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Abstract

This study investigates the differences in
critical dimensions which impact on operations
and strategy in Internet EC of service related
intangible product. For this purpose, services
are newly classified by two selected
dimensions such as 1)the proportion of
substitute by on-line, and 2)the needs of
interaction and customization. Secondly, on the
classification of services, the differences of
1) customer needs of geographical accessibility,
2)needs of cooperation with off—line functions,
and 3)customer purchase intention in Internet
EC are tested among classified groups. Finally,
implementations on operations and strategy in
Internet EC are suggested, based on the results
of analysis. Data are collected by the survey on
the customer groups, and analyzed by
statistical method, such as mean score plot,
cluster analysis, and analysis of variance.
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