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Abstract

From the perspective of value network, the papeesd AOLA.COM as an example to analyze the business
model of self-operated cross-border e-commercdrids to propose a research framework includingueval
proposition, value creation, value realization amatlie support based on the summary of relevantyh&de
paper analyses the development status and the bagieess model of KAOLA.COM and puts forward some
advices optimizing the value network of China'sf-eplerated cross-border e-commercet includes :
(1)segment customer , combining online and off(lecontrol the genuine strictly, strengthening thegply
chain management.(3) expand the category, achighinghird party income.(4) improve customer relaship,
accelerating layout of overseas warehouse. Theogarpf the research is to provide reference fonuopdtion
and development of self-operated cross-border avence.

Keywords: Value network; Self — operated cross-border e-coroedusiness model; KAOLA.COM

1. Introduction
In recent years, China's economic growth slowedrddmvthe situation of weak import and export tra@hina's
cross-border e-commerce has shown an explosivetigrodecording to the report released by iReseairth,
2016, the scale of China's Sea Amoy (Overseas ©8hopping) users reached 41 million, a growth odte
78.3%, and it is estimated to increase to 74 milly 2018 (iResearch, 2016). The import of crossioe-
commerce has become a major driving force for dmmemic development during the transition perio€hina.
However, the flourishing development of this emeggindustry also exposes many problems such as the
proliferation of fakes, slow logistics and seriodemogeneity competition. Therefore, the researchseift
operated cross-border e-commerce, especially #eareh on its business operation mode and howotagie it
better and faster development, is becoming thesfofattention in the industry and academic circles
Self-operated e-commerce provider refers platfomerprise who cooperates with suppliers and loggsti
providers, delivering foreign goods to customerstigh bonded areas and overseas warehouses, andimyo
standardized services to customers by self-builtice teams. At present, China's representativeseborder
enterprises include the JD.com global online shagppKaola.com, Xiao Hong book and so on. At prestm
relevant scholars' research about business modelyniacuses on the perspective of factors, butrédsearch on
the value network is still not deep enough, whiebds to be further strengthened (Chengwen and Vifagjgw,
2014). During the period of "Internet plus”, withettrend of increasing customer consumption patecdhthe
increasing attention of the quality of goods, sgiérated cross-border e-commerce has been growidg a
growing. Based on the theory of value network,fgbper studies the business model of self-run dvosder e-
commerce supplier, which can further clarify theexgion mode and value logic of self-operated chmssler
electricity supplier, on the other hand, it caneefively prevent the loss of enterprise value, terem better
service experience for customers and provide neasdor value-added and business model innovation.

2. Theoretical basis

2.1 Business model

Business model is a conceptual tool for enterptisesxplain how enterprises create, acquire antsinit values
by depicting the main business elements. Businestehinterprets the logic of enterprise value doggtand it
is the inherent law that enterprises open up the&kehaacquire customers and gain competitive acygad in the
fierce market competition, and it is also the cofrenterprise operation and the foundation of sgiatdecision.
Previous researches on business model mainly fdooisehe perspectives of factors and value chaidstle
researches objects mainly are traditional industd@alyzing the business model structure of erigepand the
competitive relationship between upstream and dowas) companies. With the development of socidbitin
of labor and the Internet, simply relying on thenpetition in the value chain and profit extractioas been
unable to adapt to changing customer needs andiyhighhpetitive market environment, and the busimaesel
of enterprises has become increasingly rigid. Thiier network advocates the duality of competitiow a
cooperation, enables partners to generalize, amptha&sizes the upgrading of the overall value netywahich is
more adaptable to the research of business modapidly changing Internet era.
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2.2 Value Network Theory

Since the concept of value network was first puivByd in the book "discovery profit area" by Adridn
Slywotzky, a famous consultant in 1998, the contimaof value network has been continuously devielgp
The satisfaction of customer needs is the intednaing force of the value network, and the corenpany and
various partners unite together to create valuefistomers through a close mechanism (Adrian Jv@aky,
1998). Chinese scholars based on the researcle oéldted literature review, concluded that theeess of the
corporate value network is the integration of minldustry value chains and value systems, and catpo
competitive strategies develop from the individieafel to the network level, through the resourdesrisig and
integrated mechanism of member network, to build thole competitive advantage. Customer demand
excitation, organization dynamic evolution, infotina technology integration and group collaboratiesponse
are the core of enterprise value network (Chengdind Zhou Xuan, 2011). In the feature descriptibthe
value network, the goal of the value network isptosue customer value (Wilson, 2001). Value netwisrk
several business units participating in the valevork with a single value module, achieving modslaaring
and complementarity of competitive advantages,utlicly outsourcing, OEM, virtual enterprises, siate
alliances and so on (Li Dianwei, 2007). The vallosvfin value network is multi-directional, whichdludes
both tangible value such as goods and service agehand intangible value such as knowledge, espeei and
information exchange (Verna Allee, 2000). The agilon of value network theory also has many adget:
the internal members of the value network raisebtirgiers to entry through the establishment ofwesiee rules
(Geletkanycz, 1997). From the perspective of resmiand capabilities, the value network realizestthinsfer
of the internal resources from the enterprise dkternal network, expands the scope of resodleeation
through information and sharing mechanisms, andrps the allocation of resources (Jiang Yu, 2065m
the point of view of modularity, the value netwodombines the heterogeneous resources of different
organizations together. Through flexible productitre enterprise can quickly respond to the madeshand
and enhance its competitive advantage (Yu Donghd&Raii Mingjie, 2007).

However, most of the literatures that discuss mssmmodels from the perspective of value netwoykipa
much attention to customer value or the overalueabf the network, while ignore the choice of eptises
themselves (Wang Qin, 2011). Under the free econdneind of the Internet, the creation and transionss
process of customer value separated from the adisliz process of corporate value gradually, anérpnses
may not be able to profit from their flagship prathior services unless they have unique and irceplse core
resources or capabilities, which let customeng oel Therefore, Wang Qin reconstructed the vaktevark and
put forward the innovation of business mode fromfibllowing aspects: portfolio value transfer, \v@aaddition
of additional products, customer classificationpansion of network participants and so on. Somelach
proposed a business model based on value netwankased by4 elements and 7 support attributes, ahek v
proposition, value creation, value acquisition, aradue realization constitute the basic framewofktte
business model of the company, meanwhilealue appeal, customer interfaces, market infresira
configurations, governance models, isolation meismas, revenue models, and cost structures are targor
attributes of business model (Li Weibin and Liundéin, 2015). Based on the network value elemehts, t
business model can also include value-added aesviff value proposition, value creation, value ntexiance,
and value acquisition, thus establishing a "1-485iness model framework. (Yin Liying, Miao Yanhaad
Wang Xing, 2016).

2.3 Value Research Framework

Based on the related research of business modelgadme network theory, this paper proposes a freone of
value research for self-operated cross-border radégt providers, that is, the value analysis logit value
proposition, value creation, value realization @&atlie support. First, value proposition is a vatoacept that
the enterprise passes to the consumer throughxfieration of the real demand of the consumer &eduse of
products and services. All communication and mamgeactivities of enterprises must be carried oauad the
value proposition, and the unique and effectiveu®aproposition can enable enterprises to achievierbe
competitive advantages in the increasingly homagsitn of products and services. Second, the psooés
value creation involves the customer, the corerprige, the node enterprise, and the rules andeawsts
between them, which refers to the process of pmogigroducts and services for consumers. Thirdathility to
obtain value for the companies depends on two &spte source of income and the cost structurertRp
value support is the foundation to maintain thegnity of all parts. It helps to enhance businedations and
improves work efficiency, mainly including two asp& relationship management between enterprisds an
customers, and relationship management betweerpests and other partners in the network.

3. KAOLA.COM and its business model status

3.1 KAOLA.COM
Kaola purchase is a comprehensive cross-bordemenence platform launched by NetEase company in&hin
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in January 2015. The platform focuses on propretrategy and quality strategy. With the NetEase o
powerful portal media resources as endorsemeqtiidkly created advantage on users’ reputationfeove In
the fourth quarter of 2016, the report, cross-boriheport retail e-commerce market competition, said
Kaola.com ranked fourth in the industry with 11.6B@re of sales, which only 2% lower than the JD.géobal
purchase, and defeated many companies that haedsglsnagged in the electric business communigh as
small Red Book, Honey Amoy Global Buying, and othend occupy the top three of self-operated e-cenoen
providers. The services provided by the Kaola hosws in table 1.

Table 1. Service content provided by NetEase Kaola

Product Category Mode of payment Logistics servigeAfter-sales service

Overseas brands: mother infant| Alipay, NetEase | EMS, Yuantong | Apply for return of the goods
child, beauty makeup, apparel | Payment, WeChat or Yunda Express| within 30 days after

shoes, personal care Payment confirmation, and apply for
home care, digital appliances, efc. return of the goods within 7 days
after the confirmation of the
receipt; Kaola will pay for it first.

3.2 NetEase Kaola's basic business model

Completely different from those of the Tmall.HK ridhiparty platform mode and the JD.com global puseig
proprietary + platform investment promotion mod&oka insists on self-operated and direct-purchase the
supplying, NetEase Kaola established branchesfieesfin more than a dozen popular countries oioreggsuch
as the USA, Germany, Japan and South Korea, @yue& deep into the direct bulk purchase of ori§atond, it
directly docked high-quality overseas brands argl-fevel agents, to obtain brand authorizatioterafards, the
merchants directly supply goods to the bonded waredé of NetEase Kaola. In the six months, Kaola has
basically covered the hot spots of overseas oslipping. Zhu Jingbo, a senior vice president afl&asaid in
an interview: "there are more than 80 countriestemban 5000 brands and tens of thousands of coitiesd
sold on the NetEase Kaola platform from Japan, IS&atrea and Australia to Europe, the United Statefar,
and this number will continue to rise in the futuF®r a small part of high-luxury or unpopular nfendise,
because of the low demand, Kaola opted for the mofdeverseas direct mail, some of which are seoinf
overseas warehouses and some are sent from besirdissctly. This not only avoids the inventory klag of
bonded warehouses, but also reduces the problgartdl turnover of funds. Moreover, NetEase Kamda also
decide whether to import large quantities througg market heat analysis of such commodities aftegrtain
period. Based on this, Netease Kaola has a modiblitechoice in the sales model.

In addition, on the drainage, NetEase, as a lealliteynet company in China, has created nearly 700
million user groups through various services suchews, games, music, and mailboxes. At the sane tjood
word-of-mouth has improved the conversion rateustemers and has enabled Kaola gathered a largeemnwh
fans quickly in a short period of time. From theeggition and supply model, the basic business moidgie
NetEase Kola is shown in figure 1.

Bonded warehouse

Self —construction or lease

: International Domestic logistics
Supplier: Logistics g Customer:

Brand  business NetEase Kaola | Young group
first level agent >

v

Self-construction or lease

5| Overseas warehouse

Overseas direct mail (Supplement)

Figure 1. The basic business model of NetEase Kaola
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4. Netease Kaola’s Value Network Analysis
4.1 Value proposition
Kaola strives to create a brand value propositiat“tise less money and live a better life”, thgearcustomers
located in 20 ~ 45 years of age of the white-catlaiss who have the purchasing power. This clagseople
chase the trend, focus on consumer experiencethairdpursuit of quality of life is getting highand higher,
and the concept of consumption is escalating catigtaAt the same time, the concept of low pricel genuine
products will attract more people who are in thespit of cost-effective or economically independgating
people. In the category of oversea online shoppiNgjEase Kaola's average daily merchandise SKUhegac
54,000 in the fourth quarter of 2016. Kaola notyonkes the Internet Big Data to optimize a numbfer o
explosions, but also finds potential explosionsrduthe search period for sources of supply. AltftodletEase
Kaola focuses on the elaboration strategy, frompthiat of view of its purchase interface, there stit some
niche brands, so the Kaola user group is not sidetiv

The transfer process of the value proposition tsaly the marketing process of the enterprise el
Kaola's external marketing strategy is mainly Ne¢éaservice platform, such as Netease Cloud MNgitease
News, or other platforms such as Weibo, Tieba andrg and is gradually infiltrating into the TV madfor
example the first half of 2017 on the title of tHanan satellite TV's "flowers and youth", to funtterengthen
the brand dissemination and authority. Based offigoia of internal marketing methods include cregtapecial
product areas exclusively for new users, launchimged-time “seckill” activities, inviting usersotparticipate
in overseas direct marketing, showing customersathele process of overseas procurement, invitimgoias
stars to help boost the fans' economy and so aadiMersified marketing channel establishes a telationship
with customers and enhances customer’s sense tifipation. At present, the marketing methods oblaaare
still online, with less extension offline.

4.2 Value Creation

Netease Kaola merchandise is mainly supplied byfiteelevel agents and large suppliers, and thedgoare
delivered to the users through the platform digectthich eliminates intermediate distributor chdsnend
creates preferential space for customers, whatigentbe quality is also more secure compared tadréubtional
third party supplier. The overseas logistics of lKaplatform mainly depends on Sinotrans's overseas
transportation capabilities. Domestic partnersudel Amazon, Shun Feng, EMS, Zhong Tong, Tantorsgrse
open, Haicang and other express companies and-lmoodsr warehousing enterprises. In addition, thdire
logistics cloud has realized the intelligent mamaget of logistics services and improved the efficie of the
entire value network members. Generally, NetEasada&laas built a relatively complete supply chainder the
self-operating model, the supply chain's discoyewer is firmly grasped in the hands of itself, athe
company can adjust the stocking and logistics nespspeed of the product according to the demarahyat
time. The auxiliary partners of Kaola are mainle tiome technical support platforms and the eleictron
payment platforms. The e-payment platform of Ne¢B&sola is Alipay, Netease Payment and Wechat Patyme
which are the most common payment method for yopmgple. At present, the partners of the platfore ar
closely related to the operation process, and tiseeelack of cooperation with third parties, whishdirectly
related to the interests but not direct intere$ie Partner network restricts the Kaola's abilityattapt to the
changeable environment and the external coordmadigome extent.

In the process of value creation, the value of géhterprise is derived from the realization of custo
value. In the process of realizing customer vabemsumers pay attention to two points: quality pride. The
NetEase Kola has always insisted on low-cost giege so it is essential to ensure the qualityhefauthentic
products. Kaola was once caught in the whirlpoolsefling fake, and negative news made consumers
favorability of Kaola greatly reduced, so how tsere genuine quality has become the most impoptaritiem
in order the long-term development of it.

4.3 Value acquisition
The source of income is mainly about what kind mfduicts or services the enterprise provides, arat kind of
prices it sells. In this process, we should noyaansider the pricing strategy and profitabilifytiee enterprise,
but also consider the consumer’s psychology andabeiffordability. Kaola merchandise pricing is lewthan
other platforms, which benefits from the advantafiself-operated model. Although the low-cost &gyt has
reduced the profit margin, it has greatly enhanitedappeal to users. However, Kaola has a singlecsf
income, that is, it relies on the sale of goodsraeh. In addition, as a self-operated cross-boedevmmerce
provider, Netease Kaola can only rely on its ownuaeulation in the category of goods, there is stijap
compared to mass product category of Tmall.HK, Wilso limits its sales growth.

The cost structure module describes the cost ieaémterprise produces in the whole process ofatiper
not only including the internal management cost, &go the external cost. Kaola itself does notdpoe
products, its cost comes from a series of linkshsas procurement, logistics, warehousing, margetaxation
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and so on, of which the purchase cost accountshiotargest proportion, but the large scale purehaigs
marginal cost down to a certain extent. In termsasft reduction, Netease Kaola took the followingasures:
establish long-term cooperation with suppliers atrive for low-cost procurement; adopt a fully auaied
warehouse management system to reduce labor stetspn-line scientific logistics cloud to reduogistics
costs; utilize the advantages of its own portaddge advertising costs and so on. Self-operatessdyorder e-
commerce mode requires enterprises to have strapigat turnover strengths, at this point, Neteasel& has
such advantage, but it also needs continuous sffothe subsequent cost reduction.

4.4 Value support

Customer Relationship Management (CRM) refers ® ititeraction between information technology and
customers in pre-sale, sale and after sale, wtschhé process of providing customers with innowativ
personalized services. Before the sale, a selfavgerplatform can build its own team to provide fiedi
standardized services for customers, respond tmmeas needs in time, and help customers solve enabl
while making up for their own shortcomings, andsthare advantages platform-based e-commerce chavet
However, the disadvantage is that it can only mea unified customer service, and cannot solvedktomer's
doubts about the single product in the purchasegs® In its after-sale services, customers caly émpreturn
within 30 days after receiving the receipt, crossder goods can be applied for refund within 7 dafter
confirming the receipt, in addition to personaliss, the refund of other problems will be bornehsyNetEase
Kaola. Kaola's self-operated return processingase convenient, but at present, the customercenfi Kaola
still has some problems, for example, the custanmetsonalized demand is not well solved, and tleuigg
time is too long. In the aspect of logistics distition in the sales process, the commodities itfgutas’ self-
supported bonded warehouse can be delivered fod&y8, which as same as the ordinary e-commerae. Th
delivery time of the direct mail business is alsadyally shortening through overseas warehousesnlarms

of supply chain responsiveness, Kaola's direct fpasliness still has certain gap compared with ThiKlland
jD.com’.

In the relationship management with partners, NetEas one of the most influential and prestigious
Internet companies in China, is undoubtedly reczaphiby the brand owners even more. Overseas coegani
can also take the opportunity to promote and aehigwn-win cooperation. In addition, NetEase hagrang
cash flow and can pay most of the purchase priceuth prepayments and interim funds. The remaining
balances payment can be fully settled within 7 wagkdays after arrival, which is far higher thae tturrent
domestic industry standard---the goods will be paiithin 30-90 days after arrival. For supplierssthill not
only ease their burden, but also facilitate subsatjgontinuous supply. But from another point @wj NetEase
Kaola's payment way requires a high turnover rétgoods, and the platform must continue maintairow
inventory and promoting sales actively, which bsrgrtain pressure to the platform itself. In gahehe good
partnership created by Netease Kaola ensures stapfgy of goods, and further increases bargaicimgs,
which has gained more value for enterprises antbmess. The Kaola’'s Value Network is shown in fig@r
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Figure 2. Value network of NetEase Kaola
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5. Countermeasures to optimize the value network @hbusiness model of the Kaola

5.1 Optimize customer segmentation, combine oalikeoffline

The commodity category of self-operated e-comméerstow to expand, and SKU is not as rich as thagfqrim-
based e-commerce business, so it is the only whgatbthe boutique route. According to the custost@e and
contribution ability in the segmentation model, thiatform can subdivide the customers into maimstre
customers and long tail customers. For the maiastreustomers, the platform should satisfy the baspular
products, and select targeted products with big datd media weather indicators. In this processpthtform
needs to supervise the premium categories cargfetlythat consumers can be satisfied, which isnfare
important than expanding SKU blindly. For long ¢dlil customers who know their needs and choices, the
enterprises mainly play the role of the providdrse platform should be good at digging and discogethe
individual needs of customers, layout the cool gatties accurately, divert actively and create ltaibeffects.

In the way of value transmission, the combinatibprdine and offline can often get better resulistEase
Kaola is better at launching media drives, butittteraction between live broadcast interaction emchmunity
platform is relatively weak, especially the lack effective interaction with offline customers. Fostance,
JD.com has set up a number of logistics distrilvusimtions and self-promotion points across thetguso that
customers can realize the brand identity from wéflchannels by eye-catching signs. At the same, finteis
also set up experience stores to enhance the ceissoconsumer experience. For NetEase Kaola, iinttial
stage, experience stores can be set up in majes.cBesides, optimizing the display of merchandisd the
layout of storefronts to cater to the taste of yppeople is also a good idea. In general, Neteasdakshould
infiltrate the online real-life sales into the afft physical experience, transform the sales op&mroducts into
the guidance of consumers' lifestyles, and creaewacross-border electricity supplier ecosysteat ithtegrates
into user's full-scale life scene.

5.2 Strictly control product quality and strengthsupply chain management

Product quality is the lifeline of a company. NetE&aola once compromised the trust of customerause of
the negative news of selling fakes. The vast migj@f e-commerce companies have encountered tbislgm,
and it seems to have become the norm in the aggtihusiness community. Although NetEase Kaola has
promised to stick with genuine products repeatextiy fake a penalty of 10, it still brings consumsosne
concerns because the internal purchase sales price®t completely transparent for the audienceal&s
warehouse model is dedicated to overseas procuteyethe platform. In this process, it is necessary
strengthen the training and supervision of procamnpersonnel. It is essential to verify the qidifons of the
merchants carefully in the early stage of purchgsamd it is best to obtain brand authorizatiorsolfne overseas
brands do not support overseas agents, they mistisly look for other overseas first-level agetatsestablish
reliable and strong supplier relationship. Gengrsgleaking, the cost of overseas fraud is relatikégh, but this
situation is not ruled out. However, domestic cHossler electricity providers are hard to monitpmihich can
only be solved by international cooperation and mmm supervision. In the process of commodity
transportation and warehousing, the industry amdnoerce departments may also be invited to coopevitie
inspections, and third-party quality inspectionragles are invited to train investment promotionemgpion, and
quality control, and share current trends. Readenade of third party resources not only contrbks quality of
goods strictly, but also cooperates with the gowemt's regulatory policy, and achieved mutual hienefFor
example, JD.com chooses to cooperate with intemmaltiand domestic well-known third-party testinggagjes
to pump products regularly on the platform for esfion. For unqualified products, JD.com will imnedly
rectify it, to demonstrate its determination ensgrgenuine products. In the process of optimizimg value
network, NetEase Kaola should be good at workint Wiird-party partners to ensure the smooth ojueradf
the overall process and enhance the adaptabilityetenvironment.

5.3 Expand product categories and open up thirdypegvenue
The future growth point of e-commerce is to brdaktigh the product category. NetEase Kaola shauidirtue
to use NetEase's fund and brand effect to coveulpogategories, while looking for long-tailed cowlities
with growth potential. The platform should speed thp expansion construction of the procurement team
increase capital investment, and use the Interiptdata to screen high-quality explosives and pakn
personalized demand commodities in order to cleaction of selection. Meanwhile, in the procuremen
process, we must pay attention to reduce procureocoshto improve the competitiveness of commoslitie

In the Internet economy, the third-party market elad very important. Expanding network particigant
and opening up third-party revenue are the firgtiags for many platform-based companies to innovate
business models. For example, Taobao.com achieedissghrough charging business advertising fédany
overseas brands are facing many difficulties inagxjing the Chinese market, such as the lack ofrehatcess,
and the lack of clarity on the policy and statughd Chinese market. NetEase Kaola has been comaniit
providing nanny services for emerging brand busiegstherefore, on this basis, Kaola can considiing
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overseas brands with a sense of promotion and\achin-win cooperation. For example, it can appiatpty
show the origin and advantage of a foreign branthenwebsite, let consumers know the story betiedorand
and help the brand marketing, in this process, whast be paid attention to is avoid affecting caonerts'
shopping experience and causing the loss of custeahae.

5.4 Improve customer relationship and speed upaheut of overseas warehouse

The structural improvement of the value supporn&nly focused on customer relationships and pestigs.
Because of insufficient understanding of overseasdg, users' demand for customer service and sdtes
service of cross-border import commodities is huaethis point, NetEase Kaola needs to furthemgtieen
service team construction and improve the handiaqacity of personalized problems. For exampleedds to
record users' problems in time, summarizes and/aesithem regularly, makes a monthly review, aresdythe
causes and situations of specific returns and exghaand then directly feeds back to the salesrtapat and
quality control department for targeted resolutibiis necessary to establish a reasonable andesffihandling
mechanism for rights protection, when it comeshi duthenticity of products and quality and safesyes, the
company should appoint relevant departments towihlthem in time, implement investigations, amdve to
reduce the cost of customer complaints. Solvingocusr problems truly can make customers worry-free
shopping and feel free to shopping, and improvebthad's overall reputation and corporate image.

In the process of communication between Chinesssdborder e-commerce companies and international
brands and suppliers, one-stop services can alaifnget more high-quality overseas businessesofm Jthese
services include international warehousing logssttbe agency operation of the Chinese market, etiackand
so on. Netease Kaola is working towards these titex There is a small part of commodities of Kad
directly mailed by the merchant, and the other Eashipped from overseas warehouses. The corisimuct
overseas warehouses has become an important dtep strategic expansion of many cross-border eavence
enterprises. Kaola should expedite the expansioovefseas warehouses and further optimize its eaers
layout. Overseas warehousing is not only a suppiétoethe bonded mode, but also a solution to tiieyrisk
of imports; in addition, it can save much time awst of direct mail, and improve the response spdedtie
supply chain. At present, NetEase Kaola has ihtiblilt two major international logistics and wapaising
centers in the United States and Hong Kong, whsahiat we call overseas warehouses. In the fuitusapuld
accelerate the establishment of overseas warehauskgpan, South Korea, Australia, Europe, androsba-
scooping countries, and further improve oversegsua The value network optimization of the NetE&s®la’'s
business model is shown in figure 3
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Figure 3. Optimization of Kaola business model dase Value Network
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6. Summary and Prospect

By sorting out the various modules of the valuemoek theory, the future optimization path for Nete&Kaola
includes: optimize customer segmentation and coenbimline and offline; strictly control product qgifrgland
strengthen supply chain management; expand prochtegories and open up third-party income; improve
customer relationships and accelerate overseahwase layout.

The construction of the business model is not aibslyl good or bad, the key lies in how to build tuee
competitiveness so that others cannot replacetiprésent, China cross-border electricity suppleiustry is
facing a new shuffle, and the jungle law on suriiefathe fittest will continue to be implementedetRase
Kaola uses its own boutique cross-border e-commplaiorm as a differentiation entry point, relyirn
powerful media genes, through the optimizatiorheftalue network, so it can win a place outsidewegiants
of Tmall.HK and JD.com. The development of crossdeo imported e-commerce is not yet saturated, the
consumption of Internet users is constantly esicagatthe resource endowments of overseas courdres
different, and the future cross-border e-commendeistry needs to be continuously optimized in pcactThe
development and expansion of NetEase Kaola hasdedwew ideas and references for the developmient o
self-operated cross-border e-commerce in China.
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