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A Study on the e-Business Marketing Strategy of Digital Age

Won-Gil, Cho*

Abstract

Electronic commerce includes the tasks that support the buying and selling of goods and
services, and interactions among those tasks. Electronic commerce enables companies to close
stores, reduce inventory requirements, and distribute products over the internet. Electronic commerce
can simplify communication and change relationships

The expanding global e-marketplace has triggered an evolution with powerful implications. The
introduction of interactive media and the online environment has made real-time, customized
one-to-one advertising, marketing and commerce possible.

E-marketing is the most rapidly growing channel being explored today. Users of this expanding
medium include a range of service providers, publishers, marketers of music, s/w, other products
that cross an increasing number of industry lines.

Thus, the opportunities for e-business marketing strategy, and new businesses based on
interactivity and sophisticated database technology are vast. This study explores the e-business
marketing strategy of digital age. Strategic e-marketing can harness the power of today's
technology to propel a company of any size farther into the worldwide market than ay any other
time in history, increasing potential profits and productivity.

* Professor of NAMSEOUL University, International Trade



