characteristics for particular business models has become 
increasingly vague. Through in-depth interviews, we 

determined that firms can spread information about 
products through an online social network even if many 
modern products cannot be sold through online marketing 
channels. In other words, the influence of the Internet 
reaches far beyond the online world, facilitating product 
information release to the public. Therefore, even if some 
firms use offline models, they can at least create their own 
websites to enable consumers to search for new and useful 
information before they go to the physical stores. In view 
of this, the most crucial contribution made by this study is 
the finding that firms' product characteristics affect their 
business model choices.  

This study not only formulated an integrated framework 
that consists of interrelated components (eight business 
modes, four product characteristics, and three consumer 
buying decision stages) but also verified the framework by 
conducting interviews with representatives from six firms 
(three pairs of two with the same type of applied business 
model). Finally, seven important propositions were 
proposed on the basis of the results from a literature 
review and the empirical interviews. 

Firms can apply the integrated product characteristic 
framework developed in this study to select appropriate 
channels for selling and distributing their products. 

Operating only a single type of channel affects a firm's 
likelihood of survival in a rapidly changing environment; 
therefore, firms must first consider their product 
characteristics before choosing their business models. 

Some products sell more effectively because of certain 
physical characteristics; nevertheless, purely offline 
practitioners must take advantage of search engines or 
local websites to increase their firms’ online visibility and 
gather competitive pricing information within the e-
commerce environment. Firms have to offer more touch 
points which is aimed at all potential consumers to enable 
consumers to gain the consistent and satisfied experience. 
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