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Traditional WOM : . Benchmark Ubiquitous
. Amway Viral marketing . referral
marketing marketing N
marketing
Commerce brick and mortar | brick and mortar Web-based Web-based Ubiquitous
environment commerce commerce commerce commerce commerce

Social network

Open network,

Closed network,

Open network,

Open network,

Open network,

(SN) SN-dependent SN-dependent SN~independent | SN-independent | SN-independent
Incentive - e .- - -
mechanism Non-existing Existing Non-existing Non-existing Existing
Informer Active Proactive Passive Active Passive
Consumer Passive Passive Passive Active Active
Community-based CoTsmggi;nl/i;zzsed Private
. . . (e-mail, p - (ubiquitous digital
Information Private Private messenger, blog community, media)
distribution Push oriented Push oriented community), kgg;v:ig)ge Push and pull
Pull oriented N oriented
Pull oriented
Trust between " . . . Little need for
consumers High Low Comparatively high High trust
. Text-based Text-based
Irgprmgtnon Changeable Changeable commubnication: communication: Unchangeable
istortion
changeable changeable
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Pricemreg = QM AF L wvjste
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A AF9 wr) vy
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& A AF Hof v g
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5 WG 23
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A Y5 ulg(Fa )
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uj Al 272] Shopping cost (¥, Wz}
A2 vlg. Search Cost 5)
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T} A 3749} Shopping cost (B§48), Tioj
7} 22} v}8 Search Cost §)
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T 33 $FE
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Abstract

Design of Ubiquitous Referral Marketing;
A Business Model and Method

Kyoung Jun Lee* - Jong Chul Lee*

This paper provides a corporation’s marketing strategy under a ubiquitous computing environment:
a WOM(word-of-mouth) marketing using RFID(Radio Frequency Identification) technology and a business
model which facilitates the word-of-mouth marketing. To this end, we examine the word-of-mouth
communication effects on consumers’ life, changes in corporations’ attitude toward word-of-mouth
marketing, and the difficulties that corporations have in conducting word-of-mouth marketing. The business
model this paper suggests makes seamless business-to-consumer and consumer-to-consumer networking
possible using the RFID technology and facilitates the word-of-mouth marketing through incentive system
of each economic player.

Key words : Ubiquitous Commerce, Referral marketing, Incentive, RFID, Business method
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