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The Internet Business Model of Selling Products or Services

Kibaek Lee*, Munkee Choi’

*Information and Communications University

Some people think that the Internet is a tool of making the current market as a perfect competition market
and that the business model of selling products or services is not attractive. But research of this issue propose
that the Internet give us new challenge of business.

The objective of this study is to analyze the properties of Internet and Internet business and to evolute the
Internet business model of selling products or services and to suggest survival strategies in fierce competition

circumstances.
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