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M. e-transformation®] H7} =4 Abstract
I.M £
21C 719& 2438 AAAA, AT FY, 710 Xt 22E AF
9 ZA9#7B WAgz 3 JY A (business innovation)olFe &7t o o

AL 7Y olUE "W4algto 2 AEE AU o9 pEe AAFPAL F1s
714E 239 584 A3, FAEY, 4T Fg, € 714 AAAA
HA4& Andr) 9F £d224 AHHE7) < (information technology)d &-83}
A FHAoh

e-businessi= A B 7| & (ED], Internet, network)2 &-83o 3o T2 o3
72 %o dZdste v &AL, T 2 ERY FUE FI9 Rt 2F
ojuf Aul=e} 7t E nAdA EHEFLEZN B AAIAIEYG FAAH $9E
gH3HE 29809 3 wyeltt. Yahootb Amazon 719 #eol A%
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on-line2 2 AlZst 7192 F8olH FHY HFTAHA off-line’lEL ole]d
et AR AL G4 NEAA J1d AGHAL ABHE why
< EAgort & Aot

dAd & FAHLE dte dAY ZAY dudd sllA "EHA 714
(bnck and motor)e] ITS &-&& F3 AHR3L7]Y(brick and click)22¢] o]

AP AL e-transformation©)2H8t% e-business3d} Hoj7t= zpAoe}

-’F At o] g e-transformation®] M= Fehel off-lined Tt &3
7]?30] ITH YEHAZI&E 719 =dst Tl dF A9 Z2A28 W
FAAAM 7149 AFE F AFAY 237 bk 2 T2 A28 AR,
oz ojg AdwA, ATz A9 TzAx 59 23 4 g dojue
Wyge ¥

719 & ©]8§ e-transformationS A FH o2 AAsr] YA Tl 7
Aol ARAAE A 3F(information system planning)g FR3tE A 2L 4
2oz AAH L ALHY Lo 2 o]Fo] AHopgrt. Garter Groupol &3}
A e-business?| 48] AHRUAOZA 75%7F 7]edA ol F&5H} FEAE
Fd9 AAE E3 9o Porter(1998)% e-business¥olA v FHET 23
g o FASFL AAZH] AFFHE ZExsn 2w Chang and Li(2003)2
7N, €9, A, 2T L A F3FHF JdAE F8A 2 Cristopher
(20000 4F3Ql e-businessT &S At 7174 483 JF2PS LAY 9
3 B NDEAE ZxsP. £ Andrewet Mahmoud(2003)= e-business
AZFF o dolA IT7F AT e-businessd L & F A& F34 48
g & =2 FYFHoor F}gdx FAE: 1ew Ranganathan, Vernt
Ramaprasad(2003)2 e-transformation®] 4 && off-line 49 ZZAH2E ©X
on-line 2% ZT2A2Z dAste Aol olUe o] F LZNAE ofEA HEF
o3 £%3) AAHA FF(convergence)d F Ue AHE FHI=V &
2 ki FFsta

&H e-transformationS FHI3E Agstn Je 719 2FAESEAE AA
ArrIgden HAEFE dof A Ee IuiFEd JE HF Z2A=E
on-lineF e} 2 A@3oFsteA 2z ol F AL 75 7] A% AR
£& olx A& E9lo] Hojof FEXIF Z BAAY Holth E =FL o]
AEE A T35S HAsy] A & Ao zA JEd ojn &HA A

E3 da L HE e-transformationS 4 7 RAES HF3a o}
7t J7lRdg nupgo g wEOR e-transformation®] AFFZ AL H93

e
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a1z g

YA o2 e-transformatione HEFHez Ay AT WHESEH
e-transformation B7t2d § A4 ol A AL & ABRH R o
AA5A &) F&= 718 E AFTHFH e-transformationS £8]d= AF RS
A dde #EAGH do g Yold HFS AAS Foe d 2 9u7t Yo

o] Frtrda gEe B =% NVAdAE Ay 3 2dS Lp€rh
o] rde Hrird %9 31} Ranganathan, Goode$} Ramaprasad(2003)¢]
e-business TIEZ A Ed3} Wiseman(1988)9] ISP(F4) /g WyE9
Strategic Thrust® uv}=2 o & 3 e-transformationd e % Rdolt}. o] 2d
9] EAL e-business?t FE 7 E EUZE markete} (4, T34, FEY)
B3t o7l ZZe FFEd Re Jed FTFY PHeE AFE AAE
RAolt}. o] RdE %3t e-transformation® Al s g AFAZR 3o
Br}h AFA gld JFE AFS FHYE & A B oty A 7]
FEUIE, Ad)d 2= 283U J#AYE FHE F U

rr o

e ol

II. e-transformation2| X 2|

e-business® £oj= UE W HZYZA e-commerce E& AAFAHY £
o} E835td ALEHAA st o] £EL BFE UMY UENZ A
ol FA & AAHEGE &S T AAT I HE HHd YoM ZolE
Bolx gt}

o] Folx= &3 EL&HA AEEHT HAAGANYG e-businessoll tiFd A9
THE 7€ THES FAHLE W1 ¢ H e-transformationZide] dish 4

We stud k.
1. PRetAHeE o Fe

Anderson Consulting(1999)el <j3td AAZAGgE MLV EYIE F319
7197 714, AF2u 2 T3 GEA Aol dAs s A AN 7
A5 ot oleldt A= EDI, Internet, AR EA UEYIAE Edlo 7d=
AHARZE , BE V19 A 858 FYstE GASE LIy AARA 2
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2% RE ZT2A2g Aoz P Ag YIS IvHoz AAHYE
& AF 580 +UHE YHHY FAYRY ohi Y, u}aﬂ%, 23, =
¥, Az 5 A Teee B9 Ade 2 dadAge A8y
84, BRABAY, ANEEAT 5 0BT FANEALE 85T $A

2. e-businessel A<

e-business 7o) Wi 7€ FHE AHERAH Y& B Ko A
A TEEH YA At oz A ot oile 2AFZ, XA F3,
Y ZEAL F& EZHoR IFste =AY A 994 ITHEHZ Y&
< &83ts g4dE Mde2AY guE MR Qo

e-businessol & HYE FAHEHYE <E 1> Zo

<¥E 1> e-businessol st &2

A7718 3 4

. AzA w22 714, TZAA 283 AYBPES T2
Bound & | hoz A4 And 99 A8E Fdd A9 339
King(1999) o

F3A717) g Aolth

AAZAANE 71889 R dur1ge 88 AAGE 9%E
7tEY 1§(2000) |FIRF 224 B2B, B2C, BZE §¢ X A4 714 EFe] A
Bl wzy23) HE Aon.

e-business& 714o] JEU J]&& EE3 H=Yx BHHS
TEHoR WMNTE AL grdT F, EYHA A B
FoA W 714 BE R (Z2AA, 23, 3 )& AA
2 Abge] gtio] A@se ol

dedrles] &4& T Fo 22 Z2A2d WY, 5
IBM(2000) Hzy2x steve 34383, $4 DBA29H ddsH, 47
HE FHs7] A ¥& AHEse Rolth

AEY, QEZ/Y, J2EZHY, %2. OB T A 1711 OVM
QR Ar7EE o8 2, TIFIA, dHYA, 24 §&
KRG(2000) A2 F4L d= A=A ‘atf& ARG A H qm |9
€ Aojdol AHY ARIEE °l8F AAFAHTH UAH
g o2 FUAY v=2Us A4S FESE Adolth

[l

Oracle(2000)
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9] Aog ZF¥sld RW e-business? MELS t&3 Zo) FYE T F
A, '
- AEAHQA ¥=2U2a BAg g AN d2E gA Sy 98A dF
J B A28 AR BAV&S HE3es A
- IT71E, 9% ZE2AA, 29889 L T2 AoE HH AFH A4&
53 =29 ZAYE P AR e A
- ARAANE 719 BF ANAE ¥ "AA I, 7193 719
A2¥AZL, 71gURY RE %S0 FFH 7 A AN AddEHE
A. ‘

8 Andrew(2000)E e-commerce®t e-business F £0]9 H& WY ul
8o dasla Ut e-commercedt e-businessE F ©o] B o] ‘eEE AR}
A Y E ¢ A(electronic network)® &L ou|En, oy H|RYL ZRAXE
FRIANAY Z& ¥Esr] AN AAHY JEHZ 7<(QHY, EDDE &8
e RAM F &9 FFFE AAEE, F &olg R0]H2E e-commerceE
71gd5he] BRI FHY ZT2AAE FEE Aoz 14, FFA, 9% FEUE
X3 o) F Tz AAE #vl, vpAR, FE, A3, 34 AMulx, AxE 9
& AR T, AAFEFEY T & 9t F e-businesst e-commerce
9o g9 & ¥ ®ut ojy YR T AL IIIT F YA AAH
. AFAL, ¥, A, QALY Fold. ol BA=
e-businessA F e-commerced ol ¥ 3 TS EJY 87 ol B} YR
HQ ZRAxd 2HE 259 584, A4, 2du vEAEZ 2HE o

2y 233 oz A¥sn A,
3. e-transformation2 & 2|

e-transformation AR uiEA ‘A, ‘o]F’9 £& /HA 1 YA T Ly
o2 7143 el dAEAAY Atk Sl e-business29] o]%F, W3
Md F, e-businessdt Hojrle HAow Hotdth © FAPLZ MR
(Anderson consulting, 2000) “e-transformation off-line7] 4 o] e-business
Aol th&st7] sty ZidAEg, FG A2E, AFE2 AL, JYESE A
Fg3teE FAAA AGIN 2502 T ¢+ ov ol 7|E7]Y(brick and
motor company)°o] AstE ALY JAAMEolV FF TR A 27} HAEHDL
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gzl stste AHPH AN CRM, SCM, e-procurement, KMS, ERPF 9 A2

BEAN2EE TYsta, #4Z4e ARA 2" 7dA, eI A
T ¥v2Y2 FEE F3 AHE387|A(brick and click company)9] MZE&
Tt A E S FA3E BA7E TE

Haeckel(2001)3 22 ZZHEAEL e-transformatione A sdA g4, A
BAEZ o|Fgd wa yehe ITE A% A3 g AZstd 34 249
Atgle] zAqA Za QY A, FEe] TYHF FAE LAY 2 A AR
A4 AR o2 nostn ot o] X e-business$} e-commercete i
ddel vjR g o7t EA8 %] e-transformation 7WFANMNE &g AR A
A AdoA Edstd AF7|do] AHUES AL3stq dF T2 A2E ¥y
ANA g FFAINAY, A2 282 AHE g3 99 oujz o}
3l AFo]l JE7t 31, e-business?] TZHQ MFoR ITHEHNA 7]&0l
ZAd) =9], 23 AW T2 A 27t A48 go2 A3 Ay, 2A7x, £
3, T2A2 F& EXTFE 23 A YA dojue ¥YPolge Az &
k=

A gk IT/HEHZ 71&€S woleEd FAAIe AAES RYE oA Adsd
o] AW HAY Tz gMrt AHoz WIHEHE Aoz Eux g
ZAE3, 2ATE, A, S50, AAFH, JAEA T, AFFY, =
Az 2R A4 § 27 A F9o] AR Hu, £F oldd AAF ] I
T Wol olAF}E v T, FHE WAYHI Jd= AHolth.(Anderson
consulting, 2000, Michael Hammer 2001, Stephan H. Haekel 1999)

getd B dFE F219 FAHUE e-transformationS A AL B EF IT
2 dEYIriee] £ =4, 23 AAZ AAs Ha, old mg v=Yx
Z2AA FZ, A, T3E I 2 A d90] ojAFAE tdE T, FH
2 AyEEe Yo ot

e o

M. e-transformatione| 7} =&

e-transformatione A &3}7] <3 WH 2 Fuz HrirdEL =Foly
&2 T3 o] dFH SAT B =AM E dEHoEZ 2 /HAE &

Astaz Fot
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1. PWC(2000)2] e-businesse|l XMzk

o] o] 93 e-transformation®] FFWFL <Y 1>3 o] e-business?
g8 (role of e-business)¥ H|ZU2 w ol WA % (degree of change to
business model)oll @2} oS3 Zo] id3/d(channel enhancement)@ A, 7}
Al ZF(value chain integration) © 4|, Ak A (industry transformation) ©
Al, A% (convergence) B A2 4GAZ FTEH

Z} gdAE FAFHA WS AHRY & 2o

A
dl
= 3z
L
A
e PRS-
Gll
=
(o]
& XA S8
3t
X
<
< pURSR-PN]
»
Enabler Transformer

E-business o &€&

<% 1> e-business M2} =4

- 19A(AMd3¢4: channel enhancement): de TS Fato] AFE9
3 dof, MUl F 71 5 A RoblA HAE tAHeE dAR 2719 F
olAE FHA DEARE AT VIATRIA § BE(web presence)

o o7 weke AEdg T A o wWE3 ZA FuE £ e 73
E AT woy Jide iR Z2AN2E NAMAIIE AR AY(nformation
transaction) @AIZ BAl AE3 AL ¢ U} ‘

9 FE dANAE @ AdMu2E AA G ] Al lEY EHolA 5
23t 71de AEY AENEEIE AT 9L 53 AN FEH
AMHl 2 Y Aulx Fdx F 2 M) x7

el LAY nAe B5S 9 239 AF dolHE S 24
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= gdger aMFE FHA2EvoA(customizing) B AAIZ wiAIGe] F7tH
o, 7]&d EAd AdH} MEo] T iﬂ‘:—i Zrell A vk (channel
conflict) &7o] Uetd & ot

o] dAME RE W3t A, FAde zFHel Ax, T, AEL, EF,
o, oiAH, @, A2, A 59 4 9y ZEA2Y £84S T AFx
AARE Fus ATEE ZRA2 yREe YAild %Fox JPdc. o
GAe] FyPAFd= AFe 2dAQ] ZHAIAQA FF(value chain integration)
GAZ dojrty] 9% AAZRZAC HEER VAL 4 AFUY AFE F&
Fodz Foygal, A4, AR, B, JAHA Fo Ty Z2A
29 gigFol FHdr

- 28 A(FFXAY E§: value chain integration): ©] ©AE 71 71d Wl
o #Ho] e HdF ZEAMEE FHHL FRY FTHLIE FId ul&9
A3 & FUE FF8E GAolth ol A 742 ERPE °] &3ty
A, 7o, Ad, EF, B, Auls Z2A2 AYFFE FEEH, SCME
TaA #Y, FE, dAH] A APAFE FHEA do. o] dANA gL
Azt wujd @A, Mulae #ole] QA ALz Foje AA & FIHA
Zt Z2A2 e BFFEE AEIY 1Ay FFAY 87 FHHeR v
& = At o] dAV AFHoez dAFHY 6}‘4—4 Are AAHoz AN
FTHHDL 08 FHA UF dF Z2AH2 HUE I & 5 ok

- 39A(Ag A% industry transformation): ©] @AM A FFAY
AT 7149 BAYFEIT AR THH L9 7Ide MEE TR E
g5 Ao U nAFg FFAY) #HY FQ ZIZALE tA YE#HA
Z2A29 ARAA T2 HAZ AEFIY 7FL 28AE STEA Sosd
W ZLE nEozm 9RPF ey FTHH} 849 FUE F7EH 539
71E9 g, Fol, o, Mujx W EF 59 ZAAE AEFRY dide] €
o} 3gAE R EEE FAFE AXNUAM FLF oA A S B3 JAHH 7]
Aztoll FAEF o) TAH MEAE 38 7137 (virtual enterprise)S 4
Lia=

- 4G A (A% Convergence): °] ©AE & AlY 3o &
E233td A AYAE SdF A7E dAER gl
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bz As E ANAE AFHE BA AN 5% 99 3§ 2
APAY BRE FEHAA I wAL oAl AW Wi JRES
2 44(spin of)etel AAGFE AYF BE PP opgay suss

Pre
NG 9 H GRAAY TeelE 9] god ol B /1YY AHH
AgABe] FsHAT o AvldE AR MEILE B2 M AR
JEZt 34HEe g dad%d 3A8e dust M FedE, 19
de Aze BFE 7190 71E VAFAE FUY $A Aok

2. Venkartraman(1994)2| o 2(IToll 2|8t 7| M &te| 5IIX| =F)

Venkartraman® T @ ZAAA el e] [T &l ¢4 FUE 9
oA $9% I0S(nter-organization System)e] HHE Fx, {FAF7IHT F
gogxe] % WEE FxEA 7] IT 822 A% AAH o
71gq sElw ao) ASEe A WH3MAY, 2FAFT, TRAZ, 37 A
ojof gttu FZsn Sk Bd <Y 2> J5H ITY 8oz T =7
o] A o]2(range of potential benefit)S AWM} FF (degree of
business transformation)o] ®¢}A+E F71 & Zojgde ZHYHAZ B5FH

< 59A|9 AGGARLE AN ZF dAE 5 Ao o]dE
Eouy] 9 AHARE A AA A

HIZELIA B2 A HEH

e S

UONBULIOJSUBIL {5

TR LA

<@ 2> 7|d™Eke| 5IIX| =&
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032 Zk 9Ad 5L AFA LA stuAd.

- 19A(ZF 53 742 localized exploitation): ©] ©AE @43 29
20 HAF WUIE 7NALE FFEHAEIIES Y &3

A T2 Ao b go] AAHL 1A g7 g wrgo] thih wHY L
e 3 AAZ BFEHY ZRA29 Huy o EgE xEAo] gl AAA
Eo] 44 2ud e Ao

- 29 A (NE-E3: internal integration): ©] ©AE 14dAY =8 A 4
AZN AWNAQ H2Y2x Z2 A2 JF HRI)&S AMEse AR Ve
A g v2Yx ZzAa0e A5dZ0 gy 23 WRAHoZ ARV
&, 4 BE% 7158 §¢ol gojdrh

- 394 (WEU2x Z=2A2 AAA: business process redesign): © G Al
HNE Z3Zo] A&EFE Z2ZA2E d&stA dASy 2o o yolzk A2
ZA3 d#d "v2Us Z2A28 A% e b ARVes A&7 AR
3},

- AGAMRUA Y EYA AAA: business network redesign): o] @A A
t AALY A R M2 FHIE FEES MM 588 AL TF
’51?1 Au7E FRES B3 I FAAEC] 5&302 FHH, oA

ZRE dE olgdru AY Z2ZAAY, AolE, ZEAx dA, A4EH
ZddA BIAELE, £I9EE, ANFAE $H985, EFAAGE ZAAMA FAH
Sol glof ok A9l o]dg ¥E F Y= E WAdr

- 5P A(AGH Y9 AAL: business scope redefinition): ©] GANAE 3, 4
GAA o] wzUA TaA2d YENAIL AEAE T3 e
zZW3E F, AN YEYA, o2 AT BAY W3, o et M
gdog A £33 U AF7F otd floATGAY AAAFH A F F o]
vebgde wel gA FgEAE A FAsA ez AEE 999 H=ys
g% 71§, 49449
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3. Ranganatnan, Goode2 Ramaprasad(2003)2| e-business
transformation o E & A

AEAQ 7)Y (brick and motor company)ol4 A X371 (brick and click
company)2. 29 AL AP A U o7 FFA gy gloen ol
gAY SR doldr] A 7|dEY ATHY et} o)A AIAEY
F BAL oEA o] HBL AFHOZ oY TT AITAHLE T o
Xl @2 th Porter(2001)E A&ste AAASRT ofz NZE AR
Eo i AAY $H9E FolUe WyozA oJ2A & on-lined} off-lined
739 FALAY aRAHY FHE 5 v Ao FEE Fo|UA TR
BAAE A@3t=vd 28 At FFIH

Ranganatnan, Goode® Ramaprasad(2003)2 A& A<l e-transformationg
A ArRIe FA9 vz FIFS ARsSn At <a2¥ 3>
transformation matrixe] 9J3H AFHQ 7oA HRS 7oz A3
A AFE FME 47 dE F£9 H4Al(Innovation)# F H(Integration) 9
Aol Basit) o] B o HaL APdAg Aqudd AL ITY F
gL gustAY T& 7o Agdmaasd FEZa AU olvR A =&
g 71E 5 9uldy, 2FL off-line?} on-linedd) AP T2 AHX A4, F
HE AR dAste Aoz g F o

o]} Zo] AFAH 7oA HES ridezd AL d3e 7dE F
ZHA(EA, B A¢9 &8 A= o <29 3>} 2ol 4l 42 FE
& 4 At

S 8 (Integration) B &

w2 S
x o ==
8 ue
a =S N S o
famd
=
-
Q
<
8
[] .
S __ | 290 on-linen mue ol o
= —1

<712 3> e-transformation o E2] A



234 KERSBWREREE

2 A 543 7199 AdlE 4¥Ed g8 2

- AN ¥(experiment): 7Y FIEAEI ¥nd ¥ Ao, o] A
AXT WEEY AEHQA /YEL oA T on-linedFez2 9L &3
£ 7IgdEolth o] Ao &3e 7IYEL MEL on-lineAld o] AzZg FHE
&l 434 ZHZ¥H(bottom-up approach)& AIE&0 WAFHoZ 719 AL
ot} 5o] FAE AL ow #Ze ZI2aYPge| SPFH T FEHD
AR AFo] BAG AFejolnt.

- €93 <dA(operational alignment): ©] Ad] &3 7|AEL 719 M
AHEE AE2A 71e8AE Re Ul ARV 58 J|dEold. @
71YELE AZ AFsE on-lineAtdodl AdEHZ FAAH 7€ FAE A3
A gt on-lineAtd & 39 off-linelZ AAE YW 2REN & 22 £F
o] BE & F7] Y3 off-line? on-lines] FHEF FFo] o]FojAt EHQ
7199 Atdl2A4 HyattZ @& off-line# on-lineS &3 Egdezxy 1A%
A o B UEE & 5 US B opY HuFH & T2 FHeE
Ade] FrAdd 2uHE 2 LS &4 5 A Hudh

- off-line® on-line$-&°] 4% (business is paralleled on-line): ©] Aol
e JIPELS VI9AES A B F£EY FEH 22 FEAIT U &
£33l 71dE°lth. & off-line AlY &84 FEHE on-line T2A| 2 B2
NNeA9E FAsEE 7IdEolth HEAQA AEZEA MarriottEdo] 7]
&3 71doln o] 2de& uNEY ©F FUE A3 off-linedolA o] Fof
e dgA gy dof F& EZo] on-linedolA o]FAAA 7] H3td
Webs 7Wists et

- AgA 4 (strategic alignment): ©] Ao &3 7|4 7IGdHEE 93
S ALY 537 7 FAE st JIdECIh o3HE JIdEL Jdd A
o A2 g ML Jed E8FoEN Hu FFE olF= 7
dE°lt. Amazon® 22 &5 on-line?| o] A7) &3t

] transformation WEZHAE @A 7| HAYs FEE HAANFEH 714
APES 9% Aoz 7|do] vold g AAS Evhed o7t A
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F A AFAE A dEH2 YoM 7]del & A4 digsies 48 839
3l AR3IrIFdoz Jold EH 9 A (target position)E HAT = Qs A

o,

4. Kettinger 2 Hackbarth(2000)2| e-businessel 3cHA D&

e-business ¥ FAAM, 94, F/A, 282 IS EFseE MEZE A4S
wlelty, &  e-businesst HAAAQ tAE vygdS B39 JEY, TIA,
A7 dFE FFE Ut RAoly o3 AAL HY T2AX V& 1

g2 AFEE Tl AEAHA e-business AFE T T Utz AA

Wrte Rgges 2 4 ok

<¥ 2> e-businesse 3cHA

1A (A A

28A (FA)

3GA (AgaA)

busi e-business &2 & |e-business AFL v
€ ;S;;ess e-business AF & |[71QAEE AL |dd /YALFE A4
© A% o
e-businessd&# 7] |e-business AFHFS 7] .
AGRY |YRFe @dol S| gadel an qge | GhsnesstEA ]
IA g & e T
o, FFA, HEY
Qo |Qauea) gy |2 SHAME FAR) 10 Do adg )

%4

97

©] 9] (payoffs)

B ¥S

MgA, @8 394
7o A4 2 B4,
Py

A2 FA%E, Az
& AHd718, 2
x9 2AREC] @
35 $4

NeR HyFx

F % (levers) AZEG] & A ZRAA AM AL, 44
o dee | AE7IEE BEE
- _ B3 =2 L8 g9 an uony
Huel 48 | 71gel 2AHY g3 asge wge oo T TY
Ae A

mmetries) & +&

19973 Kettinger 3 Hackbarth< e-business 419 7]gAZ} L <¥ 2>

g ol A 3DA(AE, T, I AsAFS

AR oot Hes
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3tk 194N @) dA 28 A(EE Ested B5Eed 8484 A9 =
ZAze BFE 21 on X B2 J|IFEC] 19Ad HER A}\ L
Wall-Mart, Seagram s¢} CISCO & 71952 AF3Hoz 19A4A 2¢A=
olF AT & + Ut

o] % 2000We] ©]EL o] EdE EUR ©S FA4E breakoutdF WHEB
W Edh of WHES ERL IWe oAE AIBFHA HAHI didstr
8 oz ojn dg &HA SWOTEAL LY N2e 2de <H
3>3 o] ANHoZ 4GA (AN, A, 9, AIHE FAH o 2¥A
A AGdAe] gRHY AFENHIMdE 718 4PN 2 WEH
Q71 URE #AFGE AR 2 FEEAS AFEEATH

N gl

<E 3> e-business 2| 4ttA

F8 ALz g gz g
o4 (Initiate) (Diagnose) (Breakout) (Transition)
We |Zex zzAE |dAY AP | A A & Agred 74
-4 A4 44
%7} W AY A=y
- @ 7g R SWOTE XN 43

g&3t= 74

9 |- ZzAHE 99 A& preakout

. » _ : e bre
g5 A X 87 HH(aHy, ool o] BA Z—‘?ﬁi-‘—}«] 2} o)
T84, 71€) s
g 2 A5 A9 2 e-breakout e-business

IV. e-transformation2] strategic thrust= &l

ol X AFE e-transformation BLEL F2 7|do] EA AMfUe 4FS
AAAIA Fu goz vopz Wge AN Fed & = He PHES
olg} At 53] oY RdEL AT

A] 3]

¢l 719 (brick and motor)oll A AR
3 7](brick and click).2 A= 71QSdA 71del HEHQ dt
A Heog votgt & A e BHAETFIAN 477 dow yoprt A
719 €79 HREAE Tl A v d 714 AXNE AHgEA A=A
e 988 & + ded 2 JEA7E Jrh

|

]
=
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e-businesst A3 E=F(EDI, Internet, Intranet, Extranet)E& &-£3o LA
g T e 98 JHA dEEs AEE JHAFER AATEN A A
o dZd=HY e THEA, Y, FAAEAA 2 X E EFE F9E o
t}, o] 3 WMo B w e-transformation®] AFH<¢ AHL Y3 Ay
€2 7149 & A¥EE A F Js WHESRY ol e AzF
targetS YFE BAY ¢+ UE WHEEESO] AL, FLHojoF & Aot} AR
2 3 AFFAle 2] 3H(Bergeron, Buteau, Raymond, 1991) 7]1&£8A& &&
T 7AW E-AQ A8 E F3d 7149 AR 98 FHII) 4T PHEE
Z oA Porter?] value chain® Wiseman(1988)2] strategic thrust® ®]|x g Z
F ZHAAL Bde v2d AdAAQA AFGEAF A 2y whs] A
A E7l9 E4E& 4F2 & Strategic Thruste H|ZA F8stz AL$HQ 7
A7 87 EE A8 Age 242 gy A

52 e-businessd A@oz WA & Qe JHXo dig A9 o 7}
&g EYZE BHEYRA e-transformationd HAHFAH Thrust ZdS A3z
Lia=

r

1. e-business®| Z}x|(value)oll &st =

e-businesst AZA}H WEYFE o]&3q e 52 o7 71x 54 4
2 EE&FoEN H&FAA B84 2 ERAN SUE F3d RriE AFU
AMul29 7HNE A EHELEZA B AANANEG BAHFH 9o A7)
Ag oo}, o] 71X B85S ENde =T M Porterd] 7HxAQd 2
< g ALg3.

Porter(1985)l ¢J3t¥ 7199 AIEFS £, A EA wa 2z
9& JHA g€5o2 EFSI old@ Jtx &5 A s ©EoR 71X
7 & 3 71l U e AEoIU, Muj29 JHXE FAEtn dYsa
Ak 29 Y3t 7149 JHA 852 A Foly AMulxe sAE FEH e
ol F 488 = F BF(main activities) 22X 2, A4 3, 9w @ o}
AY, MUl2E 3 Yt o9k w3 F7t HE kA BFE0] 983 492
T UEE HAHJA H}ETFRE AT} EFEL B2TF(supportive
activities) 2.2 TAA L ol g FFELS AAALAEY, @47 E AL, 7d Q
zg, 79 5& EX Yo

¥ Gordijn® Akkermanns(2001)°] £]3l¥ e-business®] HHL o o
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oA & Qe 7IXNE A v 2L X EF2 A9 Y.

A A, 797t (business value)©lt}. e-business® FFF} 37 A3 ztel &)
5+ Z(inter-organization infrastructure)& 7}Hs3stAl e F 98L& g
e-business’7t FE ZAF44Y 7HAE It oz FdRgded ZEHS E F
Jed FAHoz Avrd dgy g

- AFR, AN Auize A

- HgAdZo= A% XY Mulx9 A

- A" A98A0 dAsE A4
AgzzA2ze] 2849 0
BYEZA2Y AFSE QZ o] HE £ e 7Y #AA

EA, 713 7t ot} 71€3Q BHM EW e-businessE MEL £F
o EAAGA AT It E /AR Yt o gAAL rle EEIAT
standardization)& £ & Holw ol & v &4z HYL 1AL Aol
olg FAHoZ uW BeH P

- 71 BE3Y dFstd A% SHE $EA2HY B =& v g

- AZEY ol Mul29 A& A

- yRHoZ AFRAYY] A

Al A, markete] 7}X o]t} e-businessE @2 1A FFALe] A3zL S
Z8stAl oz 714z AFoly marketite] 2FEE Tl AFH =&
delo AA7IZE Z1GolA AT EL. o)EA Fozn IHAEL IS
L AF3oz #A49F & A HAZL, oladF e-business®] AEE 7|E9]
AN &S FA2AIE 98 Fo2zN 71& AFA i 9189 284S 7}
A& F YA A

2. e~transformation2| X 2F& Z Zl(strategic thrust) 2 &

Foll A AFI AF} o] e-business? A@o g3 Lol JHAE A4,
714, market& 3 vt E3 Linstone(1994)d] &3t Atz o= 7 &AF
3= 7]&(technology), %3 (organization), A} & (people)®] 3717 8.4 &
mEHotdttn FAsm  glen], Hackbarth®t Kettinger(2000)e] ol3ld
e-business® 7|1g°] YAE vitdg S 3 HEY, FFA, 14 dZ2 1
& FZ3 Urte Aol A o3 RAE AFHoz HEsr] Y
Me B9 Z2A2Y F3, Ve 283 AEE AFE 3 Ageds FxE
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I Aok EE Porter(200D)9] 9latd doze] tAE Adgie Fo AdoE

g o] BF g3 AYAIE F7F 2 R e dFe F¥Y FLAHE
ddsta Qo

B =FqAE og W&e ugos <F 4>9 o] AR (nAd, 3FA, HE
Y)g A erlez slxu doA 93 Ranganatnan, Goode$} Ramaprasad
(2003)9] e-business transformation WEZAE &3 o 7|&3 22 HY
Z2A2EAN TS AFHETER e AFH 3 ZdS HEAD. o3
Zdo] o3t 71949 e-transformation M+ HE A3 A7 HA B 47

B 27 a4 8 47] b ££9 Zled T AFS FHAok
g dg S50 AXAA Jiend A & FF A Ads A
=4 T FE MAE YguEiy FHH Jle/ide Vde #A A Z2A
ol HAHQY WEE oprl¥ A= § E8g vy '

719l AR3 JIdege HAEe Jle®w oilg FHY FEAE AA
sopgict dwtH oz FIHA FFL off-line BIZZ M9 HY3 on-line
ZZAEE PEE 7«3’°°]‘4 ols} whafl FF Aol 4T FTHE AXNAQY
o BE FHLAEE TH3E e-business7t AFHY ¥ 71FHo|n Z“‘}Z—'l
A e-L2A 27} 7}?5“3_“4- ole} & 22 marketd FFL AF F
2, 7 stEV ko] YEYA o] g3dn.

<E 4> e-transformation® M=2FX I Zi(strategic thrust)

A3 gl A T4 SE
ALy = (customers) (suppliers) {parteners)
Z ;‘(l pras
71es4d (Incfeme_jltal)
(Techno}ogy e
Innovation) e
(radical)
AAH
=3 (incremental)
(Integration) FA7
(radical)

o] dehts 7 A9 AREA e AWED GeH 2
() BFA T34 B2 71dol ARAE, AW2)E AN AL AT
st 242 F3u A, FAF, 9, A2, $LUY, 1Y, AR, F2 A
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2 dyz, &4 59 AFS ¥

(2) 14 AL 7149 AEFE Fuiste A S 23 2@ AFE
o] oj2A ArgEitd wetA LY AHE EFHOE e AuAL EE
AES AL 71898 G TFuAl, FHAUQ, FIFHEE AT AR, T4
Aol 17 5& E3.

3) HEY: FEYH At AFT 2L 2 KA AE T AA AF
o YAEFL B 2L LIy oArldE AANAFS 2AY TS FAEIAY
2L QAFL olYA T ALY kFHolU FAHLASG TE AAE AR
714& ¥t

(4) 71€@RA): Z7] ngEdn 449 BE Web Alo]E 7AjA, AgA
(bottom-up) /N HIH AL, AAHe|n F7AHQA AFAYgRd= A9 A
FAY +9Y, 233 EHo2ME e-business® FAH dig] QAL i g
o AGAE2RE Y X dF FE5S A7 Ao

6) N&(FAA): 39 Z2H29 HFP& e-business 7/|Al, JHAE]B G
AlolE 704, e-business®] $8& HHOZE JIXARJY FAHLLE ALA,
&2 (top-down)7/f2 HIZH AL, e-business AFPY AFE HdFd FAFHY
Z1zA, @59 AY Z2HN2E Y% e-business AFE A =d9 xAF
5402 on-linecs WY Pl A TzALZ Ydsn) ool e
ITe] gre 18 FAE HPE ‘

6) TFHAA): A/ on-line ¥ Z2A29 3 432 (bottom-up)
AL 2E HE, AG715 28& ©& e-business’t AFEch @Y BAgd
e Y% e-businessAgol FYHTL ZAZF EAMOZ off-linedt HYF
on-lineZZ Al 2o gt FHo] o]Fojxy olo] W} Hre] W Ui &Y
7} o] FojZth

(7 BHEAA): 7199 22 I 498 7199 e-businessHF oz s,
AJEY AMul2e 5, 7149 A AdE FFE A A 2Ee] dFdoz
A2, 332 (top-down)/HLd HoH A&, FEF 98] =&¥ e-business
At el 7lAl, e-business AFRS A% FAAHQL AT BIZEZA2Y J)
W e 2 NEF FAAHA e-businessBFol FHHD =AY EHo
2 A2 market AL A% AEY, 34, FFF i JEHI #Ar}
olFolA Y e HY T2 M2 TEEH
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V.d £

I =Yg tAE L Vg, A4, A4, g F AN 9%
HAA HRAeH ol FAHY TFRY AAZGe AR AdY FIAHTY
A HEQZY AAzte Addegcde ¥sE A o 7IdEL oH %
43 Wsld H&3y] Ao F off-linedFo F I A on-linel
29 HAEE :

ZAsA H3 olgd 7PABE HFHeZ HAINY] HME HHEF A
gy Edo] ¥,

e-transformationg 432 o2 AH3I 7] Yl A7Holn MAAHQ A}
o] ¢o] W} AL EEol1 FHde FAHWIE monitoringd F T
AA S} olelg Wt FZ w8 F Jv YHPEES LY F ojokdtth

B =AM A3 e-transformation®] F A 37 (strategic thrust) L&
FHd9 HrIEde] ZHA 3 e AFQA €S 293 AHF gA(n, I,
HEU)E HF2 3 FAHA Ao st =2 V&3 Fojge F
7bA19] AYgH =FE FLFoEHN 7Pl e-business3Hoff-line) A on-line
22)2 Yozt FFE AN & 4+ dve d 2 s Yok
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Abstract

A study on the strategic methodologies of e-transformation

Cho, Hyun-dal

E-business is one of business innovations to get competitive advantage
over other competing companies by utilizing information technology which
can make to enhance the efficiencies and effectiveness through connecting
one or several value activities.

E-transformation is the process of business innovation to trans brick and
motor companies to brick and click companies to accomodate e-business
environments by means of digitalizing business strategy, business system,
business process, and company cultures. In this results, the company can
develop entirely new value chain of business and render enhanced services
to customers.

In this paper, I will represent several e-transformation evaluation models
which are used to realize e-transformation(trans from brick and motor
companies to brick and click companies). Also, I propose the stratégic thrust
model, which is composed of strategic targets{customer, suppliers, partners)
and strategic tools(technology innovation, integration). This model is
differentiated with evaluation models in that it can capture the rapidly
changing business environments, especially strategic targets(customers,
suppliers, partners)



