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Abstract

Today commercia environment exhibits a dynamic and complicate structure of
relationship. There are amount of information filled in the market. When consumers make a
decision, they always live in a multi-information situation, where consumers hard to make a
correct decision. In order to make a win-win situation, where consumers make the best decision
for them and acquire the gain for enterprises from that, individual marketing strategy, a
marketing strategy which fits and satisfies individua customer’s need, is a useful tool to apply.
Due to the technological mature of internet and information system, enterprises can start to use
individual marketing to operate their business. This study attempts to explore the current
individual marketing applications used in Taiwan E-commerce. Through factor anaysis, this
study found out four ways of individual marketing in E-commerce- web mining, data mining,
customer value evaluation and web update. The relationship between those four ways and
enterprise profitability, market share, sales volume and competition capability are significant
correlation. The result of this study can more understand individual marketing adopted in
Taiwan E-commerce, and further enhance the level and quality of customer relationship
management.

Key words. Personalized Marketing, E-commerce, Market Performance
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