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ABSTRACT

For travel industryendt whadebeoepemataed and
on Internet. |t was i mportant issue, even
a business model on I nternet for capturing
This paper proposed a theoretical framewor
constructing bunsilnnetsesr nneotd eolf oCi vi |l Air Trar
Enterprise. The result shows that the airlirt
should apply to organizational market allia
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are suggested to turn into product/ service

software and hairdwase fbac the Website w I
product/ service providers to adopt the org
virtual space. The suggested strategies are
as well
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