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Abstract: As an emerging and important business model Business to Team (B2T), on-line group shopping
has undergone a rapid development in recent years in China. But at the same time, it has taking some uncer-
tainty. The value proposition of this model is characterized by its special customer values. That is, B2T fo-
cuses on that consumers can get the best price as well as special shopping or consumption experiences
through the collection of orders. However, the development of B2T in our country exists many problems,
such as homogeneous, easy to imitate, lack of sustainable revenue model and other issues, and some systemic
and structural analysis on B2T business model are discussed based on the e*-value in this paper. Through the
analysis and simulation computing, the developing bottleneck issue of B2T is found in our research. In this
paper, aimed to the lack of industry collaboration for B2T, a new business model which named B2T
Value-Nets is presented. By value analysis, it indicates that the new business model for B2T could build a
new e-commerce ecosystem and value community by a kind of soft-integration mode of value creating and
collaborating based on value-nets, so could make further realization on the reengineering and optimizing of
B2T business model. At last, some strategies and measurements on optimizing and innovating development
for business model of B2T value-nets were proposed.

Keywords: On-Line Group Shopping; Value Ontology; Business Model; E*-Value; Value Network
(Value-Net); Business Model Reengineering
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Figure 1. Modeling elements and icons of the editor of e>-value
software
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2 15 TIEH e-value 24T 77 1 O EL A 5 R AN
E)Zl—i:

A1z e*-value /4T 5 I HOME . 7 SORIE A5
T

1) MAME A B 5 20 0 265 [ 7 sl A A B AR
WA S, DR A F M . AT AT AT T
s

2) RIS A AT A S B R o T %

3.2.2. MEEAMBMNEFESIR 51T

S MR 2 R A R AR S S i, 38 e®-value 45
R A3 BT 73, FRATINE 0 265 [ A A1 X 445 v F R 4528
S W E RIS S ST T R4 M 521,
BN 2 Fros.

M 2 Haf DUE Y, 4% T 6 A2 3T
AR Ay, FERER SR A A B L FER R
PO SRR S RSB 425 [ - AT & 3175
Frfs AIAAE S, AT HEAT ISR BAE gk
filt, FATRT LGS & [E A 0 52 bR o kA7 i — 25 1)
RSN, AT LUR LU R4 e

1) BRI s N TTHEAG 2 TR s pf e &
(IR I N T 0 I 285 [T g P s L A X 7 B L ) 4
BAT, 2010 AR Py 2% A0 T FOAE SR T H 30
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Table 1. The structural analysis steps of on-line group shopping
based on e*-value method

= 1. &EF evalue BIMEE MR S TSR R AR

LR WL
1) Wiz 5%E 5K, B R a9 R
LI EEK FRAD T i

2) WiHZ5#HY
R E S

3) WIOME BT rR MRS iRt f, M REANS

RIS IEE . BEE BRES KA

4) THE R IZ AT

UREH 7 AR EE AR TH0 75 2%
5) R, X5 b5 2 ISR AR BEAT 5 B AL, 43T i
BAT R AT A R AT 7
6) R, I o
AL A W25 AR, AR B SR

R ET T L
L) @----------l ElEs
2 )
\‘NEE%ﬁ =S FRERRE
Ay
B 5
9 5\

Figure 2. Diagram of value-chain analysis for on-line group shop-
ping by e*-value method

2. MEEAMMERER e*-value HHTE
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Table 2. The profit table of Guangzhou site of MeiTuan.com with
simulation computing
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Figure 3. A value network model of on-line group shopping
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TEEE

Figure 4. The optimizing linked diagram of business model of
on-line group shopping based on e*-value method
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Table 3. The account of business of participants of on-line group
shopping after optimizing
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