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Abstract
The rise of the Internet has dramatically changed human life. Changes in consumer 

habits continue to affect the development of various industries. Among them, online 

retailing is one of the inseparable services of modern life. The overall market scale of the 

global online retailing has grown exponentially over the past few decades, and online 

retailing market in Taiwan also has the same situation. Taking PChome Inc. as an example, 

through a series of development and growth strategies, PChome has gradually become a 

leading enterprise in domestic online retailing market. 

This study collects relevant literature and summarizes the current development status, 

competition situation and future trends of the online retailing industry. This study also 

uses Porter's five-force model to analyze the industrial characteristics and competitive 

focusing of the online retail industry. The PChome Group was taken as a case study to 

analyze its development history and operation strategy during three major periods: market 

entry period (1998-2004), business expansion period (2005-2014) and international 

competition period (2015-2018). This study then counts the resources and capabilities of 

the PChome, and analyzes the roles and competitive strategies of each platform. Finally, 

this study summarizes the industrial characteristics of the online retailing industry and the 

development strategy of PChome to propose the management implications as researching 

results, and provides suggestions on how could PChome take advantage of the industry 

characteristics and adjust its resource capabilities in the future to respond to market 

competition and make PChome keep growing. 

Keywords: Online Retailing, Platform, PChome, Industry Analysis, Resources and 

Capabilities, BCG Matrix, Competitive Strategy 
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