AFE S43 B2C A3 AFe AF Y
Empirical Analysis on Product Based Differentiation Strategies in B2C industry

AN, A wr, GG
Seok-In Joung, Woo-Sung Park, Hyun-Soo Han

133791, A& 5EA) YEF VGE 1707 Sty dooe Jur)EF Yo7
*Tel: +82-2-2299-4392, Fax: +82-2-2220-1886, E-mail: bluechip60(@hanyang.ac.kr
**Tel: +82-2-2299-4392, Fax: +82-2-2220-1886, E-mail: withsie[@gmail.com
¥k Tel: +82-2-2220-1822, Fax: +82-2-2220-1886, E-mail: hshan@hanyang.ac. kr

Abstract

Differentiation strategies have been suggested as the
critical sources of competitive advantage in B2C industry
where customers can switch internet shopping mall with
one click with virtually no transaction cost. Indeed,
competition on low pricing cannot be a viable strategy in
B2C industry. Moreover, cultivating customer loyalty to
attain profitability is still a challenging task for most
internet shopping mall. In this study, we provide empirical
analysis results on key managerial variables that indicate
the difference between the product categories in terms of
customer perception on relative value importance. We first
identified comprehensive managerial variables and
organized them in terms of customer decision stage. Next,
with reference to extant literatures on product
characteristics based e-commerce strategy, hypotheses are
developed to formalize the customer value differences on
the key managerial variables. Empirical testing results
indicated that there are significant differences on customer
perceived value of the key managerial variables between
the product groups. The findings provide useful insight for

further study on e-commerce differentiation strategy.
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2. Research Framework
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3. Methodology
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