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Abstract

Recently, B2C e-commerce has developed rapidly. The reengineering of value chain based on big
data becomes a new growth source of B2C original brands. This paper explored the general value
chain model of B2C original brands based on value chain theory through theory review, model
construction and case analysis, and the reengineering path of B2C original brands’ value chain
driven by big data in the case of Liebo. Liebo has self-developed management information systems
covering all business processes and has optimized its value chain segments through horizontal
and longitudinal extension using big data technology, realizing bidirectional and multidimension-
al circulation of product flow, information flow and financial flow. The research will reflect and
summarize the theory and practice of e-commerce in the development of B2C original brands and
provide worth reference for other e-commerce enterprises through analyzing Liebo’s successful
developmental experience of reengineering value chain.
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Figure 1. The relationship between virtual value chain and physical value chain
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Figure 2. Value constellation
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Figure 3. The value chain of B2C e-commerce enterprise
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Figure 4. The reengineering path of e-commerce’s value chain
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Figure 7. The reengineering path of Liebo’s value chain
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Figure 8. Graph of the average logistics costs monthly of Liebo
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Figure 9. Value chain of Liebo
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